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Fashion Collections 1956 


First Complete 





This ingot symbolizes DeepSiiver's difference: extra silver all over pilus iniays of sterling at tabie touch points of most-used forks and spoons. 


let Holmes & Edwards 
new 


eepoilver 








Made by The Internationa! Siiver Company, Meriden, Conn 


sell more silverware for you! 


DeepSilver is no gimmick. It is the best quality, the strongest advertising and the most 
exclusive distribution set-up ever put behind a silverplate line. Its appeal is aimed at the 
middle-millions who want something better than conventional plate or stainless—but who 
can't afford sterling. DeepSilver is a genuine opportunity for selected retailers to bring new 


profit and prestige to their silverware departments. 
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Shecialists ite.» 


Heaney qi Bf Piamonds 


Right in the heart of the European market we 






















have our own offices constantly combing 
the markets to bring you the best values 
in fancy cut diamonds available. That is 
why hard to find diamonds are always in 
stock at William Levine with prices that 
defy competition. Marquises, emerald 
cuts, pear shapes, triangular cuts and 
heart shapes...all colors every quality 

in the sizes you want, to be shipped 


to you on memo at once. 





William Levine Company 
IMPORTERS AND CUTTERS OF FINE DIAMONDS 


29 East Madison Street ° Phone CEntral 6-3700 ° Chicago 2, Illinois 
Branch Offices: New York ° Antwerp 
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It’s our great pleasure to introduce Mr. Richard Meyers of Franklin Meyers Company, 


Chicago, Illinois; distributor of Duet Custom Set rings. We've known Dick for a long 


time but can’t remember when we've seen him as pleased about anything as he is with 
his retailers’ acceptance of the new Duet Custom Set line. Dick feels that our remount 


promotion and the 2 year Guarantee on center stones have helped boost retail sales. 


We would be pleased to send you the name of your Duet Custom Set distributor. 


Gut Custom Dia “the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE, 

@ MAKE ON-THE-SPOT REMOUNT SALES. 

© SHOW A LAR SELECTION OF STYLES ond at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 


KUSHNER & PINES, INC. 15 wos srw stroot, Now York 36, x 


| i ek era) 
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Universal Geneéve’s Greatest Triumph 


No 20214/12 
(,olden center, 
dubonnet marker ring. 


Prices——for all models shown: 


STAINLESS STEEL. Series 20217, 
Retail FTI-$115 C852507 

300 MICRONS OF GOLD on 
stainless steel, Series 20214. 
Retail FTI-$150 C€46/7505 


No. 20217/10 
White center, deep 
blue marker ring 


No. 20217/4 
STAINLESS . Black center, radium 
STEEL dots, gray marker ring 


| 
300 MICRON 
COLD Tor 


No. 20214/13 
Black center, 
nitelite marker ring 


No. 20214/2 
Golden center 
and marker ring 


From the World's Most Modern Watch Factory | 


* Registered Trademark 


Already a World-Wide Success 
The One and Only 


POLAROUTER 


TIMING EVERY S-A-S ROYAL VIKING FLIGHT 


Global-Protected Automatic 
Now with 11 stunning dial designs 


This is the watch so perfect in concept, so absolutely depend- 
able that it has been chosen to precision-time the pilots of 
Seandinavian Airlines System in their flights across the Pole — 
around the globe. 

Simplicity in design and in operation is the underlying prin- 
ciple of this automatic timepiece. Heedless of heat or cold .. . 
impervious to dust and moisture unaffected by normal 
shock ... the superior 17-jewel movement functions with com- 
plete reliability under any conditions, regardless of climate, 
anywhere in the world, 


Whether the owner's daily work demands a watch of strict 
accuracy with complete protection — or whether sheer pride of 
ownership dictates his need for so superb a timekeeping instru- 


ment — the Universal Genéve Polarouter* meets every condition. 


No. 20217/8 No. 20217/5 No. 20217/9 
Black center, Polished steel center Black center, gold markers 


nitelite marker ring and marker ring on deep gray marker ring 


No. 20214/14 No. 20214/4 
Golden center, Black center, radium dots. 
nitelite marker ring golden marker ring 


e No. 20214/11 
Golden center, deep 
blue marker ring 


UNIVERSAL @ Official Timepiece of SAS Around the Globe 
GENEVE 














A number of melee, set 


' | ) | around and beneath the 

(- 4 { center diamond, creates the 

a | effect of a single center 

| io. o ia | ell. ® diamond in a variety of 


shapes, resulting in amaz 
ing flash and brilliance 


anufacturer, 


the diamond setting that’s the 
hit of the industry 


in a wide variety of 
ring mounting styles 


in solitaires, lock sets, 
Pat. Pending 


conventional sets, 


’ We are justifiably proud of the way 
men's rings, Mn many this exciting, new setting is taki: 


sizes of tops! See his hold. Results at the retail level empha 


size the fact that “Spectaculight 


% 4, 

° +# ” more than compensating manufactu) 
ers and wholesalers for their confi 
dence in it. Jewelers who promot 


| rn e n OW Pp ro mM 0 t e “Spectar ulight” are showing appreci 


‘ able increases in diamond volume. Con 
° %G Yy o tact your wholesaler now! 

i FREE NEWSPAPER ADVERT! 
Boost your diamond ING MAT SERVICE AVAILABLE! 
volume! 


Creators, Desiqners and 


Manutacturers Of * Porteet Ring Findings”’ 


We BEETOHER IM. 


| ’ a 136 W.52nd ST., NEW YORK 19, N.Y. 3 K R> 
—, Bakracg 7 ee cores 2! OFFICES IN CHICAGO AND LOS ANGELES : 


1390/4 
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STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO 

































Gibraltar 
cultured pearis 
don’t grow on trees... 







but each one is 
hand-picked! 







The ‘man from Gibraltar” meticulously selects 
the perfect color, right size, ideal quality 
and exact weight to meet your particular needs. 
















Each cultured pearl picked with loving care to give you 
the utmost satisfaction. Be sure you get the 

pick of the cultured pear! crop, call or write 

Mr. Ben Sherman, President 


Complete memo selection sent on request. 


DIRECT IMPORTERS OF FINE PEARLS 


GIBRALTAR 


| 460 WEST 46th STREET + NEW YORK GS. N.Y 





JUdsen 6©-43385 - CABLE ADORESS: GIBRALINT 
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you'll sell with confidence... they'll Buy with confidence... 


these Sabre series 7-jewel watches with 
WESTCLOX guaranteed dependability 


exciting new 


Sabre 


series 
 Welewel tever 


wrist watches! 


Be Pe 
a 
Oe sae 

po es ; 


Sebre 700—Value that chal- 
lenges comparison! Beauti- 
fully styled gold-color case; 

old-color raised numerals. 

nti-magnetic. Has stainless 
ateel back and nonbreakable 
crystal. Luminous dial... Re- 
taile at $14.95 


Sabre 725-——-Dependable per- 
former...waterproof* and 
dustproof. Anti-magnetic. 
Metal expansion band. Stain- 
steel back and nonbreakable 
crystal. Luminous dial. Terrif- 
ic sales-maker! Splendid gift 
suggestion... Retails at $18.95 


Sabre 750—Waterproof*,dust- 


proof, dress watch! Gold-color 
case, modern style dial, Cor- 
dovan type padded leather 


_ strap. Anti-magnetic. Stain- 
less 


steel back. Nonbreakable 
crystal. Luminous dial... Re- 
tails at $19.95 


*Stays woterproel provided original seal is reploced if opened for service. 
SHOCK-REGIGTANT... UNBREAKAGLE MAINGPRING... GIFT PACKAGED 


fast-selling complete new assortment of 


WESTCLOX 
WATCHES 


"2 & Beene ee Ges i iet wef te 
Assortment No. 660 


Baneoneties £ Emhe me 2 Baeomar 5 


leachJarvis, brent, Skipper 


+ ” OWT ees < : 
Jd rt Lia -- NAL Atle Sanore ‘)} ‘i y 
F7-JBOWEL ' , : 
i 4 ea t re Tj ‘in | 
aseortment no. 777 


permanent display! Wrist ben Luminou 


Ye CROP Goll Mm ctiRs Jara ol dele). 
' , Geater cost ee est 1 Goby 
$47.33 and ne v e with protective i arian an 


r dieplay rf ren yt, Bama) Ge Bes Sere.’ 


ce FRE ft 


WES TTC LO-x ...dependable as the day is long! 


LA GALLE-PERU, ILLINOIS 
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Ronson introduces... 
New Sport lighter!!! 


In FREE SP-5 Display! 












fil 








Here’s news that’s hotter than hot! It’s the new 
“Sport” Pocket Lighter by ronson! These newly- 
styled pocket lighters come in five different fin- 
ishes: in colored textured enamels, in chromium 
plate with satin finish and in bright mesh finish... 
designed for both men and women! And what’s 
more... this handsome, new-model RONSON fully 
automatic pocket lighter retails at a remarkably 
low price-range: $5.50 to $6.95! Mark our words: 
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Handsomely styled! 
Ruggedly built! 
Remarkably low-priced! 


RONSON “Sport” will be one of the hottest-selling 
lighter items in this price class! 

All five new RONSON “Sport” Pocket Lighters 
come slotted in place in the new SP-5 Display for 
windows and counters! This free,colorful, sales- 
compelling display is compact in size: only 8” 
high, 9” wide, 5” deep. Gift boxes included, Total 
retail value of SP-5 is $29.85! Don't get caught 
short on RONSON “Sport”! Order now—order big! 


maker of the world’s greatest lighters and electric shavers 





Again, the modern promotion for the modern jeweler: 


T'S WATCH PARADE 


(OCTOBER 8-20) 


At the request of jewelers all over America, this highly successful pro- 
motion is repeated for the eighth successive year. And past experience 
shows that you can make “Watch Parade Time”’ work most effectively 


for you by preparing for it now. 


Set aside space for showcase and window displays. Schedule special 
mat ads that will localize the national campaign. Ready your staff for 
the selling opportunities that ‘‘Watch Parade Time”’ will present. 


With a little pre-planning, you can make this promotion of The 
Watchmakers of Switzerland an important builder of immediate sales 


— and stimulate pre-Christmas traffic besides. 


YOUR PROMOTION INCLUDES: 


A SPECIAL NATIONAL ADVERTISEMENT: ![t gets your campaign off to a flying start, 


highlighting the newness — both in fashion and function—of the jeweled-lever Swiss 
watches to be found in your store, 

A UNIQUE DISPLAY: Supplied without cost by The Watchmakers of Switzerland, it 
enables you to build eye-catching windows featuring all your new jeweled-lever 
fashion and special-feature timepieces. 

MAT ADS: For your use in local newspapers. These advertisements have been carefully 
prepared to obtain maximum readership and to enhance the personality of your 


store and the quality merchandise you sell. 


PUBLICITY RELEASES: Prepared by The Watchmakers of Switzerland, and distrib 


uted to the news sources of your local newspapers and radio stations. 


MERCHANDISING HINTS:. Preview, the booklet previously supplied you by The 
Watchmakers of Switzerland, contains merchandising hints for every jeweled-leve1 


Swiss watch in your inventory. 


And, as always, national advertising and window displays 
will prominently feature the slogan: 


“For the gifts you ll give with pride, let your jeweler be your guide” 
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TIME 


Available 
to you 
during 
this 
promotion 





mm (e158): 
wy 


The WATCHMAKERS 
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Be 14%18 inches, gold 
plastic. Plus side cards, 
watch name cards. 


4 1 column x 70 lines 
(2 others, not shown) 





2 columns «x 65 lines ® 
(1) other, not shown) 


Complete details of this exciting campaign will be 
mailed to you shortly. You'll receive photos and 
descriptions of displays . .. proofs of five sure-sell mat 
ads in two sizes .. . a handy form for ordering these 
free materials from The Watchmakers of Switzerland. 


Make plans now. Make “Watch Parade Time” a 
customer parade time in your store. 


‘ 100, 
; 2 OF SWITZERLAND 
Co a 

“anne 













rust with the wonder of Multi-Sizing! 


FOR TELESCOPES 


LRTI A 


Kn restos at toot into © Bend )~ as », Hook links, push 

hole stamped MULTI. = to _ disengage. closed, lock: Spread 

SIZE and push down. links, push up with 
point. 


. \ a ‘a 
Simply stretch band. (iff MULTI-GIZE links Add or subtract links 
off concecled safety as needed. 
lugs. 


First to give you leather inlay bands! 


Lizard Wisp——-Genuine Lizard leather set beautifully into o 


V.LP.—Genuine Lizard leather set in masculine links. 
slim Gold-filled telescopic band—$8.95, F.T.I. 


Geld-filled——$8,95, F.T.1. Stainless Steel-—$6.50 


~ 
a 
. 
# 
* 
. 
. 
* 
. 


Bouquet-—Elegant cloisonné in groceful Gold-filled expansion band. $10.95, F.T.I. 


Ax. world’s largest selling photo-idents 


the hows Silly thihi-Sised lor mon ond women! 
| Jacoby-Bender, inc., 62nd Sit. & Northern Bivd., Woodside 77, N. Y 


THe JeEweLers’ CIRCULAR-KEYSTONE 











of * 
+ SS ES x te - Ay : 
.s 2 
4 -_ ~ 
§ e wo " ) : | 


ail er boty re 
ty Sega ie i 
aries ashe Shag k 
: ge ee er 
; tes, ae 
~ . (Sass eet ae 
Le} 3 $i i oe 
oS 
‘ a rae 
6 ES IE ge 


i 
tas 
es . 

- 


£ 


MOST PROFIT-PYRAMIDING 
WEDDING RING PROMOTION IN HISTORY 


| on. Corr: First results are now in and the enthusiastic acclaim of jewelers everywhere 

n.polenee = ca 1 is overwhelming. To get your share «‘ this new plus profit promotion 
| from Polishook act now! This will be sold on an exclusive basis 

in cities up to 60,000, Write, wire or phone to insure your reservation. 







POLISHOOK Goes to Work for You the Minute You Place an Order! 


WINDOWS TALK FAST AS 
SHOPPERS GO PAST! 


9 PRESTIGE BUILDING TRAFFIC A FREE ENGAGEMENT GIFT SURE 
. oa oe @ TO WIN FRIENDS & CUSTOMERS 


We supply you with 
copy for a digni- 
fied, distinctive 


Gleaming wedding 
cake knife with ster: 
ling silver handle 





A 


iret Lady 
Wedding Rings 
ae 4 Geert 


6 at, Mate 4g 8 gm Cemgped ©) term & Mew 


Botge em 
STORE NAME 


Yours absolutely 
FREE, Bible includ- 
ed, this colorful, il- 
luminated 3-dimen- 
sional eye-catching 
window display. 
Shows at a glance 
the 12 magnificent 
First Lady Wedding 
Rings and the free 
wedding gift of 
the Holy Bible. 


SMART LOOKING RETAIL MAT 
TO PRE-SELL CUSTOMERS 


Pianned to bring 
customers into 
your store regard- 


less of the time of 
year. Powerful 


enough to attract 


attention with a 


minimum of space 
required, Designed 


to lend prestige to 
your store. 


letter of congratu- 
lations from your 
store to the en- 
gaged couple. Tells 
of the free en- 
gagement gift you 
have waiting for 
them plus your 
free wedding gift 
ofter. Creates plus 
business through 
invitation to regis- 
ter Wedding Gift 
preferences for 
guidance of rela- 
tives and friends. 


RINGS OF OUT STANDING 
@ BEAUTY, QUALITY AND VALUE 


Only those First 
Lady Wedding Rings 
with a proven and 
tested history of 
re-sale activity 
have been selected 
for inclusion in this 
promotion. Service 
at Polishook '5 
always dependable 
94 hour delivery 
on “specials. 


Sure to be treasured 
and remembered 45 
a gift from your 
store. Creates @ 
friendly basis for 
you to discuss First 
Lady wees Rings 
Wedding Gift offer 
and other items the 
prospective newly: 
weds need to set up 
house-keeping. 


A FREE WEDDING GIFT 
OF UNIVERSAL APPEAL 


The Holy Bible 
superbly bound in 
a cover of pure 
white with gold 
lettering. Available 
in versions for the 
Protestant and 
Catholic denomina- 
tions. Yours to 
present to the 
happy couple when 
they purchase a 
First Lady Weddin 

Ring. Sure to buil 

satisfied shoppers 
and future sales. 
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GOLD FILLED ADVANCES 


Everyone has heard of AUTOMATION. Here you 
see an application of modern electronic controls to the 
rolling of Gold Filled plate. Compare this equipment 
to an old-fashioned rolling mill, with rolls adjusted by 
hand wheels. You will then understand how General 
Plate is using its great engineering experience to help 
keep Gold Filled competitive. This machine alone repre- 
sents a major investment by General Plate to help 
jewelers fight for their share of the consumer dollar. 


METALS & CONTROLS CORPORATION 
GENERAL PLATE DIVISION 


Finger tip setting of electronic controls 
to maintain extreme accuracy. 


Look for the Mark 
GOLD FILLED 


This government prescribed mark 
may read 10, 12, or 14 Karat Gold Filled. 


OFFICES: ATTLEBORO, MASS. NEW YORK, CHICAGO, LOS ANGELES 
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New Zippo 


SLIM-LIGHTER 


A new jewelers’ product 
...a@ new jewelers’ display! 








1 Above, sacintillating Star de- 2 Upper right, silver-filled, 3 Above, new Diagonal design 
sign on 10-kt. gold-filled. delicate engine-turned Ribbon on brilliant high-polish chrome 
Retails $20* design. Retails $11.50* Retails $6 


Here is a product designed and packaged from the start for 
jewelry sales! From the beautifully slender styling of the new 
SLIM-LIGHTER...to the new and richly modern gift boxes 

. 5LiM-Licu Ter is for every jeweler who takes pride in selling 
the finest and newest product of its kind! 


SrpimM-LiGHTER bears the famous Zippo name — yet it is #0 
new that nobody has ever received one for Christmas before! 
Made for men and women who prefer a slender, lightweight 
lighter with all of Zippo’s famed dependability. So superbly 


crafted that if anything ever goes wrong, we fix it free! 


We're backing it with a glamorous advertising campaign 
... biggest in Zippo history ...Furt-Pace, Futt-Coror ads 
reaching 96,204,000 readers of Life, The Saturday Evening 
Post, Collier's, Look, The New Yorker! 
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Display Zippos to sell Zippos! 


ich, striking diaplay case in ehony-black 
and crystal-clear plastic! Space-saving and 
pillerproof' (Case free with this Siam 
LIGHTER assortment 2 high-potiah 
chrome, retail $6 each; 2 silver-filled 
retail $11.50 each; | 10-kt. gold-filled 
retaila $20°. liealer cowt, $45. Aak for 
M 193300 

*piws fete fed ence tan 


ZIPPO 


WITH THE FAMOUS ZIPPO GUARANTEE 


‘i998 Manutacturing Comoany. Gradtord Pa ian Canadas 





/ippe Manulactuting Ce. Canede tid & gate tale Oot 


15 





The Hamilton ad at the right 
builds bigger volume for YOU" ; 


Notice this line in the Hamilton advertisement 
on the opposite page. Emphasis on you -the 
jeweler -is part of all Hamilton advertising. 


Watch news from Hamilton —colorful, ez- 
citing, promotable —is doing a real selling 
job for you at your own store level. The 
advertisement at right is another good 
example. 


More than 12,900,000 readers of National 
Geographic, Reader's Digest and The New 
Yorker, beginning this month, will read 
that there’s news in automatic watches, 
and that Hamilton is making it. These 
are prospects — better prospects —the best 
able-to-buy consumers in your city. 


Hamilton is the national watch brand 
you, a8 a jeweler, can promote with the 


knowledge that you will reap the rewards. GFT SFT NOW FOR CHRISTMAS | 


We'll help you tie in 


Write to Hamilton today for help in tying 

in with this powerful advertisement. Your Hamilton representative now has details on the 
biggest, most complete and profitable Christmas pro- 
motion package in Hamilton history. And it includes 
the industry’s most colorful, least expensive gift cata- 


log. Ask him about it, or write directly to 


Mounted ad reprints for store displays, 
newspaper ad mats, radio and TV adver- 
tising material literature...all help you 
take part in Hamilton's sales-building ich tun Ginpinniiies mabmrienaney 

program that means business for you! HAMILTON WATCH COMPANY, LANCASTER, PENNA. 


FSA NT / LT ON 


WATCH COMPANY LANCASTER, PENNA, 
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The modern approach demands a new Hamilton self-winding watch 


You drive with automatic transmission, operate your TV by remote 
control Your whole life is geared to preciston, convenience 

ease Of operation A new Hamilton automatic watch be longs in 

the picture. The merest movement of your wrist is all the 

winding these handsome new Hamiltons need to serve you faithfully 


night and day. All of them are shock-resistant, anti magnet 


Add crisp, modern styling, and you'll see why Hamilton is 


the finest watch you can give at any price 


($39.50 to $10.000) Visit vour Hamilton jeweler today 


HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 


(Lower) 4-406 10K ;« 
water-proot*™. With etry 


ezpareaeon band $100 


(MM ad “) 4-406 On go dj ’ ae 
With strap $4 With expareiwr 
$100 


(Too) ACCUMATIC Stai: 
1864, water-poroot* V/ithy ats 


nd. $69 W 


FTAA NTS LT ON 


Tre WATCH JEWELERS RECOMME 


MORE: OFTEN THAN ANY OTHER 





RIVET PIN STEM 
COMBINATION FOR 
COSTUME JEWELRY 


““ = ' he ‘lia 


Oy 4 Pee 
ee er err ere er mes * 
13 
etre 


Rivet pin stem #101 with a 
Ballou joint #142B is an ideal 
combination for a high style 
line. With Ballou’s rotor type 
safety catch #90, designed 
especially for the costume jew- 
elry trade, you have quality 
the leaders in this field have 
found it profitable to use. 
(No. YOL for hot nickel) 


B.A. BALLOU & CO. INC. 
61 Peck Street 
PROVIDENCE 2, R. I. 


FINDINGS 
The Foundation of Good Jewelry 
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ASK YOUR WHOLESALER about other merchandise at $3.50 Retail 


Wise Buyer — Buys panini 


NATIONALLY ADVERTISED 
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ASK YOUR WHOLESALER about other merchandise at $5.00 Retail 


Set Sales Afire—Grow With Squire 
NATIONALLY ADVERTISED — ee 
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ASK YOUR WHOLESALER ABOUT OTHER SQUIRE STERLING 


Push Profits Higher — Sell More Squire 
NATIONALLY ADVERTISED 
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j 
41645 : | 3 om yi Retail 
/ (Plus Tox) 


ASK YOUR WHOLESALER about other merchandise at $7.50 Retail 


Ask About Squire “Plus-Profits Plan” 


NATIONALLY ADVERTISED - eS 








ihe Saturday beeoning 


at -leotelgetiola-F-1 qial> mmiil>ial 


1956 Operation Cherub is zooming toward new record. More advertisers, 
distributors, jewelers are planning to tie in. Operation Cherub in December 


first issue of The Saturday Evening 


Our Cherub is still heading skyward. By Christmas, 
he ll look like a comet. So hitch your wagon to this 
star,.and now's the time to do it. Here’s how to take 
advantage of this exclusive Post promotion! 

if you are a national advertiser, join the others 
who have already reserved space in the special 
Jewelry Section of the December | Post. 

lf you are a wholesale distributor, make sure 
jewelers are getting every bit of information about 
1956 Operation Cherub. 

lf you are a jeweler, it’s time to order your spe- 
cial participation kit. Orders for them have been 


— 


Post will be sales story of the year. 


' ) , 
coming in since February. Order yours now! 


Operation Cherub in the lost will reach millions 
and millions of high-income families in the Christ- 
families that have full con 


Make Cherub 


mas buying mood, . 
fidence in the Post and its advertisers 


yvour sales success story of the vear'! 


Jewelry Industry Council, O08 
20. N. Y.. for full participation 


manufacturer. For 


Act now. Write 
Fifth Ave., N. 
story as retailer, 
complete details on national advertising, write 
Jesse Ballew, Retail Merchandising Division, The 
Saturday Evening Post, Philadelphia 5, Penna, 


wholesaler or 


— gets to the heart of America 


POST 
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Waterman's 


‘An entire pen 
department on a tray” 





faster turnover 


Displays the entire C/F® line in all 
four price categories. Saves clerk’s 
time, saves customer’s time. 


2 smaller inventory 


All the pens you need to complete 
the sale. Sell out of stock from 
fresh merchandise only. 


see your Waterman representative or write: 
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3 trade-up 
Customers invariably select the 


higher priced merchandise. 


add-on sales 


Sell the pen, then sell the set. 
Customers return for additional refills. 
Store traffic builds sales. 


Waterman Pen Company, Inc., Seymour, Conn. 
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HAND CARVED 


f~ ) ACE “A 
V WHALES 


VATCHED WEDDING RING SETS 


The true measure of elegance is realized 
only after the passage of time. This is 
especially true of Barel Bridals, whose 
beauty is inherent in styling and 
craftsmanship. Every detail of their creation, 
from the original design by Fred Bare!, 
through the last meticulous finishing 

by expert craftsmen, is reflected in 
enduring simplicity and elegance. 

Ask to see our full line of BAREL 

BRIDAL HAND CARVED Matched 
Wedding Ring Sets .. . the 

first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark (6% is 
stomped on the shank of 

every ring, assuring you of a 
Genuine Hand Carved Original. 


exclusively designed by 


Lhiot 
GU# ih at. 


24-Hour Service on all Special Orders "Sold directly to the Retailer 
| by the Manufacturer 


BRIDAL RING COMPANY, INC. \ Matstone ren rns 


1 
t 


87 Nassau Street « New York 38 


se 
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Like to have 1,594,453* 


discriminating buyers 


as your customers? 






Komfit advertising in 





the New Yorker! 





To help you sell Komfit, the ultimate achievement 

















in a quality watchband, Forstner pre-sells the market 
that really counts... the top-level, quality-minded 
market... the men with money to spare and money 
to spend! 

Ad alter ad in the NEW YORKER sells Komfit as 
the watchword of the connoisseur, Ad after ad builds 
the prestige of the fine jewelers who feature America’s 
finest watchband. Ad after ad builds business for you! 

Prepare for more profitable quality business... as 
Forstner advertises and promotes this distinctly top 
level watchband...this truly is the aristocrat ol 


watchbands. 


*Average readeishiv of each New Yorker issue 
| 





Source, New Yorker magazine research department 


Forsiner, Inc., Irvington Il, New Jersey 
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are YOU getting your share? 
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STOCK GOLD FILLED 


Generally, the trend in jewelry purchases, is moving toward better 
quality better price. For the retailer this means higher tickets 
higher profit. But you can’t cash in on this trend unless you have a 


good selection of Gold Filled items. 


DISPLAY GOLD FILLED 


Distinguish between higher quality, higher priced, nationally 
advertised Gold-Filled items and the less expensive. Display Gold 
Filled merchandise in a separate setting —- set it off, 


then trade up to it. 


SELL GOLD FILLED 


Gold Filled items usually cost more than less expensive plates and 
washes. Make sure everyone in your store can explain why. Make 
sure everyone can explain Gold Filled’s greater true value and 
durability. Get in on the greater Gold-Filled profits. For 
information on how to increase your Gold Filled sales write the 


Association office at the address below. 








GOLD FILLED MANUFACTURERS ASS'N 

ATTLEBORO, MASSACHUSETTS 
Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. + General 
Pilate Division — Metals and Controls + Horton Angeli Co 
improved Seamless Wire Co. + Leach & Garner Co. « OD. E. 
Makepeace « Division — Union Plate & Wire Co. « |. Stern & 
Co., inc. « Standard Metals Corp. « A. T. Wall Co. « HA. 
Wilson Co., Inc. 
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MELE 


PRE-SELLS FOR 


Lifel  —owtT MELEIL LD 
| oe SO 


with the 
biggest 
FULL COLOR 


cc Leet) Pree J _ , | Mele’s Ballerina 


Sug. Retail: *9.98 
. 


NATIONAL 2 as = 
ADVERTISING aa 
CAMPAIGN 


FOR HER 





FOR HIM 


Mele's Jewel Chest 
Sug. Retail: *9.98 


ORDER NOW ...PROMPT DELIVERY! 
Write tor new, complete Mele catalogue! 
See Mele Exhibits at the Jewelry Shows 


Aeneoxicas foremost pected tn few Gessas 
MELE MANUFACTURING COMPANY, INC.., 


366 FIFTH AVENUE, NEW YORK 1, N.Y. 
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When you | 
feature ae 


you sell 


tile] a= 





Wrehidal=- 





INCABLOC PROTECTS THE VITAL PARI OF.-A WATCH 


AGAINST DAMAGE FROM EVERYDAY‘ HOCK ° 


\ ‘ 
[INCABLOC. MAINTAIN THE ACCURACY OF A WATCH | 
INCABLOC EXTENDS THE LIFE OF A V 
. 
\ \ 
* 
~ + 
AND IUST A IMPORTANT INC ABLOE PROTEC’ ~: ‘ 
a 
. "i 
YOU BECAUSI it REDUCI RETURN AND SERVIC = .. ; 
‘ 
» 
NG DURING THE GUARANTEE PERIOD TO A MINIMUM 9 . 


z= 
KEEP YOUR Ct TOMER: SA TISFIE! CC 


trite for INC ARLOC sellin 


aids ane promottonal materte 

















EXCLUSIVE DISTRIBUTORS OF 


RENO-LEPAUTE OSCILLOGRAF 


CADMAN-KIEFER 


EXPANDRO and EXPANDRO-FLEX 


ALL AVAILABLE IN 8.6.7. AND STAINLESS STEEL 
EXPANDRO - LORD #6018 Additional Pattern +2016 Not Illustrated 


CADMAN - KIEFER 
EXPANDRO - FLEX 


All available with 
WATCH-IDENT UNIT 


Remove baseplate. Take out or insert links 


LADIES "U" RING and LUG ENDS 


Manutacturers and Distributors of 
Children's Jewelry, seamless wedding 
bands and Fine Jewelry 


For almost a quarter of a century. 
Lock In place 


CADMAN MANUFACTURING COMPANY 


2036 N. TELEGRAPH ROAD v. TILLSONBURG 


DEARBORN 7, MICHIGAN ONTARIO, CANADA 
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With THOUSANDS OF DOLLARS in PRIZES given away FREE! CASH! Fabulous Diamond Rings! Customers 
will come to YOU...to enter...TO SEE...AND BUY FEATURE LOCK INTERLOCKING DIAMOND RINGS! 


Ware)”. wuMaviE L — : =TAR' 
° | j a7 sc)’ . Fi oo — Bantt Lee rv . "a ; 


now 












BE READY TO CASH-IN... AND PROFIT 


with the exquisite new QUEEN OF DIAMONDS SERIES © 
specially styled and created for this exciting event, with 


Feature-glo the amazing 
setting that makes ANY diamond look 
90% LARGER, 67% MORE BRILLIANT! 





Bet 2915 


: = : : 
ck Wholesaler 


Cy Murty! cor 
adelaa your Zoeltia Lo 







Feature Ring Company inc., 130 West 46th Street, New York 
Gentlemen: 


Please rush information regerding “Queen of Diamonds” Contest. 
[) | now sell Feature Lock interiocking Diamond Rings. 


My wholesaler is 



































that holds rings ve 
; oe () Send me names of avthorized Feature Lock wholesalers. 
together in perfect position, always! A bend 
FEATURE RING COMPANY, inc. ZA on : 
130 West 46th Street « New York 5 City Zone........State 
, ett 








@9t0" OF Gremonen@ comrcet Ccorrecut asneen OF & CO. 1986 FEATURE LOCH Fat, @O. 2607208 200 OTwens 
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Come 7 


GOLDEN HEART « Khe world i 


'@, 
C witenavu. 
ete 


The Centenaire and Golden Heart — signa- 
tured centennial presentations—are ETERNA $ 
new, de luxe 1957 erenna+ Marics. They fea- 
ture ingenious technical innovations... ex- 
clusive fashion accents . . . applied 18-K gold 
markers... and luxury styling, 

Watfer-slim, the Centenaire is the world’s 
thinnest automatic with sweep second, Revo- 
lutionary in design, it has a radically new 
movement with aerodynamic balance and 
extra-large spring barrel that ensure superb 


PD 


CENTENAIRE e Khe worlds Gunnest automatic... 


_ wtth ballbearing-mounted yolor 


= ple. 


accuracy, It is the smart watch for men who 
appreciate quality. 

The tiny Golden Heart — for women — 
is the world’s smallest automatic with a ball- 
bearing winder. Its distinctive feature is 
its 23-K gold rotor that develops powerful 
winding energy. Dainty as a minuet, it com- 
bines quiet elegance with peak precision. 
Each commemorative ETERNA+ MATIC has 
Centenaire or Golden Heart inscribed on the 


back of its case, $110.00 TO 61,000.00 F.T.! 


Write for our ilivetrated centennial brochure in color. 


1? JEweise 

ANT!- MAGNETIC 

SHOCK PROTECTED 
UNBREAKABGLE MAINGPRING 


ETERNA:-MATIC 


ETERNA WATCH COMPANY OF AMERICA, INC. 


O77 Fifth Avenue - 


The secret of the tiny Golden Heart's selfwinding per 
fection is its heavy 23-K gold rotor. [Photo enlarged! 


Sideview sketch of the incredibly thin Centenoire 
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New York 22. WN. ¥. 
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~ New! Ronson announces 
the famous ‘Windlite’ 








for fraternal organizations! 


Featuring authentic, colorful emblems 


on the world’s finest windproof lighter! 






To retail for *4.95 at your regular 


Ronson mark-up ! 





Rotary Masons Shriners Elks 


Ronson insignia emblems are thinnest for trimmer, neater effect. 


Above are the available service-group insignia. Emblems shown actual size. 


Knights of Columbus 





Now, you can sell a fraternal lighter that bears the first name in lighters...Ronson! 


In test stores—dealers enthusiastically report that 
these new and noteworthy fraternal Ronson 
‘Windlites’ are so popular that it’s hard to keep 
them in stock! And that makes sense! Because... 
Ronson’s amazingly successful new ‘Windlite’ 
is really a foolproof windproof lighter: perform- 
ance-proven to stay lit /onger than any other 
windproof lighter... feels really so/d in the hand 


...i8 the easiest windproof lighter in the world 
to fill! Everybody's aware of ‘Windlite’. . . be- 
cause the famous Ronson ‘Windlite’ tests are 
advertised in the country’s f/wo leading mass 
publications: LIFE and LOOK! So... order 
Ronson’s new fraternal ‘Windlite’ today...and 
watch it flare to new success with America’s 
most /oya/ market: service-group members! 





Maker of the world’s greatest lighters and electric shavers 


FOR SEPTEMBER, 1956 


anyone can make a watch... but 
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now, 
the second 
in the 
new 
series 
from 


GRUEN. s » the newest look in time 


THE MONACO 





Last month on these pages, Gruen promised the industry a series of startling new watch styles 
that would bring new interest, new traffic, new sales to every watch counter in America! 

Now Gruen keeps that promise! And presents the second edition of The Newest Look 
In Time for 1957! From its floating hour dot to its clean, striking lines, the Monaco typifies 
the new Gruen approach to watch design! Here, at last, is the styling you need to step out 
front with the high powered cars, the smart fashions and the modern appliances that claim 
the consumer dollar today! 

And, there's still more to come! Each month in this magazine, you’l] see another remarkable 
new Gruen style! But why wait months? Wire your Gruen representative now, it’ll do you 
good to see the whole series at once! 


GRUEN WATCH COMPANY, TIME HILL. CINCINNATI 6, OHIO... IN EUROPE: BIENNE, SWITZERLAND 
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This Season, Herschede offers you 

these three new electric 

Westminster Chime Clocks — 
the perfect solution for those hard-to-please 


customers’ gift problems. 


Here are gift items with the same matchless 
styling and craftsmanship found in all Herschede 
clocks, but reduced in size to meet the 
demands of people living in modern 

homes and apartments. Though small, 

all three have the famous Westminster 
Chimes—vunique in that they produce 

the same full resonance as larger 


chiming clocks. 


Compare the size, the chimes, the 
styling and the price with any other clocks — 
then place your order. Your wholesaler 


is ready to supply you NOW ! 





No. H-854. This ex. 
qvuisitely made small 
clock is ideal for the 
smaller desk or table 
lvory dial, spun brass 
center, biack numerals 
and hands, gold sweep 
second hand, mahog- 
any case. 6%" high, 
6%" wide. Retell 
$39.95, List $47.90 


No. H-852. The 
gracefully flowing 
curves of this model 
will fit beautifully on 
mantel, desk or table 
Silver dial, black 
numerals and honds, 
gold sweep second 
hand, mahogany case 
6" high, 1%" wide 
Retail $39.95, List 
$47.90 


No. H-850. The 
sweeping arch of this 
unusvel design en 
hances the beovty of 
rare mahogany. Ivory 
dial, spun brass center, 
black numerols and 
honds, gold sweep 
second hand, mahog- 
any case. 5%" high, 
13%" wide Retell 
$39.95, List $47.90 


THE HERSCHEDE HALL CLOCK COMPANY 


CINCINNATI 6, OHIO 
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“Thierry” by Coro ... AS SEEN IN MADEMOISELLE MAGAZINE 


One of a series of advertisements that is telling and millions of your 
customers in full-page color ads in the ‘s leading ion magazines. It 
will pay you to stock CORO, THE BEST KNO NAME IN FASHION JEWELRY. 

For further information write CORO INC., 47 West 34th Street, New York 1, Dept. HB 
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only 1% jewelers 


in 10" can get these diamond watches 





é-ereteccehll “FANTASY “BLOU | 
iat 10 190 


Diamond watches of the most exquisite design, precious... lovely... **For over 78 years, quality rather 


and practical, thanks to the guaranteed unbreakable balance staff than quantity has been stressed by 
Croton Watchmakers. Slow, 


, P ‘ . - . ’ , 6 ’ * Pi : 
and mainspring. All in 14K cases. The “Stardust” has 2 precious subetiobhes erattemanshin end euch 
diamonds. The “Fantasy” has 6 precious diamonds, and, The “Bijou” 
is studded with 12 precious diamonds. 


*As long aa case ia unopened, crystal intact. 


time is needed to produce thease 
perfect watches. For that reason, 
production is limited, and only 

1% jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece. 


tAll prices are retail and inelude Fed. Taz. 


"8 be OTTO N Only these few can take advantage 
of our much higher markup. 
See order coupon on page 37 > 
NIVADA GRENCHEN 


Distributed by 
CROTON WATCH CO., 404 Fourth Ave., New York 16, N. ¥. 


Fine watches since 1878. 





As appearing in full color in VOGUE and TOWN & COUNTRY, September 


THE 
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Necklace, 15.00; Bracelet, 10.00; Earrings, 5.00, Plus tox. Not authentic uniess stomped Trifari. 7 Jewelry designs copyrighted. | 


436 
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$39.95 
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they're THINNER more BEAUTIFUL 
and WATERPROOF i00: 


{PD ED GED GED GED GED GED GED GED GED GED GED GED GD mmm ree eee cee ee —_——— ee oe ee ee ee ee ee ee ee ee oe aw eae - 


Here’s a plus feature that captures every customer in the 
market for watches, If you are asked for the “new, thinner 
watch”— or for a “practical waterproof watch”— show 
them the watch that is thinner, more beautiful and water- 


proof too. And remember, our higher mark-up means more 


profit for you. Order today! 


CROTON 


NIVADA-GRENCHEN 


Distributed by 


CROTON watcu co. 
404 Fourth Ave., New York 16, N. Y. 
Fine watches since 1878. 


Please send me the following 
STARDUST 2 precious diamonds 
in 14K case. $71.50 

FANTASY: 6 precious diamonds 
in 14K case, $110 

BIJOU: 12 precious diamonds in 
14K case. $150 

SEA BLADE: Men's waterproof*, 
hire rie lop stainless steel bac » 


jewels. Shock-resistant. Leath 


‘ 
I 


’ 
er strap 20.95 


NAME 
STORER NAME 


ADDRESS 


-_- 
a 


~. 


(Juan 


(Juan 
SCORPION Men's waterproof* 
yellow top-stainiese steel back 
l/ jewels, Shock resistant. Leath 
er strap. 359.9) 
SEA LINE All stainiess «tee! 


l/ jewels. Shock resistant. Leath 


eT strap VA 


send me promotional 


material 
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TradeIn}Ftan. 


Traffic! Interest! Keystone-plus Profit! 
All Yours with Quality Watchbands in 
Limited-Time Trade In Plan! 


1, You feature four different $10.95 Kreisler watchband styles — two for 
men, two for women — all with typically fine Kreisler design and crafts- 


manship. (You receive a T.1.P. coupon with each watchband you order. ) 


2. You allow your customers $5 for their old watch attachment (regardless 
of age, make, or condition) towards the purchase of the $10.95 Kreisler 


watchband. The customer pays only $5.95! 


T. I. P. Starts Oct. 22 — Ends Nov. 22 (First merchandise shipment 
about week of Oct. 12.) 


Here’s how you make your Keystone-plus profit with Kreisler T. I. P. 


Assortment 472; 24 watchbands 


2 different men’s styles 


2 difleremt ladies’ styles 


#12434 + Yellow. | White #13212 3 Yellow, | White 
#12433 (short) | Yellow 213211 (short) | Yellow 
#12435 ‘long) | Yellow #13213 (long) | Yellow 
+12443 3 Yellow, | White #13217 4 Yellow 
#12442 (short) | Yellow #13216 (short) | Yellow 
#12444 (long) | Yellow #13218 (long) 1 Yellow 

24 bands... your cost $ 72.00 

Less Credit for old bands 12.00 


your net cost $ 60.00 


You sell 24 bands at $5.95 FTI $142.80 


YOUR PROFIT FTI $82.80 keystone-PLUS! 


Free T. 1. P. Promotion Kit... 
contains this counter unit, plus posters, and ma- 
terial for window display, newspaper, radio, TV 





and direct mail advertising. You get this kit with 





your order. 














’ 000.000 Peopl« 


Kreisier Ady 


FOR SEPTEMBER, 1956 


ORDER TODAY — USE THIS HANDY COUPON! 


Jacques Kreisler Manufacturing Co. 
Dept. J 
North Bergen, New Jersey 


Name 


Store 


Adde ces 


eh AR aaa ae 





Please ship me Trade In Plan Assortment 272, 
with your PREP premetion kit and extra-proft T. 1. P. coupons. 
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Since 791... .the most exciting 
match gifts in the world have 


come from Girard Perreqauxc! 





THIS TWO-PAGE ADVERTISEMENT 
IN LIFE MAGAZINE WILL HIGHLIGHT 
THE BIGGEST AD CAMPAIGN IN 
GIRARD PERREGAUX HISTORY! 


THe JEweLers’ CIRCULAR-KEYSTONE 
























A 









Cc 

















Ee 








Peas 
os 
Me a _* 
F Sie gos ay at % 
; we ge 





- rare excitement of giving ... or 


getting a watch is even more precious 
when it’s a Girard Perregaux. For 
since 1791, Girard Perregaux has been 
the choice of those who instinctively 
recognize the best. Some Girard Per- 
regaux watches cost $3,000, many cost 
from $50 to $100... all are treasured 
examples of watchmaking as a fine 
art. Once you see Girard Perregaux, 
it is hard to settle for less! 


D 


Alarm Wrist Watch, Stainless 
Steel, Water & Shock-Resistant $ 70.50 


Gyromatic®, Gold Fitled, Self 
Winding, Water & Shock-Resistant § 860.50 


Gyromatic®, 14K Gold, Self. 
Winding, Water & Shock-Resistant $160.00 


Gyromatic®, Stainless Steel, Seif. 
Winding, Water & Shock-Resistant § 80.50 


14K Gold, Bracelet Watch, 


Shock -Resistant $250 00 
. 14K White Gold, six full cut 

Diamonds, Shock -Resistant $100 00 

14K Yellow or White Gold, 

Shock-Resistant $ 70.50 

Gyromatic®, 14K Gold, Self 

Winding, Shock.Resistant $110.00 

14K White Gold bracelet watch, 44 full 

cut diamonds, Shock-Resistant $600 00 


Each model 17 jewels. All prices, federal tax ineluded. 


pronounced Jer-ard Perry-go 610 FIFTH AVENUE © NEW YORK 20, N.Y. 





Fine watches since 179] 





in Conede, 1405 Peel H., Montreal 








This Christmas, GP advertising really steps up! The biggest campaign in our history is to 
be climaxed by this full two-page advertisement in Life Magazine. If you are a GP dealer 
now, — make sure you have enough merchandise on hand for Christmas, and that you have 
GP’s complete tie-in kit. If you are not already a franchised GP dealer, write Girard 


Perregaux today for full information on how you can qualify to share in the profits this 


great advertising will create! 
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THESE AND OTHER SELECTED FRANCHISED DEALERS 
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AND CANADA OR WRITE TO MARCEL BOUCHER ET CIE 
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od fh . BROOCH-CLIP MATES 
. a¢ a Two 


separate clips keep beautiful 
company in one magnificent brooch 
fi 


assermbied with ease. 20.00 (pius tax 


ALL DESIGNS COPYRIGHTED ©) BOUCHER 


LA SCALA rTweE sPLeNnoc 


PROZEN CASCADES 
NECKLACE 


UR OF REAT EVENINGS 


OF RHINESTONES CAUGHT 


BR 


iN RHODIUM.PLATED METAL. 
WORN AS TWO CLIPS 


DROP EARRINGS, 10.00 


65.00: BRACELET. 50.00 ,OCH. ALSO 20.00 
CLIP EARRINGS. 15.00: 


(PLUS TAX) 


COvLIseue OCTOSER F NOVEMBER 4 


347 FIFTH AVENUE, NEW YORK CITY 





@ os seen in Vogue, November 


os seen in Harper's Bozoar, October > 


Nationally advertised MARBOUX costume jewelry meets 
the demand for fashionably designed costume jewelry at 
popular prices. Introduced just one year ago, the Marboux 
line...styled by Marcel Boucher...won the immediate 
acceptance of retailers all over the country. Be sure to see 
this original collection soon. Newspaper mots of several 


pieces are available, 


MARBOUX, INC., 347 FIFTH AVENUE, NEW YORK 16, N. Y. 


ut AY U X 


SEE OUR EXHIBIT AT FASHION-O- RAMA ~ NEW YORK COLISEUM, CCTOGER 27 -NOVEMGER 4 


@ us seen in Horper's Bazaar, November 


MARCEL BOUCHER's beautifully styled costume jewelry is 
nationally advertised in VOGUE, HARPER'S BAZAAR and 
ESQUIRE. For twenty years, this leading designer and moanu- 
facturer of costume iewelry has offered exquisite creations 
which have justly eorned him an unique reputation in the 


United States and Canada. We cordially invite you to daily 

GOLDEN HARVEST 

showings of this line. Newspaper mats for these and other 

RHINESTONES LIKE DEworROorPS 
GLISTEN ON GOLD-AND-RHOOIUM national ads ore availabie, on request 
"LATED METAL LEAVES. NEC KI 
BRACELET. 20.00 
FARR NGS ae ss 
MARCEL BOUCHER ET CIE, 347 FIFTH AVENUE, NEW YORK 16. N.Y 
IN CANADA: AVON JEWELRY, LTO., BELLEVILLE, ONTARIO 


IN LOG ANGELES: 607 SOUTH HILL 


ALL DOESIGCGHS OFVRIGHTED iu (om | a8 8 me be) te ee ee 


MARCEL BOU ; r¢ S47 FiFTM AVERUE 


SEE CUR EXHIBIT AT FASHION-O- RAMA ~— NEW YORK COLISEUM. OCTOSER 27 -ROVEMSER 4 











More Beautiful than Ever 


Eye-appealing creations — 
in tune with today’s smart fashions. 
Highest quality — flawless workmanship 
—~ all add up to greater sales 
and profit for you 
Stock Carl-Art today 


your wholesaler has the complete line 





CARL-ART inc. 


2 ae ee Te oe SO ee ee 


PA 


THe JEWELERS’ CIRCULAR-KEYSTONE 




















‘ ,, 
‘ANTASY 














POWRREGRAPHIC 4071 
lhe watch you can't overwind 


plus Reserve Power Gauge! 





mush the following Zodiac “best sellers’ Model Quantity 


ZODIAC WATCH AGENCY + 15 WEST 44th ST. + MEW YORK 36 * 2020 
20272 
STORE NAME 1101 
1745 
STREET 4071 
1gi4 


Welds Fait Su Wading Wath. 


ciTy 


"$0 long 8% Case unopened and crystal intact SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER'S DIGEST (INTERNATIONAL) 
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INCE 1916, our uncompromising policy of com- 
~ bining the finest styling with the finest crafts- 
manship has made the name Kaspar & Esh synon- 
ymous with quality. 


All of our styles are original, designed by outstand- 
ing artista... OUR OWN ARTISTS! 


All of our jewelry is produced by master craftsmen 
»- OUR OWN CRAFTSMEN — men chosen for their 
skillful performance, their devotion and pride to 
their art. 


All of our diamonds, purchased both here and 
abroad, are selected and graded by experts...OUR 
OWN EXPERTS! And every Kaspar & Esh diamond 


46 


eputation for QUALITY 


is quality and weight guaranteed, the exact weight 
and quality being indicated on each ring. 


THE FINAL RESULT: Unique Kaspar & Esh 
creations, each one accomplishing more than just a 
sale for you. They will serve as constant advertise- 


ments of your reputation for quality! 


To see our reputation-building lines, CALL ON US 
—or phone—and WE’LL CALL ON YOU! 


@ MATCHED DIAMOND ENSEMBLES @ FANCY DIAMOND RINGS 

@ MEN'S DIAMOND RINGS @ DIAMOND EARRINGS 

@ ADD-A-LINK* FAMILY OF DIAMOND WATCH ATTACHMENTS, 
DIAMOND BRACELETS AND DIAMOND NECKLACES 
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K & Esh des 
THE KASPAR & ESH PROFIT STORY Kasper & Sch prov 


dealer aids that give extra 
impact to your selling. 


Because we design every Kaspar & Esh creation our- 
selves, manufacture it every step of the way, sell only 
to retail jewelers and are diamond importers from 
all important sources...there are no in-between 
mark-ups. THEREFORE, you can sell Kaspar & Esh 
diamond rings at prices that are very attractive to 
your customers...and still realize a better-than- 
average profit for yourself. 


KASPAR & ESH 


126 West 46th Street, New York 36, N. Y. Antwerp: 62 Rue de Pelican 
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DANECRAF STERLING 


JEWELRY 
a name that’s known... 


consumer-wise...trade-wise 





Ads like this, appearing in Vogue, 
Mademoiselle, Charm and New 


York Times Magazine will pre- 





sell Danecraft Sterling Jewelry 
for You. These are the magazines 
that most women follow for fash- 
ions — give Danecraft its wide 


consumer acceptance. 


Ye 


Danecraft is also nationally adver- 
tised on the BIG PAYOFF -— CBS. 
TV network every Thursday 


at 
43 P.M. New York time. 


Mail your orders TODAY to 
DANECRAFT, Inc. 
25 BUCKLIN ST., PROVIDENCE 7, 8. |. 


366 FIFTH AVE 607 SO. HILL ST 
NEW YORK LOS ANGELES 


STERLING Jry ERY 


Newspaper Mats Available I) by 
This handsome display plaque in A \ 'D | ‘ ty \ I / 
black, silver and clear crystallike Pau 

plastic is available without charge. 


Sorry, no memorandum 


THE JEWELERS’ CIRCULAR-KEYSTONE 





FIREPLACE. Realistic tongues of flame dance and flicker in a beautiful 3-D 
open hearth. Case of beautiful walnut plastic, Gold-finish dial, easy to read aumbers, 
sweep second hand. 10'/,° high, 74/2) wide, 4%" deep. 3 Ibs 


Neo. 272 Retail $16.95 


STARBURSI|! All meta! clock STARLIGHT. New Plate glass 
in brass finish of wrought dial lights up by means of pin switch 
(Movement behind dial) Gold finish 
metal base. 9 high, Bi,” wide. 4\/, 
Ibs 
No. 128 Retail $19.95 No. 146 Retail $16.95 
ESTATE. Gold finish metal case of ANNIVERSARY CLOCK. Hlectric 
COMLEM porary design English window movement has slowly rotating ball pen- 
sides of crystal clear giass. 5” dial dulum. 5S dial, gold finish metal case. 
sweep second hand, 81/4" high, 9" wide, Kemovable glass dome keeps mechan 
“" Pa see » > Z IDs ism dust tree iZ high 5° deep, 6 Ibs. 
No. 911 Retail $24.95 No. 452 Retail $24.95 


available 
iron. Pin switch produces soft lighting 


24” overall, 5'/2 Ibs. Specify finish 


MASTERCRAFTERS CLOCK & RADIO CO 
1750 West Fulton Street Chicago 172, Illinois 


SOLD THROUGH SELECTED DISTRIBUTORS 


subject te Fed Fx se lox 
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: ane. Case of plastic Wal- 
© 1004", width 71/,”, depth 
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Retail $15.95 


Pats. 2507024 
end 0! 57987 


§ MERRY*GO- ROUND. Gay 
carousel colorfully revolves in 
lighted mirror-like setting, Case 
of plastic Walout. Height 1014”, 
width 714", depth 43%". 3% Ibs. 
Neo. 920 Retail! $15.95 


Swbiect to Fed. Excise Tax lithe te U.S.A, 











The Magic of Fifth Avenue Styling 


WZ, Now a beautiful new ring setting with that distine- 


\ | tive Custom-Made look at a price everyone can 
“i/ - ’ ‘ " 
—< VA | afford! See it for yourself . . . another first from 
4 ee — 
ee FIANCEE 
7 
NF 7¢ | 


c | Ask to See This 
Fabulous New Setting 
At Your Local Wholesaler 


Pi 
4 


SOLD THROUGH WHOLESALERS ONLY! 


Goidstein-Gerson co.,inc. 
/he Toute of Fuhiaile  \¥0 WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 








15 REASONS WHY 


“GEMEX MEAN 


You hear it in the trade... you see it for yourself... Gemex gives 
you more ways to make more money! Gemex styling —new color, 
new Continental fashions, new elegance! Gemex quality —the 
highest, strictest standards for workmanship. Gemex promotions 
—@ constant parade of new ideas for merchandising excitement! 





MONTE CARLO 


her@ — 


ee 


Your style leader for men 

The luxurious Continental look . 
never before achieved in a man’s watch- 
bend, featuring a variety of handsome 
style-colored insets. 


TRIBUTE 
TO 
JEWELERS 


Commemorative plaque for you 


Millions saw the ceremony on coast-to- 
coast Television. Now you can get the 
handsome plaque keynoting the jeweler’s 
“dignity, integrity ond croftemanship.” 
it's @ tribute you will went to display... 
and it is available on request. 


PHOTO-IDENTS 


Best-sellers with Gemex quality 


For “him,” or “her these handsomely- 
designed and superbly-constructed 
photo-idents are ideal gifts. 








Some g THE GEmEX 


mmm, FLOOR CASE 
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‘Merchandiser’ —sales-maker 
extraordinary 


A complete watchband department — at- 
tracting, selling and stocking. Nothing 
else like it in the industry... and it's so 
easy to get. 


Sell several te a customer 


With the quickchange end-fasteners... 
she changes watch straps in seconds, to 
match the color with her ensemble. Watch 
your sales go up as you add fashion to 
your store. Colormotes . . . inspired by 
noted fashion designer, Ceil Chapman. 


LADIES’ ADJUSTABLES 
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inventory-severc 


Every Gemex ladies’ telescopic watch- 
band is completely adjustable. You add 
or remove links in seconds. No tools 
required. Only Gemex could produce an 
adjustable so perfectly engineered. 





Watchband magic for the ladies 
The Monaco is three watchbands in one. 
Pearl white, turquoise and sparkling 
black insets are easily interchanged. An- 
other Gemex exclusivel 


STEVE ALLEN 


Super TV salesman for Gemex 

He pre-sells Gemex watchbands to mil- 
lions of Americans. “Visit your favorite 
jeweler for Gemex,” he tells his nation- 
wide NBC-TV audience. 


NATIONAL MAGAZINES 


Attracting customers te your store 
The new Gemex story is being told to 
millions, in full color, on the pages of 
America’s leading publications. 
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BUSINESS... 


for you! 





KIM NOVAK 





Glemovur on your team 


The Gemex radio campaign features the 
persuasive voice of Hollywood's newest 
star. Local jewelers tie in with these 
unique transcriptions. 


LADIES’ FAVORITES 


~ 


They're “Slim as a Ring” 

No other watchband has the slim, grace- 
ful elegance of these Gemex favorites. 
And, remember, they are now completely 
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JEWELERS’ 
MERCHANDISING AIDS 


Te help you sell 





All Gemex jewelers get continuing sales 
support in the form of exciting posters, 
displays, gift certificates, mailer inserts, 


mat ads, etc. 


“AIR COOLED” 


4 . 





Another Gemex exclusive 
Only Gemex, with its Mainliner construc- 


tion, can give you men's watchbands 
with the style and comfort of the Air 





Pontiac by GEMEX 
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Te reund ovt your presentation 


A complete selection in the lower-priced 
field, retaining the traditional standards 


of Gemex style and quality. 


COOPERATIVE 
WHOLESALERS 


? 





Ready te serve you 


Your business success is the main concern 


of the carefully-selected Gemex whole- 





adjustable. Cooled series. solers.. . always ready to help you. 
...and many, many more reasons why you should contact your 
Gemex wholesaler now...why Gemex means more business for you! 
THE GEMEX CORPORATION + UNION, NEW JERSEY 
ee 
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elling folding traveling clocks in america. .. perfect for eitte 
GOING PLACES or occupying a favorite corner on PARTNER IN TIME... folds compactly forthe getaway, A WEEK'S TIME hours and minutes while away 

a desk 30-HOUR DESK/TRAVEL ALARM unfolds smartly to serve time 30-HOUR DESK/ accurately on desk or road 8-DAY DESK/ 

Featuring gilt trim on durable Texol covered case TRAVEL ALARM. Distinctive in genvineleather case TRAVEL ALARM. Rich gilt trimmed Texol covered 

Luminous hands and figures. Specify choice of colors Full luminous figures ond hands. Specify choice of case. Full luminous figures, hands. Specify choice of 

fan, maroon, brown alligator, blue, green, 3'/rx colors: brown alligator, ton, blue, red, green, brown colors: brown alligator, maroon, tan, blue, green. 

3Arn3'A" DAgnd Aga Ve” 3%exn3 Vex %" 

PW27.5 Retail $6.95 Pw26 Retail $6.95 Pweo Retail $11.95 


unney 


Ve pf 7) J fc VW PPAOTE ye My CUO) ‘f 














426) 60' 2.2 anes from desK,b: ud ir te Lrave 


e 
CONVERTIOLE streamlined tor desk or trevel 30-HOUR 
ALARM. Superbly fashioned metal case covered with genuine leather 
finish, Richly designed dial, raised gilt figures; luminous hands, hour dots 
Specify: pig or red, Slides open to 5'axn2 Yan! Ye"; closed to 3%q" 
Pw35 Retail $15.95 


TIME FOR ROYALTY styled like o jewel, accurately timed, roman 
tically transparent 30-HOUR DESK/BOUDOIR ALARM. Gilt 
figures ond hour indicators; hands and hour dots glow in the dork 
Beovtiful gay pastel colors (specify choice): rose, dear white, amber, 
or light blue to blend with today's decor accents, 3'en3'Agal A’. 

PwW30 Retail $8.95 


(F) TREASURED TIME... to be shown with conscious pride 
and lasting satisfaction before friends and acquaintances 
8-DAY, 7-JEWEL DESK/TRAVEL ALARM. More thon a 
week of time at one winding. Elegant genuine leather case 
Gilt figures are raised and complement luminous hour 
indicators and hands. Specify choice of rich, attractive 
colors: pig, blue, brown, or red. 3Van3%Agul 4". 

Ppwees Retoll $15.95 


“ seasss@qrrere” ie 
ee ee | 
: pane ; , [c) TAKE-AWAY TIME... whenever you go, wherever you 
. | stop, be ready with dependable time 30-HOUR, 7. 

JEWEL DESK/TRAVEL ALARM. Richly patterned, light 
ond compecd. Cased in genuine leather clwoys in dis- 
criminoting taste, constantly appreciated, fondly remem 
bered. Full raised figure dial, luminovs honds and hour 
dots. Conventional choice of colors (specify): pig, red, 


brown, blve, green. 34402 %n1'4" 
Pw72 Retoll $9.95 





Prices subject to 1O% Federal Excise Tax 
West Coast Prices Slightly Higher 


Censult Veur Wheleseier + Coteleg on request 


semca clock COo., INC. Manufacturers of Phinney-Walker Clocks Since 1915, 30 Irving Place, New York 3, N. Y. 
CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 103 Richmond Street East, Toronto 1, Canada 


Cepyright 1956 Semee Clock Co.. inc. 
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BEAUTY 


NEW ADDRESS: 1311 LOMBARD STREET, PHILADELPHIA 47, PA. 


Send for our letest ceatelog todey 
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Cepyright 1956 Semee Cleck Ce.. inc. 
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THE WORLD'S MOST 
DISTINGUISHED LIGHTER 


Jewelry Designed — Torque Action 


The CAMPANILE 
In yellow or white. 
The Kreisler Colibri .. #0021 .. $17.50 
the ultimate in lighter perfection... 
has earned its recognition as 
the world’s most distinguished 
lighter. Each Kreisler 
Colibri, in any of its 


many styles, is 


PS Atti 
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. be 
“J i ¢ 
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a masterpiece in the 
traditional Kreisier manner... 
a blend of old world craftsmanship 


and new world ingenuity. The CYNTHIAN 
in white or onyx, with 
yellow or white trim 


#900-T $15.00+ 


+Plus Tax 


The Colibri by Kreisler is an “Exclusive Lighter’ 


Exclusive, fully automatic “Torque Action” .. . the smoothest, Exclusive Kreisier “jewelry look”. Every Colibri is a masterpiece 
of design, style and craftsmanship. 


easiest lighting in the world it never misses. 
Exclusive “suction-fit” eliminates fuel evaporation . gives Exclusive gift packaging. 


Every Colibri by Kreisier is richly 
no less than 2,000 lights per filling gift boxed. Pay, 


eee 


There’s More “Sell” and More Profit in The Kreisier Colibri Line. 













MEN’S - LADIES’- TABLE + DESK - SPORT + EVENING 
OVER 60 EXCLUSIVE STYLES PRICES START AT $6.95 





HERRINGBONE DESIGN 
Hand Engine-Turned, 
in white. 

#§20 $6.95 


Nit} lili Mili 


Simulated Blue and White 
Stones, in yellow or white. 
#226-1 $10.00+ 








+Plus Tax 






Engraved, Simulated 
Rubies, in yellow. 
#2231 $10.00+ 






MN AALILGE 








_ Woe le Deparment Afr your JAQUES KREISLER MANUFACTURING CORPORATION 
new Kreisier Colibri catalog 9015 BERGENLINE AVENUE - NORTH BERGEN, NEW JERSEY 






THE ELOQUENCE OF 


See Sterling Silver 


Wallingford, Conn 


Yes, Sterling Silver speaks. It says in universally understood 
language, “Here is gracious living.” For Sterling Silver is the 
hallmark of quality. It creates an atmosphere of richness and 
well-being that lends tone to any occasion. It increases the 
pleasure of entertaining many fold. In its combination of 
brilliant beauty, intrinsic value and prestige, Sterling Silver 


is incomparable. 


Exceptional working properties and 


earn ah gulty ae wo ie Ce? HANDY & HARMAN 


: . : sear Ay 
reasons why leading Silversmiths use y $2 FULTON STREET © NEW YORK 38, 


re prefer Hand) & Harman Sterling UPTOWN BRANCH 44 WEST 46th STREET, NEW YORK 36, N.Y 
Juve, " ‘ i 
Luatlily precious metals since 1867 


BRIDGHRPORT, CONN. © CHICAGO, ILL, © LOS ANGELES, CALIF. © PROVIDENCE, RMR. f. * TORONTO, CANADA 
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New Dynamic Force 


in the Watch Fieid .. 





Here are the 3 Vital Advantages 
of being an Exclusive 
Favre-Leuba Distributor: 


(1) MONITORED DISTRIBUTION— Only the most reputable jewelers in 
each locality have been authorized for exclusive dealership ... We do not permit our 
watches to be sold by discount houses, cut price firms or unqualified retailers. 


(2) RETAILER PROTECTION — Retailers have acclaimed our plan of com- 
plete, iron-clad protection for the jewelers — a dealer-importer relationship without 
precedent in watch history. 


(3) SAFEGUARDED PROFITS — Because they carry Favre-Leuba Watches 
on an exclusive basis, our distributors know they can build this line into a source of 
assured income, confident that every dollar of profit is safeguarded against the 
inroads of unfair competition. 


Perhaps you are the one responsible jeweler in your community qualified 


to become an exclusive Favre-Leuba Distributor. We invite your inquiry. 











Typical of Favre-Leuhba quality 

extremely thin, officially 
certified Chronometer; 17 Jewel, 
lemperature-adjusted movement, 
18 Kt. Gold case; 18 Ki. Gold 
applied-figure dial, Retail 
(PTA) $250 


Other Pavre-Leuba “Temper: 
aiuve-Adjusted” Watches from 
$71.50. 


t Sold and Serviced 


tee 
aN in 50 Countries . 
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FAV rR a r a e. UJ = A Watch and Chronometer Co., Inc. 


665 FIFTH AVENUE, NEW YORK 22, N. Y. 
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$2495 / DC 


Norelco Model 8C7759 
with travel case 
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to COME. ..with orelco 


Tie in with Norelco’s Television Spectaculars — 
Boost your sales to record highs with this All-Star support ! 





TELEVISION, This Fall Norelco will sponsor 
two TV spectaculars on the NBC-TV Network: 
“The Great War” (replacing the “Chevrolet 
Hour” on 167 stations October 16th and pick- 
ing up the biggest and best-established station 
lineup on television today) and “Rebirth of 
Freedom’ (replacing the “Ford Theater” and 
the “Lux Theater” on 137 stations Dec. 6th). 
These spectacular TV events will capitalize on 
built-in audiences of approximately 30 million 
viewers. That means that these 60 minute and 
90 minute TV shows will reach a colossal total 


audience of some 60 million viewers this Fall! 
MAGAZINES. Between September and De- 
cember Norelco will run 24 full-page advertise- 
ments in these 6 leading magazines: LIFE, 
LOOK, SATURDAY EVENING POST, 
AMERICAN LEGION MAGAZINE, TIME 
and COLLIERS ... including double-page 
spreads in LIFE and LOOK. That means vir- 
tually every magazine reader in the country 
will be exposed to Norelco’s Fall 1956 magazine 


advertising campaign. 


Now cash in on the hottest advertising program, 








and the hottest item in the electric shaving business. 


HELP YOURSELF TO MORE CUSTOMERS BY TYING IN WITH... 


Special Newspaper Ads that will appear in television cities just before and right after each TV show 


Co-op Newspaper Ads attention-getting selling messages, designed to tell your customers that the 


nationally-advertised Norelco is available at your store. 


Co-op Television Commercials that bring to customers in your market a graphic demonstration of Norelco’s 


revolutionary principle — show them how Rotary Blades work 


Co-Op Radio Spots that hit hard on the comfort and convenience of Norelco’s Rotary Blades — designed 
to bring buying-minded customers flocking to your store. 


Point-of-Sale Material colorful, eye filling backdrops to spotlight your Norelco display. 


Special Motion Displays that attract your customers’ attention, 
help you finalize the sale. Use them in your windows or on your counter, 


North American Philips Company Inc. + 





Norelco Sportsman. Battery Shaver for 


Outdoor Men Works on Flashlight Lady Norelco. 





Batteries or Car Lighter. With Metal Beauty Care. Model SC7767 in campaigns behind this newest addition to 
Mirror, Battery Holder, Travel Case Nassau Pink with Paris-designed the Noreleo family COMING : 
( less batteries ) $29.95. Model SC7750 Case. AC/DC. $24.95 Your big chance for EXTRA profits! 
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100 East 42nd St.. New York 17, N.Y 






DONT 
MISS IT! 











Watch these pages for the exciting story 
of the Norel - Debutante! Read about the 
For Modern sensational advertising and promotional 
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hen you sell QUALITY, you eliminate the 
rebound transactions of dissatisfied customers. Dependable products 


stay sold, Imitations are only imitations. 


Whiting & Davis jewelry has been good since 1876 —a seventy-nine 


year old insurance of doing business with pleasure and profit. 


WHITING & DAVIS COMPANY, INC., Plainville, Massachusetts 


HAND IN HAND WITH FASHION—SINCE 185876 
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Now ...an even bigger production than last year... 


” Palladium Variety Chow of 1456 


— presented by 29 jewelry manufacturers 


During the ANRJA Convention in August, palladium 
presented a sparkling variety show. 


This year the list of palladium manufacturers in 
“the show” was even larger than last year... increasing the variety 
of the items that you are able to offer your customers. 


The number of manufacturers turning to palladium geta 
larger every year... because palladium itself becomes 


more popular each year with the public. 


And no wonder! Palladium is modern. White. All-precious. 


Light. Strong. Easily worked. Nationally advertised. 


Turn the page... and see some of the great sales 
opportunities awaiting you in jewelry of palladium. 













61 


palladium jewelry pieces give a sparkling performance 


Chas. Birnboum, Inc., 1072 Fulton 
en. a palladium Eastern Star 


crown and ga vel mounting $60 


Jack Gutschneider Jewelry Co 
45665 Fitth Ave... N.Y. palilodiunm 
laste ata $140 


v taburgh 


cc pear! 1aomo 


ring Jeweler: 


sapponir 
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Byard j Brogan 805 Sansom St Diston and Silvey, 65 Nassayw 51., - Fitelhbeach By 2 W. A? Street 
Philadeiphia, Pa diamond and NY. matched set diamond en NY nond and ruby 
soppnire wedding ring $220 gagement and we dding ring $25¢ ' | 





wy Haefliger 4 Co 209 S hm eiehi Mel rm A Hahn Co 503 Manufacturers Qahert Hirs DA Fults 
be ¢ aliaele ) i palladiur 4 ag Pittsburgh ae nyx m 4 ; ; 
earrings, 2 diamonds » Ya ring, six diamonds $150 ppl 
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The International Nickel Company, inc 
on tneir complete lines Ot palladium le@welill Prices are kevatone 67 Wall Street. ! vy 5 ) > 
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SIMMONS ALL STEEL BOXES 


Handsome packaging 
always helps move 
handsome merchandise . . . and 
Simmons has the best looking 
package in seasons. 


Strong, rugged, with quality “feel”, these new boxes 
ore a striking background for one of the finest 
men's lines in the country. 
lf you haven't seen the new Simmons line . . . and the 
sales-inviting new Simmons boxes, ask your local wholesale 
house to show them to you. 


Just one look and you'll know why, coast to coast, 
The Sales go to Simmons. 


AS$S-3084 

Pierced Sterling 

Suggested keystone: $9.50 
MSS-3184 

Soft Black Enamel in Sterling 
Suggested keystone: $9.50 
MS$-3274 

Hand Engraved Sterling 
Suggested keystone: $9.50 


All Prices Suggested Keystone Plus Tax 


ASS-3164 


ATTLEBORO, MASS. MSS-3274 


MAKRLAS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE OELALERS 


347 Fifth Ave., Suite 1302 * New York 16,N. Y. © Telephone Murray Hill 4-1155, 4-1156 
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@ NATIONAL MAGAZINES 


~A powerful series of advertisements in the greatest 

mass magazines during the peak Fall and Christmas selling 
season including: LIFE, SATURDAY EVENING POST, 
READERS DIGEST, LOOK, COLLIERS, TIME, 
NEWSWEEK, VOGUE, HARPER'S BAZAAR, SPORTS 
ILLUSTRATED, NEW YORK TIMES MAGAZINE, 
FORTUNE and others. It's the largest and most 
consistent campaign in the industry. 





@ RADIO 


~Music by the Longines Symphonette; 
national news programs; spot commercials; 
to reach millions of radios in homes 

and automobiles in a pre-Christmas drive. 





@ SPORTS 


~10 million fans will be influenced by 

the hundreds of Longines-timed sports 
events in the Fall months: the World Series, 
College and Pro-Football Games, 
Regattas, the Horse Shows, Sports Car 
Races, hundreds of others. 
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® TELEVISION 


~The 8th Annual Longines- Wittnauer 
Holiday Festivals on Television; other 
television attractions; the entire nation will 
be exposed to the magnificent Longines- 
Wittnauer 90th Anniversary watches. 


® SPECTACULARS 
—Giant scoreboards and spectacular clocks 
in great bal! parks and stadiums, plus 
hundreds more in college gymnasiums and 
elsewhere, emphasize the pre-eminent 
position of Longines in sports the 
country over and work around the 
calendar for our jewelers, 





@® SPECIAL FEATURES 


~The program of jeweler’s sales aids, the largest we 

have ever undertaken, will help every Longines-Wittnauer 
Jeweler to garner the harvest of pre-sold Longines- 
Wittnauer watch prospects which this campaign will 
generate. A bigger, more effective Christmas Gift Catalog, 
several catalog folders, an enlarged Mat Service, wonderful 
displays, a variety of mailers and many other features. 











THE LONGINES WATCHES FOR FALL AND CHRISTMAS, 


Shon LiA 


90th ANNIVERSARY WATCHES 
IN DOUBLE DUTY DISPLAY CASES 


The valuable, handsome 
display case for the man’s Longines 
90th Anniversary watch will double as a cigarette 
or stud box; the case for the lady's watch as a 
glamorous evening bag. 


These watches in their cases 
have extraordinary display value. 














THE ULTIMATE IN LUXURY AND MECHANICAL EXCELLENCE 


CHRONOMETERS 
AND DIAMOND WATCHES 
OF UNSURPASSED QUALITY AND VALUE 


Top to Bottom: 


Longines Starlight 
Elegance S-D 22/2M 
14K white gold case, 
22 round and 


2 marquise diamonds 


Longines Starli 

Sonata BW-B 28/4 
Miniature 18K gold 
backwind watch, 28 round 
and 4 baguette diamonds 


Each Longines Wrist 
Chronometer has 
its own Bulletin of 
Accuracy from a 
Swiss Government 
Official Testing 
Bureau. Each has 
earned the rating 
“Especially Good,” 
the highest official 
designation. 


Longines #6749 Chronometer 
18K gold 


The beautiful Longines 90th Anniversary 


The smallest round watch watches include an exclusive model 


in regular production is but one for every need, for every taste, for every mood 
feature of Longines’ beautiful 


diamond watch collection. 


and mode; ample freedom of choice 
in every price range from $71.50. 











COMMEMORATIVE 90th ANNIVERSARY WATCHES IN THE 


90th ANNIVERSARY WITTNAUER DUETS 
IN CONVERTIBLE PICTURE FRAME CASES 


Like Longines, Wittnauer will offer 
commemorative special 90th Anniversary 
watches featuring magnificent watch duets— 
one for her and one for him—in 
beautiful picture frame cases. It is an extra 
promotional feature which will make 
many extra gift sales in the months ahead. 
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Wittnauer Majestic “L” Wittnauer Majestic “M” Wittnauer Companion “M” Wittnauer Companion “L 
Picture Frame will be shipped with each Duet purchase. Picture Frame will be shipped with each Duet purchase. 











DISTINGUISHED WITTNAUER LINE FOR FALL AND CHRISTMAS 


WITTNAUER DIAMOND WATCHES AND AUTOMATIC WATCHES 
WITH MAXIMUM SALES APPEAL AND VALUE 


Wittnauer diamond watches feature hand-finished custom 


cases of superb style, fine quality diamonds perfectly mounted, 
luxurious refinements. Wittnauer Automatics feature 

superior movements, trouble-free 360° rotor self-winding system. 
In style and casing they are completely outstanding. 


Wittnauer Ensign Automatic Wittnauer Admiral Automatic Wittnauer Cascade Automatic 
All-Proof self-winding watch All-Proof self-winding watch All-Proof self-winding watch 








horcsenls Moe 


ATMOS 
CENTURY 


The amazing ATMOS, the world’s most wonderful 
gift clock, priced at the grass-roots level of $99.50, 
plus Federal tax, will be a sensation of the 1956 
Christmas season. At less than the price of a fine 
watch, every home may own ATMOS, the per- 
petual motion clock, that runs silently, accurately, 
indefinitely—without hand-winding, without elec- 
tricity, powered by unfailing daily temperature 
changes. 


FEATURE ATMOS IN YOUR WINDOW ALWAYS 





Top to Bottom: 


LeCoultre Wrist 
Alarm Automatic 
Famous alarm 
watch with self- 
winding movement 


| € LeCoultre 
« Futurematic 


€ 100% self-winding, 
‘ has no winding 
stem; reserve 

power indicator 


gee, SO Page a G4 y r 
SL Filtre Y LeCoultre Nev 


, TY NI, | gold 
EACEPIIONAL power indicator 


as 
as cry . 
stem and back 
are intact 


WATCHES 


For ladies’ watches and bracelets of 
inimitable continental styling, 
for men’s specialty watches 

of extraordinary inventiveness and 

precision, LeCoultre is outstanding. 














§ hie QUESTION: Do women prefer to 
choose their own diamonds? 


Susan informed her insurance com- 
pany that she had lost the diamond in 
her ring. 

“No need to cry, madam,” was the 
reply. “We'll give you a new one.” 
“My 


policy savs Im to receive cash. Just 


“Nothing doing,” said Susan. 


give me the money. I'll pick out my 
own,” 

\ week later a company representa- 
tive reported to his department head 
that Susan had finally agreed to accept 
When it 


re- 


a diamond in lieu of money. 


was sent to her, however, she 
fused it. 

“You can’t change your mind now,” 
the company’s lawyer told her. “You 
agreed to accept the diamond instead 
of money and that’s what you'll have 
to take.” 

Susan stood her ground. She sued 
for her money. 

“| never agreed to any such arrange- 
ment,” she told the judge. “Anyone 


who says I did is a liar.” 


The judge sided with Susan. He 
said he couldn't believe a woman 


would allow someone else to choose a 
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diamond for her any more 


could believe she would allow some- 


one else to select her hats for her. 





K ir COOL. MAN!: An Oklahoma 
(ity 
tour of downtown bars. frankly offer- 


peddier recently made a 
ing to sell stolen watches at the “bar- 
gain price of $15.” 

He was, of course, ultimately picked 
up by the police. He then confessed 
that he had bought the watches for $5 
each, and had offered them as “hot” 
merely to entice prospective customers. 

He was released from custody with 
a warning to keep his merchandise 


“ool.” 


ts M. Crossne, jeweler in Sallisaw, 
4e (klahoma. who founded his 


husiness there when the area was still 
Territory. recently 


Indian received 






SPEAKING OF THE JEWELRY TRADE 


than he 





publicity that pointed up his length 
of service in the community. 

This came about when a lady in 
Vancouver, Washington, wrote the Sal- 
lisaw Chamber of Commerce that she 
had come into possession of an “an- 
2'\%-quart Toby water pitcher 
that had the signature “C, M. Crossne, 
Indian Territory” 


tique” 
Jeweler, Sallisaw, 
inscribed on it. 

She wrote: “I would love to know 
more about the pitcher... C. M. 
Crossne ... Indian Territory and the 
fine people of Oklahoma.” 

The of 
and informed her that C. M. Crossne 
is still active in the jewelry business 


chamber commerce wrote 


in Sallisaw. 


PA ceigures BOMB sHELTER: That's 
not what it was designed to be, 
of course, but Uncle Sam's gold cold 
storage house at Ft, Knox, Ky., is as 
safe a place as you could find if some- 
one starts dropping bombs. 

Not just because the building is 
of 16,500 eubic feet of 
granite, with 4200 


constructed 

Tennessee lined 

cubic yards of concrete. 
That's a of solid 


comfortable lot 
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Kastern 


Star 
Pins 


(Diamond, Pearl 
and Stone Point) 


Your customers want 
the very finest em- 
blematic jewelry, and 
that’s why they'll ap- 
preciate these beauti- 
ful Eastern Star pins. 
There’s a wide selec- 
tion of designs, with a 
choice of diamond. 
pearl or stone point 
decoration, all splen- 
didly crafted in the 
famed Wefferling, 
Berry tradition. 


Wefferling, Berry 
manufactures many 
other Eastern Star NUMBER PRICE DESCRIPTION NUMBER PRICE DESCRIPTION 


pins, rings, cuff links, 9242 $98.80 stone point sa 264-103 $38.00 5 genuine hail pearls, | di 
32603 28.00 | diamond 1364-3 19.00 Stone point stor 
etc., ais well as a full 332-1 20.00 Pearl border 136802 26.00 Engraved wreath, | diamond 
line of the finest Ma- 332-103 40.60 Pearl border | diamond 1366PD2 26.00 Engraved wreath, | diamond 
: : . . 337 25.00 Stone pt. star 2 pearls, bi. en. 7372 20.00 Stone point stor 
sonic, Shrine, Scottish ne cai” lide ca tek eee | OO 0 glee eg ET 
Rite, Knights of Co- 342 12.60 Bleck enemel 2 peers 376 160.00 — Paliadium, dia. bdr. and cent 
lu nbus Rik Moose 34203 32.00 Biack eni. 2 pearls, | diamond *387P03 29.50 Engraved wreath, | diamond 
. ’ : 360-3 19.80 St 1388 19.50 Engraved wr'th, stone pt. stor 
’ one pt. star, engine turned 9 , v 
and other lodge and 343 19.50 Peari border 138803 37.00 Eng. wr. stone pt. star, | dia 
fraternal jewelry. 346304 46.00 Pearl border, | diamond 391 16.00 Palladium stone point star 
v4 363-3 30.00 Peart border, stone point star 392 27.00 Paliadium stone point stor 
363-304 55.00 Pearl border, stone point star, 393 24.00 Palladium stone point star 
| diamond & 17.06 5 genuine whole pearls 
136402 25.00 | diamond 814 30.00 5 genuine whole pearis, stone 
364-1 18.00 & genuine half pearls point stor 


Actual size illustration reproduced from our latest catalog. 


Diamonds and peerls are fine quality. (keystone) 
t Avelleble in white qoid 


THE NAME THAT MEANG 


Wy. FFERLING ERRY & CO. Sine Cmbemuttc i Lwelr 


wenmeen American’ oewm eociertTy @ ROGE STREET, NEWARK BG, N. J. 
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protection, but in the opinion of Albert 
B. Evans, who is in charge of the gold 
hoard, “an enemy would not bomb the 
depository because if they did, they 
themselves would have a tough time 
getting at the gold.” 

However, for all his conviction that 
the gold is plenty secure, Mr. Evans 
does not suggest that bomb-happy in- 
dividuals head for the Ft. Knox center. 
His job is to keep the $13.5 billion 
worth of bullion safe from curiosity 
seekers as well as from get-rich-quick 
artists with itchy fingers. 


Au cLocks in New York’s Grand 

Central Terminal are controlled 
and electrically wound by a master 
clock in the train dispatcher’s ofiice. 
Incorrect timepieces are rectified on 
the hour by a sensitive electronic im- 
pulse. 

Twice each week, however. “Jake’’ 
Bachtold, goes up 
five stories by elevator, then walks up 
five more stories on winding ladders, 
pushes a small trap door and goes out- 
side to a platform under the terminal's 
great Park Avenue tower clock, which 

14 feet in diameter. Besides check- 
ing the time, he examines the batteries 
and the lights and treats the whole 
works with a special non-freezing oil. 

The biggest hazard to station 
clocks, says Jake, are moths. They get 
under the felt and gum up the works. 


the clock foreman. 


horsey set among his clients. For them 
he designed a gold clip representing a 
jockey. The bow-legged lower part of 
the jockey’s body is shaped like a 
horseshoe. Customers can choose the 
jockey'’s enamel shirt in their favorite 
stable colors. 


Me™ A TRUTH ...: When a Utah 

woman told an upholsterer pre- 
paring to work on her living room 
furniture, “If you find any diamonds, 
be sure to return them,” she was kid- 
ding. 

But the repairman did find a dia. 
mond in the lining of one of the chairs. 
It had dropped out of the woman’s 
engagement ring 12 years before. 


yr FLOATS AROUND: It seems 

there's a feud developing between 
the government of Kenya, Africa, 
the Ivory Exporters’ 
Mombasa, a coastal city in that part 
of the Dark Continent. 

The Association recently issued a 
statement to the effect that it thought 
the Kenya government's policy of giv- 
ing rewards to natives who find ivory 


and 


Association in 


and hand it in to the authorities, 
has encouraged poaching 
and unlawful slaughtering of ele- 
phants,”’ 
The heated statement further criti- 


cized the government's failure to ap- 
prehend and prosecute a group of 26 


dealers who have been 


























Then Jake has to take the clocks apart trading in 
and clean them, “black market ivory.” The very exist- 
ence of this group, the Association 
Home JEWELRY is the latest Paris- feels, and the government's public 
*™ ian good-luck theme for a gal or acknowledgment of its existence, has 
a guy. cast undue aspersions on the reputa- 
Paris jeweler La Cloche counts tions of honest ivory dealers, 
Prince Aly Khan and others of the Hot elephant tusks, anyone? 
R 4 B xy : 
J.M. JONES sac} ]| CHAS. BIXBY CO. 
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1" JoHN THOMAS, Bishop of Lin- 
coln, England, in the mid-18th 
century, was a lusty fellow who gave 
his fourth wife a ring inscribed: “If | 
survive, I'll make them five.” 





5 ox AND Mrs. Sniper were the 
happy recipients of a duet of 
Longines matched watches, 

Why were they presented with Lon- 
gines rather than some other brand? 
In this case no other make would have 
been appropriate, 

One night in June, Snider made two 
home runs for the Dodgers, one of 
real job. The big 
homer went over the right-center-feld 
stands 380 feet away and hit the Lon- 
gines clock, seventy feet high. And 
to emphasize the magnitude of the hit, 


them a measure 


it knocked out the lights on the 
“LONG” part of “LONGINES,.” 
“Tl think it was the ‘longest’ I ever 


hit.” said Snider. 


6 Jf EADIN’ ror A Weppotn'?”—This 
is the caption on a big bill- 
hoard ad displayed on the various 
highway approaches to Reno, Nevada. 
Yes. you read it right, it’s Reno! 
“Reno is famed the country over for 
the untying of wedding knots,” says 
the manager of the Rogers Jewelry 
Co., “but few people realize that many 
of these knots are tied again immedi- 
ately. In fact, there are two picturesque 
little chapels that advertise “We pro- 
vide everything for the wedding.’ ” 
The Rogers particularly 
stresses wedding rings in all its adver- 
tising and it is Rogers that has placed 
the billboards on the highways. Be- 
side the caption is a big wedding ring 
encircling the picture of a couple, 


company 


V amen S$ METHODS of seeing things 
you're not looking at have been 
In grandma’s day people had 
“busybodies.” We've got “bedspecs 
Bedspecs let you read or watch TV 
your head 


devised. 


while flat your back, 
blissfully cradled in a pillow, and with 
complete seeing efficiency! 


on 


bed. 
specs have triangular prisms with a 
72 
to see a book propped on your stomach, 


Instead of conventional lenses, 


vision angle that makes it possible 
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THE 1954 U.S. BUSINESS CENSUS 


A panoramic view of the 


progress and problems 
of the JEWELER 


* The United States Government has just re- 
leased figures from its 1954 Census of Business 
that paint in broad strokes, on a canvas as vast 
as the nation itself, a picture of the American 
jewelry industry that is vivid in contrast—bright 
with the undeniable overtones of progress, yet 
shadowed with baffling problems never before 
faced by the individual jeweler. 

The census report is, in every sense of the 
word, a panorama, a broad, general look at the 
jewelry business from a high vantage point where 
individual problems become generalities and 
neighborhood jewelry stores merge as mere points 
on a distant horizon. 

But this picture of what is happening to the 
jewelry business “in general” is in the process 
of becoming a powerful personal experience for 
every hard-working retail jeweler in America. 
Here are the facts: 

In 1954 more money was spent in retail jewelry 


68 


stores than during any other year in history. A 
record-breaking $1.4 billion crossed their counters. 
Total sales for 1954 were $1,407,948,000. This is 
more than jewelry stores grossed during the en- 
tire six years from 1931 to 1936. Jewelry store 
sales increased 16.4 per cent between 1948 and 
1954, 

By any standards this is real progress; yet the 
lustre of this success story dims somewhat when 
it is considered that, according to the same census, 
retail sales for all types of businesses rose 32 per 
cent during the same period. 

It dims still further when the figures reveal 
that the retail jeweler received only 82 cents out 
of every $100 spent at retail in 1954, while he 
earned 93 cents of every $100 in 1948. Here is a 
detailed look at how that $100 was spent by the 
consumer during 1954: 

Food stores, $23.30; automotive outlets, $17.60; 

PLEASE TURN TO PAGE 118 
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New Hampshire 
Rhode Island 
Vermont 


New Jersey 
New York 
Pennsylvania 


east north central 


Illinois 
Indiana 
Michigan 
Ohio 
Wisconsin 


west north central 


lowa 

Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota 


south atiantic 
Delaware 
District of Columbia 
Florida 
Georgia 
Maryland 
North Carolina 
South Carolina 
Virginia 
West Virginia 


east south central 


Alabama 
Kentucky 
Mississippi 
Tennessee 


west south central 


Arkansas 
Louisiana 
Oklahoma 
Texas 


mountain 
Arizona 
Colorado 
Idaho 
Montana 
Nevada 
New Mexico 
Utah 
Wyoming 


pacitic 
California 
Oregon 
Washington 


Total: 


Total: 


Total: 


Total: 


Total: 


Total: 


Total: 


Total: 


Total: 


GRAND TOTAL: 
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S$ 21.869.000 
7,536,000 
55,391,000 
3,487,000 
8,121,000 
$ 2,234,000 
$ 


rw 


fo fe 





98,638,000 


& 39.597.000 
$148.907.000 
$ 83.338.000 





$271,842,000 


$ 86,179,000 
$ 39,372,000 
$ 64,550,000 
$ 79,546,000 
$ 25,048,000 


’ 





$294 695,000 


$ 21,463,000 
$ 17,138,000 
$ 20,504,000 
$ 34,534,000 
$ 9,778,000 
$ 4,091,000 
$ 3,567,000 


111,075,000 





$ 3,018,000 
$ 13,700,000 
$ 31,600,000 
$ 32,763,000 
$ 23.512,.000 
$ 27,589,000 
$ 10,146,000 
$ 26,528,000 
$ 12,212,000 





$181,068,000 


21,921,000 
18,093,000 

8,506,000 
25,059,000 





73,579,000 


8,749,000 
22,304 000 


91,773,000 





* 
aS 
$ 19.764.000 
% 
$142.590.000 


$ 8.517.000 
$ 12,.835.000 
$ 4,730,000 
$ 4,488,000 
$ 3,007,000 
$ 6,200,000 
$ 6,165,000 
$ 2.836.000 


$ 48,778,000 


$140,547 ,000 
$ 16,540,000 
$ 28,596,000 





$185,683 ,000 





$1,407 948,000 
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134 8 
$ 16,643,000 
S 7.068.000 


13,180,000 
3,097 ,000 
6,202,000 
2? 053.000 
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78,243,000 


S$ 39.846.000 
$139.660.000 
$ 82,.276.000 





$261,782,000 


ww 


83,458,000 
33,867,000 
49,538,000 
69,061,000 
22,985,000 


AAs 





Si 


258,909,000 


18,439,000 
14,275,000 
21.150.000 
23,643,000 
9.829. 000 
1,140,000 
4,031,000 


ee 


w? 





a 


-00,507 000 


2,854,000 
15.355. 000 
22,593 000 
22,478,000 
18.428,.000 
21,766,000 

9 899 000 
20,699 000 
12,434,000 


RRR wK 





$146,306,000 


$ 16,579,000 
$ 13,026,000 
$ 7,547,000 
$ 21,301,000 


$ 58,453,000 


$ 8,891,000 
$ 18,492,000 
$ 14,646,000 
$ 71,620,000 





$113,.649,000 


& 5.670.000 
$ 12,039,000 
$ 4,436,000 
$ 4,074,000 
& 2,032,000 
$ 4,324,000 
$ 5,789,000 
$ 2,456,000 
$ 





40,520,000 


$111,546,000 
$ 15,553,000 
$ 23,877,000 


$150,976,000 








$1.209,645,000 








% ditterence 
(from 10486) 


+ 31% 
+ 6& 
: 28% 
+ 12% 


+ 30% 

















6% 
+ 19% 





+ 22% 


: 16 y/ A 









by Dorothy Dignam 


Paris Fall Fashion Collections—1956 


What’s “Newsable”’ and Usable for Jewelers 


® Kditor’s Note: The JEWELERS’ CIRCULAR- 
KEYSTONE is, we believe, the first jewelry trade 
magazine to have a fashion observer at the show- 
ings of the great French dressmaking houses. 

Although the world press numbered 600 re- 
porters at the collections shown in August, we 
are told that this was the first time any jewelry 
specialist ever applied for a press card from the 
Chambre Syndicale de la Couture Parisienne. 

On these pages, you will find many opportun- 
ities to turn the news, views, ideas and topics 
reported by Miss Dignam to good use in selling 
conversations with your customers. 

When you turn from the six pages in this front 
section to the back, starting on p. 121, you will find 
much more useful material—the names of Paris 
jewelers and dressmakers, the pronunciation of 
their names, their addresses and above all, con- 
crete suggestions for store and window displays 
and selling conversation. 
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Balmain 


“Peanut pearls” are these great elongated drops used everywhere in 
Paris on necklaces, earrings, brooches. “Peanut” is often their size— 
but not their price! Here is Balmain’s ribbon-of-pearls necklace with 
large pendant ornament. (Black tulle hat and furs also from Balmain.) 
Biggest “peanut pearls” of all, pendant from huge corsage pins, at 
Desses. White pearl beads strung with gold beads and sometimes with 
golden topaz stones: Carven, also Desses. 

Mixed black and white pearls and gold beads—-lovely! At Desses. Sell 
customers more strands to the necklace: Patou and Lanvin (Castillo) 
both show 15-strand necklaces for evening. 
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Balmain 


“Peanut pearls” are these great elongated drops used everywhere in 
Paris on necklaces, earrings, brooches. “Peanut” is often their size— 
but not their price! Here is Balmain’s ribbon-of-pearis necklace with 
large pendant ornament. (Black tulle hat and furs also from Balmain.) 
Biggest “peanut pearls” of all, pendant from huge corsage pins, at 
Desses. White pearl beads strung with gold beads and sometimes with 
golden topaz stones: Carven, also Desses. 

Mixed black and white pearls and gold beads—lovely! At Desses. Sell 
customers more strands to the necklace: Patou and Lanvin (Castillo) 
both show 15-strand necklaces for evening. 



































Chaumet 


This necklace, fitting snugly and dramatically against the throat, is a 
creation of Chaumet. The piece is made of diamonds, with two diamond 
and emerald motifs in the shape of leaves. The earrings, a striking 
match in color and feeling, are also of diamonds with a large pendant 
emerald. The mannequin was coiffed by Guillaume, and the makeup is 
by Barbara Gould. 
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The cluster ornament in its newest lines, showing how very modern the 
cluster can look. The large oblong sapphire is surrounded by diamond 
baguettes. Necklace and earrings only—a smart combination. Matched 
sets no longer contain an infinite number of pieces all duplicating each 
other! Designed by Chaumet. Dress from Carven in flame chiffon. 
Makeup from Barbara Gould. 





























( i H A U M KT (continued ) 


Every evening coiffure includes jewels of some kind. Hair is brushed 
wider at sides and a little “topknot” piled up as shown, center front. It 
is smarter to wear a bracelet here than on the wrist—try this at a 
fashion show. Chaumet jewelry in diamonds and gold. 


Combs are coming back—but front! 


Great revival everywhere —even the old 19th century comb with 
hinged top which turns upward. Wear it right at center front, standing 



































up like a little diadem, as an added touch to these nostalgic fashions. 


At Heim: Demi-diadem, across the front of the head only. Little doll- 
sized coronets. Flexible bracelet, clasped to form a tiny crown, worn 
right at the hairline, front. 

Dior: “Peanut pearl!" in fancy little holder, standing straight up at the 
hairline. 

Desses: Complete circlet or low tiara worn on one ear like a hat, fluffed 
out at back with loops of black tulle. Also good for your fashion show. 
Pastel mink scarf in these photographs by Jacques Detourbay. 


® For additional selling information, store 
and window display ideas, turn to page 121. 
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* You know how tough it is for you to see un- 
trained, extra holiday-help fumbling through sales 
presentations with prospective customers. 

It isn't pleasant for them, either. 

The chances are you can’t afford the time to 
teach them even the rudiments of the jewelry bus- 
iness or make them acquainted with the stock you 
carry. 

Two years ago JC-K published the first booklet 
aimed at providing help—for your extra holiday 
help. It presented the basic essentials relating to 
jewelry merchandise and jewelry merchandising 
in a form which the newcomer could easily under- 
stand and readily adapt. 

The booklet was a great success not only in the 
number sold but in the results it produced both 
for the jeweler and for his new sales people, It 
was natural that there should be a continuing de- 
mand for it. 

In response to a significantly heavy number of 
requests, JC-K set its entire staff of editorial spe- 
cialists to the task of revising the contents to make 
the booklet even more effective. 

Not only have the articles been more finely 
pointed but the format has been revised and the 
page size changed to make for easier reading and 
study—the 32 pages are of Reader’s Digest size. 

This booklet does not go into technical details, 
which only tend to confuse the beginner; it gives 
him just enough to feel that he is not a stranger 
to the business. It is designed to build confidence 
in the clerk, confidence which he can radiate so 
that the customer will, in turn, have confidence 
in his statements. 

The material is designed to teach the practices 
of the jewelry store, the psychology of jewelry- 
store customers——and the essential facts on 
jewelry-store merchandise. 

The average jeweler in trying to explain to a 
new clerk the quality factors of his various lines 
of merchandise is either too superficial or too de- 
tailed in his teaching. He usually ends up with a 
feeling of regret at having wasted his time. 

Whether the extra Christmas help are school 
teachers, bank clerks, college students, erstwhile 
unemployed widows or potential full-time em- 
ployees, they will find this “capsule course” fas- 
cinating, easy to read and absorb. This booklet 
presents its material on the assumption that the 
newcomer knows nothing about jewelry - store 
items and has only average intelligence. 

Did you ever consider the psychology of the 
layman coming into a jewelry store and stepping 
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behind a jewelry counter as a clerk? They are 
just plain scared. 

They must be made to feel at ease, made to feel 
important—they must be made to feel they are 
needed. This booklet does that. It says on its 
opening page to the beginner, “You are now one 
of us.” It goes on to welcome him as a fortunate 
“person apart.” It continues, “You are now part 
of one of the world’s oldest and most respected 
trades. As one in the jewelry business it is your 
privilege .. .” 

The practical limitations of temporary, part 
time help are recognized. For example, the first 
“capsule course” is on the selling of diamonds. 
This is not titled with a bookish heading which 
would frighten the beginner. Rather, it is headed, 
“A Diamond Is Forever”—a heading such as the 
new clerk might find on a article in a consumer 
publication. It is intriguing. It starts with some- 
thing the lay reader can understand and believe. 
For example, the capsule course on diamonds says, 
“On that littie tag attached to each diamond ring 
and on the inside shank of the ring itself, you will 
find a wealth of information. Tell it to the cus- 
tomer—BUT, if he wants to get ‘technical,’ you 
had better be ready and call for the assistance of 
more experienced help to take over the sale.” 


The reading matter on this subject is informa- 
tive without being awesome. The newcomer is 
advised of the quality factors which determine 
the value of diamonds—information which should 
be transmitted to the customer. 

For example, carat weight is explained. “But,” 
the newcomer is told, “size is only one of the fac- 
tors determining the value of a diamond. The 
others are cut or make of the gem, the color, and 
the clarity of the diamond.” The article goes on to 
explain in simple detail just what these are. 

The diamond selling “course,” like the other 
“courses” is easily digestible, easily understood. 

In addition to the courses on different jewelry 
store lines, the booklet includes a three-page glos- 
sary and three pages of quiz questions with which 
the new clerk can test his knowledge. 

Clip the coupon appearing to the right—send 
in your order for a copy for each of your extra 
holiday clerks. Do it now! When your extra peo- 
ple report for work you can capitalize on their 
enthusiasm by immediately turning over to them 
these instructive “capsule courses.” Copies are 
50 cents each from JEWELERS’ CIRCULAR-KEY- 
STONE, Chestnut and 56th Sts., Phila. 39, Pa. 
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32 PAGES 
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START PLANNING YOUR 


A. Giant gift bores support a selection 
of the store's merchandise, while 
cone-shaped Santas hold spoons or 
other amall itema. An oversized gift 


tag carrica the copy for thie window. 


mB. The word GIFTS in large letters, all 
trimmed with Chriatmas decorations, car- 
ries out the theme. Merchandise ia 
arranged on atep elevations. on groupes 


of alender columna and on gift boxes, 


«. Cones of heavy paper are formed into 
Christmas trees. The large tree nea 

the center can be placed on a turn- 

table. Covering for the background 


plaques should match the cone-trees. 


D. A tree branch, genuine or artificial, 
serves aa the focal point, Cardboard 
diace with jewelry pinned to them 
hang from the tree. Other gifta are 


arranged on the floor and on bores 


® If your cash register is to tinkle a Merry Christ- 
mas tune this year, it is high time to get your 
display plans organized for action. 

A few questions suggest themselves for your 
consideration before you go out to do your Christ- 
mas display shopping. Do you want your windows 
to be quite “different” this year? Do you think 
it might be wiser to repeat some tried success of 
other years? Do you want to go all-out modern 
or do you think your customers will more readily 
respond to the conventional? 

Are crowded Christmas windows your best 
sellers or is it wiser to stress an exclusive selec- 
tion? What about showing prices in Christmas 
windows? Do you want the store interior to carry 
out the decorative theme of the windows or 
should it be quite different? Should you plan for 
several window changes or will the budget permit 
only one good splash? 

The answers to these and similar questions, 
once established in your mind before you go into 
action on specific display plans, will make your 
work much easier. Unfortunately I cannot give 
you here any ready-made solutions—the answers 
depend on each individual store’s personality, and 
particularly on the type of its clientele. 

Your store windows should be an expression of 
the spirit of friendliness and service which your 
store offers its customers. Every jeweler must 
so arrange his displays that they will reflect a 
thoughtful consideration of his customers’ needs. 
Offer specific gift suggestions for different types 
of people—there are lots of variations on the “For 
Him” and “For Her’ theme. 
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Make your window copy informative—not just 
a selling blurb. Tell specific things about quality, 
style and value that will help the customer in his 
decision. Price is certainly a very definite part of 
the selling story and except in the most exclusive 
type of store should be indicated for most items. 

The question of one Christmas change or sev- 
eral boils down in any store to what the promotion 
budget will permit. Generally speaking, two or 
three quite different but more modest decorative 
schemes are preferable to one big splash which 
must remain on view for the entire Christmas 
selling period. This is particularly true in the 
smaller community where the traffic consists 
mostly of “repeaters.”’ 

A change of background and a re-arrangement 
of the merchandise will stimulate attention. This 
reasoning also applies to repeating past attrac- 
tive arrangements. Unless they were unusually 
startling and beautiful, they are not apt to get 
as much attention as something fresh and dif- 
ferent. 

The accompanying sketches illustrate simple 
Christmas displays of assorted selections of mer- 
chandise for which many of the props can be 
made in the store. In Sketch A, giant gift boxes 
are used as supports for various items of mer- 
Soxes are wrapped in gay paper and 
tied with big splashy bows. 

Cone-shaped Santa Claus figures hold silver 
spoons or other merchandise items. Sprigs of holly 
are scattered across the background and a giant 
gift tag carries the window copy. To make the 
Santa Claus figures, use a cone of stiff white 


chandise. 
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paper, paint the face, coat and belt on in black and 
red—or use colored paper pasted on the cone. A 
couple of slits in the cone permit the figure to hold 
merchandise. The Santas can be made in various 
sizes. 

Giant letters spelling the word GIFTS is the 
background feature for Sketch B. These letters 
can be made in various ways, but very effective 
ones can be made by forming the letters in heavy 
wire, then twining them with evergreen garlands 
and trimming with gay ribbons and colorful 
Christmas tree balls. 

Merchandise is arranged on step elevations and 
groups of slender column elevations. Cellophane 
or sparkle stars are scattered across the back- 
ground around the groups of cylinder elevations. 
Gift boxes are also used to support merchandise. 

Cones of heavy paper are used again in Sketch 
C, this time as Christmas trees. Made in various 
sizes, covered with velour cloth or paper, they 
serve as display stands for an assortment of 
jewelry pieces. 

Framed velour-covered plaques hang against 
the background with additional jewelry pieces 
pinned to them. Other merchandise is arranged 
on the window floor and on step elevations. The 
large tree near the center of the window might 
be on a turntable. 

Flower pots can be used as supports for the 
Cover them in contrasting 
material—red with green trees, black with red 
trees, gray with blue trees. The covering of the 
match the Christmas trees. 

PLEASE TURN TO PAGE 164 
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ABOVE: A red circular background panel, dotted with snowflakes, effectively sets 

off the sleigh-bound Santa in this window of A. Stowell & Co. (Inc.). 24 Winter St.. Boston. 
Santa is made of cotton tufts, his sleigh is wire and his reins are a string of 

beads that swing around to hold a Christmas tree tucked into the back of his sleigh. 
Store, 13 W. Beauregard St., 


RIGHT: This Christmas window of the Leffel Jewelry 
features china and silver, with a front row of gay greeting cards. 


Le 


San Angelo, Tex. 
The boxes suspended from the ceiling add a bright and smart note, without interfering 
with shoppers’ ability to look through right into the store itself. 
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THROUGH THE LOOKING GLASS 





to the WONDERLAND OF CHRISTMAS 


* Dynamic showmanship in window displays can 
transform passing interest into sales. 

Half our work is done for us at Christmas 
time. Hearts are already open, but still, the po- 
tential customer has to be inside our store. And 
that’s the job of the window—to get him there. 

However we dress it. the window has to be a 
magic looking glass, sparkling the imagination and 
beckoning to the wonderland of beautiful gifts 
within. Important at all times of the year, it is 
more important than ever at Christmas. 

It is not sufficient for the window to be eye- 
catching or unique. It doesn’t even have to be ex- 
pensive. But it’s got to be heart warming and in- 
viting. It’s got to reflect the spirit of the magic 
wonder time when joy and generosity prevail, It’s 
got to make the passer-by want very much to 
COME RIGHT INTO THE STORE! 

‘The illustrations on these and the following two 
pages show how some retailers have handled their 
Christmas window displays. 
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CHRISTMAS WINDOWS (continued) 


ABOVE: The light of three giant candles and the glitter of the delicate star-sprinkled 
cloth sets the Christmas theme for Smith-Patterson Co. (Inc.), 480 Washington St., 
Boston. A chain of twinkling lights behind the cloth gives the display a gentle hint 
of motion and helps set off the jewelry on display. 

BELOW: When shoppers were attracted by the windows of Zell Bros., 800 8.W. Mor- 
rison St., Portland, Ore., to enter the store, they found Christmas displays that matched 
the windows in color and effectiveness. The trees of snow-sprayed discs were made by 
Stepinitz, of Holland. Arches are of tinsel and red foil. 
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Winner of ‘Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 


DIAMOND 
PLATINUM 


A truly outstanding collection of 
superb diamond platinum 
bracelets ... offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Filth Avenue, New York 17, W. Y. 
Phone — MUrray Hill 7-0457-8 


For prompt attention please address all inquiries Dept. K-44 
FOR SEPTEMBER, 1956 
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CHRISTMAS WINDOWS [: ontinued} 


ABOVE: Friedlander & Sons (Inc.), 501 Pike St., Seattle, Wash., made one of their 1955 
Christmas windows an example of simplicity. A quiet ribbon effect and a floral centerpiece 
modeatiy set off a display of rings on the floor of the window and a few sterling pieces. 


BELOW: Macey’s of San Mateo, Calif. (94 Third Ave.), reported considerable success with 


this window that asked passersby, “Are you fishin’ for a gift?” Deep sea tackle was bor- 


rowed from, and credited to, a local sporting goods shop. Watches, jewelry and cigarette 
lighters were some of the suggested gift items in this window. 
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WHED-LOK 


The Bride’s true love 
ag of the Valley ” design. Coupled 
an exclusive Wed - Lol elling advantag the doubl, 
that is guaranteed for the life of the rings! Wed- Lol 


and 1s still the finest of locking rine 
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"TRACE MARKS AEG. U.S. PAT. OFF. WEO-LOK @1NGS ARE PROTECTECO OF U.S. PATENTS. 
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Song of love, 
in @ lovely O10F sow the mare of Lore coll lovers’ eyes to the 
evening ky. This iyve of Orpheus, on whieh he pleased the 
sweetest love ange ever heard, charme mortals still with it« 
arneage of endearment Lmep m the earth, long ago, & melody 
as rich with tender meaning was written personally for you 
and someone you love in the lights of @ timeless: gem-otar 
When you fed your engagement diamond, cherich it. for it 
will say forever to you, and those whe come after you, how 
one man end one woman found their love and Wife's fuifiiiment 


A DIAMOND 18 FOREVER 


Most valued symbol of your devotion 
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Tie in with the 
National Diamond 


Promotion 


...keep diamond sales 


coming your way 















diamond advertisin 





2 national 


campaigns 


to promote 


your diamonds 


Engagement 
diamonds 


in Life, Look, The Saturday Evening Post, 
Seventeen, Reader's Digest 


In September ... national advertising promoting the 
engagement diamond tradition begins its 18th year. 
To create desire and demand for your diamonds, this 
advertising continues to present the diamond as the 
unique and enduring symbol of love. In full color, it’s 
distinctive and timely, is dramatically illustrated by 
renowned artists and photographers. It gives your 
customers helpful information on diamond quality, 
sizes and prices. Tie in for more diamond sales... 


promote your diamonds in the same way. 


— oe ee ee ee oe Diamond gifts 


DE BEERS CONSOLIDATED MINES, LTD. 


in Time, Newsweek, The New Yorker, 
Town and Country, National Geographic 


In September ... national advertising promoting the 
diamond gift tradition goes into its 3rd year, Working 
for you, addressed primarily to men, it’s aimed at the 
big market for diamond sales among people beyond 
marriage age. It is strongly competitive, defines the 
basic reasons why a diamond gift is more significant, 
more valued, than any other obtainable at a com- 
parable price. It includes a reminder listing of gift 
occasions and gives important information on diamond 
sizes and prices. Tie in with this advertising .. . 


promote diamond gifts to increase your sales. 








SHADOWGRAM PHOTOS: GENUINE PEARLS 


CULTURED PEARLS (photos by Robert Webster) 


Kuropean Gem Laboratories Revisited 


Dr. Pough revisited several European gem labo- 
ratories and cutting centers this past spring. 
This is the second and final installment of his ac- 
count of the tour. Next month, Dr. Pough will 
resume his series of articles on baroque and ca- 
bochon stones for JC-K readers. 


* In 1948, visits were paid to gem testing labora- 
tories in London and Paris and descriptions of 
the laboratories were printed in several articles 
in JC-K, By 1956 we might reasonably expect to 
find some changes, perhaps in personnel, empha- 
sis or in techniques. In actuality, we found on 
our European trip this spring that the changes 
were fewer than anticipated, and the problems 
about the same, 

To begin with, in London we find a great im- 
provement in the physical setup of the laboratory, 
but practically no change in personnel. Basil W. 
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by Dr. Frederick H. Pough, JC-K Gem Consultant 


Anderson continues as the chief of the group, sup- 
ported by the enthusiastic and interested assis- 
tance of our old friends Robert Webster and C. 
J. Payne. Each has become a little more com- 
petent and a little more specialized as their re- 
spective interests have sharpened and narrowed. 

Mr. Webster works particularly with the x-ray, 
ultra-violet and photography techniques. Mr. 
Payne is the pear! specialist, while Mr. Anderson, 
in addition to overseeing the work of the labora- 
tory, clings to his old love, the spectroscope, as 
a fundamental addition to the instruments of 
routine testing. 

The laboratory is extremely careful with pearls, 
cutting apart the strings during the examination 
and studying each individual separately. Mr. 
Payne has become so expert that with his loupe he 
can detect any indication of a cultured nucleus 
in a pearl, and he insists that one must take the 
time and trouble to examine (and often clean out) 


every single drill hole. One which shows the 
PLEASE TURN TO PAGE i105 
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— CATCHING FIRE 


THE BIG, NEW LINE— 
STARFIRE DIAMOND RINGS 


— is skyrocketing to success in 
jewelry stores all over the nation. 


Diamond ring customers are oaftracted by 
Starfire’s powerful national advertising in 


LIFE © LOOK « SEVENTEEN 


Diamond ring customers are sold by Starfire’s 
lovely, larger diamonds .. . popular prices... 
modern styles . . . reliable guarantee . . . and 
exchange privilege. 


You ccin make profitable sales with Starfire — 
the nationally advertised line with ideal credit 
selling features. 


For information about a STARFIRE Franchise 
Write to A.H. POND CO., INC., SYRACUSE 2,N.Y. 





DEALER AIDS: 
WINDOW and IN-STORE DISPLAYS « NEON SIGNS « MOVIE PLAYLETS 
NEWSPAPER MATS « TY FILM SPOTS « DIRECT MAIL PIECES « FOLDERS 
GUARANTEE CERTIFICATE *© EXCHANGE PRIVILEGE «+ SPECIAL RING BOXES 
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DON'T FORGET THE ASHES! 


ACT IX OF 


Showmanship in Business 


By Zenn Kaufman 


* They used to say of David Belasco that if he 
put an ash can on the stage it was probably full 
of ashes, 

That was probably an exaggeration, but a per- 
fect reflection of Belasco’s passion for realism 
and one of the things that helped establish him 
as one of America’s greatest showmen. When 
Belasco had a lawyer's office to stage, the bookcase 
was properly full of well-worn books on law— 
arranged exactly as some lawyer had once ar- 
ranged them for his own convenience. 

When he wanted a show-girl’s lodging room 
located around 52nd St., Belasco would search 
until he found a fourth-floor walk-up actually 
lived in by some gir! he considered typical of his 
star. Then he would buy the room intact, and 
stage in photographic reality every insignificant 
piece of shabby furniture and every evidence of 
slip-shod bad taste. 

That care didn’t indicate by any means that 
Belasco lacked the imagination to create for him- 
self. On the contrary, he spent $2800 for books 
on Japan alone to give a glamorous, exotic at- 
mosphere to Blanche Bates’ acting in “The Dar- 
ling of the Gods.” 


Realism appeals to your audience 

The public loves realism. Back in Shake- 
speare’s day they might have been satisfied with 
plays minus scenery. But even then, old William 
put a lot of realism into his work. 

Back in the days of the silent movies, Roxy 
(the only man ever to have a Time Square movie 


v0 


theater named after him) capitalized on realism 
with sound effects even before the talkies. To 
dramatize a scene in a ship’s engine room, he ran 
a microphone to the boiler room of his own thea- 
ter and brought audiences the dull rumble of the 
engines on the screen. 

Real people—real conversations—real places 
—result in first, attention, and second, authen- 
ticity. A good example, in reverse, was Gene 
Tunney, a forthright young boxer who never was 
popular with the fans because he lacked the at- 
mosphere of a “real fighter.” . 

He was alleged to have read books. No one 
ever proved that he ever read a book—but he 
couldn't disprove it. Hence his unpopularity. The 
day before the Dempsey fight his camp was vis- 
ited by a Dempsey scout who reported, “Jack, 
he’s a pushover, I seen him reading a book.” 

Associated Press dispatches the next day 
showed the scout’s ap praisa! to be completely 
wrong. 

Another index is the problem that advertising 
photographers have in engaging models for char- 
acter roles. Doctors must have goatees. Similarly, 
debutantes are usually posed by gals who live on 
the wrong side of the railroad tracks—because 
real debs who might like to pose just for fun 
often look like chorus girls. 

You can hardly expect your audience to get 
into the spirit of your story if you don’t get into 
the spirit of it yourself. Witness Columbia Broad- 
casting’s president shrewdly reading his annual 


statement to the stockholders over the company’s 
PLEASE TURN TO PAGE 110 
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B FLOWER OF PRECIOUS JEWELRY 


re are jewels of superlative design 
d unexcelled craftsmansliup , ., 
sanllle inviting the consideration of the most 
discriminating clientele in your community. 
Sell this ever-expanding market, 

Make the House of Heyman your prime 
source for original concepts in precious 
stones... platinum... .and unique 
recreations of rare jewelry pieces. 


Oscar I leyman & Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 


NecWaces $1000 and up, Bracelets-§550 and up, Rings—Wedding and Guard.-§75 and up; fancy Rings—$175 and up; Brooches~—$276 and up; Larrings--$250 and wp. 





ESTABLISHING A YEAR-END BONUS PLAN 


by Jack E. Bedford 


Director, School of Merchandising, Armstrong College 


Berkeley, California 


More and more retailers are giving their employ- 
ees extra incentive in the form of a year-end 
bonus. Here are some pros and cons of the idea, 
and the mechanics of setting up such a system 
for your jewelry store. 


¢ Jewelers who use a year-end bonus as a part of 
their compensation plan find it has many advan- 
tages——-and some drawbacks. A bonus plan will 
save tax dollars, increase employee loyalty—but 
it costs money and takes time to compute each 
year for all your employees. 

Those who use the year-end bonus plan find that 
it develops a more loyal spirit among the employ- 
ees. They have a stronger feeling of belonging to 
the profit team of your jewelry store. The year- 
end bonus makes them feel they were in part re- 
sponsible for the profits of the business. They are 
more likely to put forth extra effort to keep profits 
up and the bonus payments coming in each year. 

In addition to building store loyalty, a year-end 
bonus plan will improve your store’s prestige in 
your community. You will have plenty of appli- 
cants for any vacancies that develop in your or- 
ganization. People like to work for a retail jeweler 
who divides his profits with his employees. 

Businessmen realize an income tax saving when 
they have a year-end bonus plan. Naturally, your 
income tax payments are not reduced by the 
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amount of your bonus payments. But, your taxable 
income is reduced dollar-for-dollar by the amount 
of your employee bonus payments. 

For instance, if your net taxable income is 
$20,000, you will have income taxes of $6260. 
(This does not take dependents or personal deduc- 
tions into consideration.) 

Suppose you decide to pay a 10 percent year-end 
bonus to your employees. Your taxable income is 
reduced dollar-for-dollar by this amount. Thus, 
your $20,000 taxable income is reduced to $18,000. 
On this amount of income, your income taxes 
would be $5200 (figured on the same basis without 
dependents or personal deductions). 


Costs less than you might think 


Your income tax savings with the year-end 
bonus plan will be $1060 ($6260 less $5200). Thus, 
you can pay your jewelry store’s employees a 
year-end bonus of $2000 for an out-of-pocket ex- 
pense of only $940. 

Jewelers with a higher net taxable income and 
in a higher income tax bracket will have larger 
“savings.”” Lower bracket jewelers will not realize 
quite as much, but the year-end bonus will prob- 
ably be smaller, too. 

Be sure that your bonus is based on merit. 
Santa Claus is fine on Christmas, but most people 
do not expect him every day of the year. And, if 

PLEASE TURN TO PAGE 112 
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STOCK BOXES tHat Loox 
UKE Custom Descgues 


MASON stocks 
three different lines 
of costume jewelry 
boxes artistically 
designed and fin- 
ished with the some 
core accorded the 


Write for » finest custom job. 
Full Color Iilus- 


trated Folder 

With Prices of TH On, BOX CO. 

All Stock Boxes 521 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


FINE WRITING INSTRUMENTS 


Fon the Feweler 


12 kt. GF. Pen or pencil retails at $6.60 © 
eo. FT1. 14 kt. GF. Pen or pencil retails © 
ot $8.75 ea. FT.1. Solid 14 kt. gold Pen or 
pencil retails at $50.00 ea. F.T.1. Sterling 

Silver Pen or pencil retails at $6.60 ea. 
FTA. 
Mechanically guveranteed for life. Smartly 
gift packaged, eye catching display pieces 
complete merchandising aids. Write for 
the name of the Cross select wholesaler in 
your territory ~ and ovr 1956 Buyer's 
Guide for the complete story on the entire 


Cross line 
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LA MODE 

JEWELRY IS 

NOW NATIONALLY 
ADVERTISED IM LIFE 
AND ESQUIRE 
MAGAZINES. 


This 3-dimensional set 


with simulated pearl 


retails for $7.50 





RIPLEY & GOWEN CO. 
an Attiebore 
Massachusetts 
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AUTOMATIS 


Available in 
> Sterling Silver * 1/20-12 K.GF. 4 
>. 10K and 14K : 


(HAIN CO ®@ Fro 
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new adapter tow 
small waehes 
aveiltabie oa 
430 and 435 


SEPTEMBER BANDS OF THE MONTH 


One of the new “luxury line’ MARK VII watch. 
bands, designed to catch the eye of todays 
style conscious women. Aftractively presented 
in new acetate package for greater sales appeal. 
Your wholesaler will show you the complete 
line of men's, ladies’ and children's watchbands 
and idents 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


There's One Born Every Minute— 


So BE PREPARED!! 


HAVE BARROWS baby JEWELRY 
IN STOCK AT ALL TIMES. 
A complete range of sizes and styles. 


H. F. BARROWS CO, « “ORTH arrssono 


The Outstanding Name in Fine Baby Jewelry 

















by Hazel Palmer 


where suvVENILES 


“Kids are wonderful, they really 
are,” says Charles Weiss, man- 
ager of Hearns Jewelry Co., 
Inc., Nashville, Tenn. “Young 
people are thoroughly conscien- 
tious, more so, on the average, 
than adults. They meet their 


payments right on time.” 





are not delinquent 


* It was on January 1 of this year that Hearns 
Jewelry Co., Nashville, Tenn., started opening 
student charge accounts, and the firm is very 
glad it did. 

“We limit the student accounts to $25,” says 
Mr. Weiss. “If the youngster wants a more ex- 
pensive item, he can do one of two things. He 
can pay the sum over $25 in cash and charge the 
rest, or he can have the item put in lay-away until 
he gets the balance down to $25, at which time he 
can take it out. We do not ask for any specific 
amount as down payment, but we do require that 
50 cents a week be paid until the balance is paid 
off.” 

Student charge accounts are restricted to boys 
and girls from 15 to 18. Younger than 15 is felt 
to be not quite adult enough for credit, and over 
18 is getting too close to the end of student days 
and the possible beginning of Army days. Excep- 
tions are made when the purchaser is a college 
student who has either an adequate allowance or 
a part-time job. 

Signatures of parents are not required, but 
Hearns does send a letter to the parents telling 
them the firm is glad to have the account of their 
son or daughter on a limited-account basis. 

Mr. Weiss finds it easy to size up the young. 
sters when they come in to determine if they are 
sincere. Most of them are. Also, the address they 
give tells whether or not they are from families 
able to provide their children with allowances 
adequate to meet the payments of the account. It 
appears that the average allowar..e given to or 
earned by the young people who want to open 
accounts is $5 a week, and that is sufficient for 
Hearns. 

“Since we are living in an age when cash busi- 
ness in luxury items is almost non-existent,” says 
Mr. Weiss, “we encourage young people to learn 
the value and responsibility of credit. To each 
student who opens an account we give a copy of 
the book called The Good Things of Life, which is 
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FOR LINDE STARS ~~ / 
GREATER EVERYDAY . 













Selective 
tlighh Fasfior 
national 
AAvVeErtisirIg 
SUfpPport 


i): 


‘ 


selling rnore arid rnore Of your Custormers / 


~~, & Pee . Phas 


ARE YOU READY TO MEET TH/S 
— DEMAND TO SEE THE STARS 





‘Linde’ Stars ...the man-made gems that equal the beauty _ extra sales! Cover every profit possibility. Make sure you 
and perfection of nature's own star sapphires and star rubies —_ have an adequate stock of these man-made treasures to meet 
... now are available in a larger, finer-than-ever selection _every gift requirement. 
of fashion mountings. Feature the Stars in your windows . . . in your displays! 
Your customers enter your store pre-sold on ‘Linde’ Stars Promote the Stars in your own advertising! Profit by the 
... natural prospects for those all important profitable sales, Stars . . . ‘Linde’ Stars! 
The term ‘Linde’ is a registered trade-mark of Union Carbide and Carbon Corporation. 
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“CHINA & STERLING 


...do sell in my town” 


Above: Arthur Beaudet’s display of china, which he finds 


is attractive to nearly all of his customers, 


Helow;: The sterling display, fronting the door, catches the 


customer's eye as soon as he enters Beaudet's store. 


By Mildred 8. Sullivan 


A New England jeweler refutes the notion that 
table-top items sell well only in a metropolis. 


® Because Woonsocket, R. I., has a population of 
only 50,0600 and many of the people are mill 
workers, Arthur Beaudet, whose store is on Main 
Street, once thought there was no market for fine 
china and sterling. In recent years he has found 
how wrong he was. 

Today the sale of these lines accounts for more 
than half his total dollar volume and he no longer 
underestimates the appeal that beautiful things 
make on practically everyone. 

From the establishment of his firm in 1904 
until the end of World War II Mr. Beaudet did 
what he felt to be a satisfactory business, with 
gifts and novelties among the fast-moving items. 
But he sold so little sterling that he operated only 
as a mail account with three manufacturers. 

It wasn’t until after the end of the war that he 
decided to experiment, starting off with four 
major and six secondary lines of sterling. Not 
long after that he added nationally advertised 
brands of fine china. Today, on the basis of his 
experience, he believes that almost everyone is a 
prospect for these lines. 

Sterling is given most prominence in the store, 
fronting the customer as he enters. Thirty-three 
place settings are displayed at an angie in a 
9-foot glass case, each one identified by manu- 
facturer, pattern and price. Immediately to the 
left is the china on a 16-foot wall display. 

Many of Mr. Beaudet’s customers are girls. 
“The wage bracket of a girl makes no difference,” 
he says. “She may work in a mill, a dye house, a 
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FLEX-LET 









© BAND SIZES... 


SO SIMPLE you'll wonder why you never thought of i . SO QUICK you'll be 


SIZE-O-MATIC FITS 
EVERY WRIST Size! | 
NOW! NO MORE 
STOCKING LONGS, 

REGULARS, SHORTS! 


1. Expand band, depress 2. Links separate for size 8. Re-lock by snapping 
push-pin. adjustment. push-pin into next link. 


ONLY WITH SIZE-O-MATIC ONLY WITH SIZE-O-MATIC ONLY WITH SiZE-O-MATIC 
can you sell the very band you show — All links, not just 1 or 2, are completely you reduce and release inventory $$$! 
make most sales with least stock! removable! 
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just | SIZE-O-MATIC’ 


amazed...takes only 9 seconds! 


SiIZE-O-MATIC FITS 
EVERY WATCH END! 
NOW! NO MORE 
HEADACHES WITH 
5/8", 11/16",3/4" ENDS! 


To adjust ends from 1. Select proper end size. 


5/8” to 11/16" or 3/4” 





“% 7 4 ‘ 2 


UMN Bie £ LJ ~-MVIAT Tf rML.Y WET? 174. 
as with all superior quality Flex-Let 
bands, do you get an unconditional re- 


pair guarantee? for the life of the band! 


do you always have the right band 
length and the right end width at the 
right time! 


er 
with mirror finish serve as a luxurious 
background for the bold raised ribbed 
motif. Adds a daring new dimension 
to watch band styling. 

‘STYLE NO. 110-—1/20 10K yellow or 
white gold filled top, stainless back — 
retails S11.9G T |. 


PN TT Fa 


Slide on to band. 


SO EASY a child can do it! 


3. Use any pointed tool to 
lock in position 





¥ 


Y WWEitrs Si2at [J~- WAT if 
do you get torsion-spring construction 
provides greater expansionability 


and incredible durability! 


HARD TO 
BELIEVE? 

Thousands of other jewelers 
will be amazed by 
SIZE-O-MATIC, too! Dori't 
delay, don't wait! You must 
see it to believe it! ORDER 
ONE OF EACH STYLE 
TODAY! PROVE IT TO 
YOURSELF, NOW! 





$, shorts in LADIES’ BANDS 


M ALL! 


PLEX-LET SIZE-O-MATIC* gives you superior self-sizing: quicker... 
easier...and you can remove and replace every link because all links, 
not just 1 or 2 are completely self-sizing! 





easy? Cc 


why it’s easy 4 
as ABC.. 4 





Insert pointed tool into Separate links by sliding Re-assemble by moving hole 
opening and move hole to apart. to “lock” position. 
“open” position. 


At last—one telescopic band to fit every woman customer! 


think INVENTORY-WISE 
doesn’t tie up $$ in longs and shorts! 








what this means 
to youl SALES-WISE 
gives you the right size at the right time! 


--+and here are the exquisite FLEX-LET SIZE-O-MATIC iadies’ 
| watch band buying and selling! 


fad Leo ~ Sophisticated styling | Bach link Lad ¢] ‘ 7 y Love ~ Breathtaking beauty! lanredinle: 
Y exquisitely beautiful, expertly shape- | slenderness for even a telescopic 
mated for each other, The fine-ribbed motif creates an over- band! i exquisite scallop design accentuates the sleek 
all pattern of dazzling charm. A continuous circle of brilliant silhouette. Lovely links flair into ends that blend band into 
beauty. | watch in perfect fashion harmony. 
Style No. 230 ~1/20 10K yellow or white gold filled — Style No. 285 —1/20 10K yellow or white gold filled — 

retails S7.9eGr. t. retails $9.95), 3 


Don't Wait! See Them Now! FLEX-LET CORPORATION, 


FLEX-LET SIZE-O-MATICS S80 FIFTH AVE., N.Y. 36 
are sntel oes to set ibe te new watch band sales FACTORY: East Providence, 


Rhode isiand 


| just see them to really appreciate 
: | men’ a ; NOW cca ag | : in Canada: Guiidcraft, Utd., 
<4 mens, # . f Pent Oe ee: 19 Pi St. “th Toronto 


©1906 Fiexn-Let Corporation 


PRINTED 6 U.S.A. 
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Business Opportunity 


® WORTH AVENUE, PALM BEACH 


Leading Jewelry Establishment. Completely equipped 


and ready for new Owner. Present owner retiring after 





25 successful years at this address. Premises available | 
| on sub-lease; fixtures and other equipment can be pur- 
| chased, or rented over long period, 


Smart Modern Store Front of black granite and Stain- 





less Steel—interior newly decorated, mahogany cases 
at side walls and on carpeted floor. New ceiling is 
sound quieting and has latest type lighting. | 


Air conditioned last year. Large walk-in vault is time- 






locked with bank type door providing adequate pro- 






tection for large value inventory. 


Usual season is October to June, but rapid area growth 






suggests year around planning. Premises can be in- 






spected by appointment now. For further information, 






write 







MILTON A. FULLER 







P. O. BOX 966 


PALM BEACH, FLORIDA 
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A retail jewelry store 
makes friends and sells 
merchandise by allow- 
ing customers to touch 
and handle items, in- 
stead of closing them off 


behind barriers of glass 


by Robert A. Latimer 


JUST 
PICK 

iT UP, 
LADY! 


® The almost complete absence of glass in wall 
and counter cases is a novel feature of the sub- 
urban jewelry store recently opened by Weh- 
mueller-Hamilton at the Northland Shopping Cen- 
ter of St. Louis, Mo. 

The new store represents the first expansion 
of Wehmueller-Hamilton since the firm’s entry 
into the St. Louis market in 1937. Well sold on 
the future of community-center merchandising, 
Robert Wehmueller and Louis Hamilton, partners, 
have discarded many of the traditional ideas of 
jewelry-store design in favor of colorful and sur- 
prising features. 

Completely open in design, the layout incorpo- 
rates a freedom of display that makes store 
operation easier for personnel and buying easier 
for customers. 

Although at first glance cases and counters 
resemble the familiar glassed-in cubes or rect- 
angles, there is no glass at either the front or the 
rear, so that anything shown can be simply picked 
up and replaced at will from either side. 

There are, of course, exceptions —the watch 
case, the sit-down diamond case and a few other 
points around the store. For the most part, how- 
ever, all Wehmueller - Hamilton merchandise is 
out where the customer can pick it up and the 
salesperson rearrange items with a minimum of 
effort. 

Equally interesting is the wallcase treatment 
which gives every appearance of the familiar 
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SWIRSKY & EHRLICH 


take pride in announcing the opening of a new 


office in New York City. 


Now, from five offices, you may have overnight 


service, anywhere in the United States. 


Swirsky & Ehrlich 
DIAMONDS 


Home Office 

220 West Fifth Street * Los Angeles 13 * MUtual 4173 
New York 36: 580 Fifth Avenue * COlumbus 54-4943 
Chicago 2: 55 East Washington Street * FRanklin 2-779! 
Dallas 1: 1802 Main Street * PRospect 1041 

In Cincinnati: JEfferson 1-2286 











picture of a sales click! 


Steve Allen's a master at snapping up new cus- and like to trade Steve Allen anecdotes — your 
tomers. On NBC Television's TONIGHT, he gets his most effective lead-in to direct sales! 


viewers smiling ... then he focuses attention on Keep Polaroid Land Cameras in full view and 


Polaroid Land Cameras. What de- @& ee eee §=6=6lulse TONIGHT selling aids. With any 


velops is bigger profits for you/ of the T-H-T stars—-Dave Garroway, 


| | Arlene Francis and Steve Allen — 
Steve gets action wherever he is... 
i ) on the scene, the sales picture’s 
on television or pictured on sales- 
po, ee always sharper for jewelers. 
winning TONIGHT merchandising y 88 ; 


aids in your store. You'll find cus- — 9 of fom | TELEVISION NETWORK 


tomers notice TONIGHT displays @ tt tm a service of eA) 


T-H-T: TODAY starring Dave Garroway HOME starring Ariene Francis TONIGHT starring Steve Alien 
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Its GOOD BUSINESS* to schedule an. . . 




















mperial Fall Promotion 


*It's GOOD BUSINESS because Imperial Cultured Pearl pro- 


motions are proven successful sales ideas that stimulate busi- 


ness and bring customers into your store. 


*It's GOOD BUSINESS because Imperial Cultured Pearl pro- 


motions can be tailored to the type and size of your individual 


operation. 


*It's GOOD BUSINESS because Imperial Cultured Pearl pro- 


motions tie your store in with one of the best known prestige 


names in fine quality jewelry. 


“It's GOOD BUSINESS because Imperial Cultured Pearl pro- 


motions offer your customers excellent values in today’s most 


wanted jewelry and at a full profit to you. 


IMPERIAL PEARL SYNDICATE 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Ave. 5 Ne. Wabash Ave. 914 Michigan 607 B. Mill St. 2,4-Chome, Yoteeys 
ter Bldg. Shinjeke, Ke 
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sOUR 91st YEAR" 


A. He pond CO->» Inc. 
120 East washingto” street 
Syracuse 2, New york 


gentlemen: 


ghank you for your congratulatione® on the Brand 
Names Foundation certificat® of Distinction 
Award. ) to nave thi a4 nope 
to ao pette t ner year or two- 


ing of Keepsake nas prougnht 
n a customer comes in and 

Keepsake Diamond Ring set, "that 
It is just 4 question of now much 

to spend. We are well sold on 

erchandise provided by 

And Keepsake Diamond 

customers nav 


national ads. 


very sincerely yours, 
Cc. A» SCHNACK JEWELRY 


Nearly « Contry 
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Brand Award and Many Sales 


Keepsake Jeweler Frank O. Hunter of Alexandria, La., Wins 
Certificate of Distinction Award from Brand Names Foundation 



















At the diamond counter of Schnack Jewelry Co., senior partner Frank O. Hunter proudly examines Certificate of Distinction 
awarded by Brand Names Foundation. Consistent advertising and display (note Keepsake Guarantee Certificate plaque 
on counter) of nationally advertised brand-name merchandise brought Foundation Certificate award to store. 


Only Keepsake Jewelers Enjoy This 
Powerful Advertising Support 


1. Full-page advertisements in 11 leading national magazines. 
2. Network TV advertising by Steve Allen on NBC-TV “Tonight” show. 


3. Co-operative advertising in Telephone Directory “Yellow Pages” and a complete pro- 
gram of proven dealer merchandising aids. 


ie oe D Sa F ‘Sm — World's Finest Quality Diamond Rings 





Write today for details about 
the availability of a profitable 
Keepsake Franchise in your area. 


A. H. POND CO., INC, 
SYRACUSE 2, N. Y. 
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A JC-K aid to selling fine JEWELRY 


Sea wt ain: me Sa At ie Aerie emails te treet Nal AOS NR: SRN SOR BESO Bc thon Aaa eens tenance cally, 


by 
JACK 
HARRITON 


Jeweled ends of these 
elegant watches taper 
to cover a large area 
of the wrist. Stone- 
studded attachments 
would complement these 
watches gracefully. 


. 8 
, 
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Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by 
capitalizing on the customer's interest in design. 
By becoming familiar with these designs you will 
be able to sketch suggestions that will impress 
your prospects, You need not be an artist to do 
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this; a pad of tracing paper and some practice 
should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing 
folder for quick reference. They can even be 
framed and displayed in your store. 
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GEM LABORATORIES REVISITED (from page 88) 


slightest indication of a break that would suggest 
that it might be cultured is set aside for a further 
check on an endoscope. 

The endoscope now seems to be used very com- 
monly in the laboratory. A light flash goes across 
the mirror on the end of the needle as it is moved 
in and out in the drill hole of a natural pearl. 
Cultured pearls do not show this, but in addi- 
tion, can be rotated to show a catseye-like streak 
of light escaping from the side of the stone. This 
streak is best viewed in a mirror that is placed 
above the pearl. Of course, if there were then 
still any question, it would be turned over to 
Mr. Webster for an x-ray picture. 

The laboratory has moved to a new address 
since the first visit, and, while the instruments 
are much the same, with the addition of a new 
George Becker aperiodic balance, the space and 
the layout are much improved. It is now in the 
basement at 15 Hatton Garden, and is a busy 
place, with rubies, sapphires and pear! necklaces 
being handed in over the Dutch door every few 
minutes of the business day. 

The most significant improvement, other than 
the addition of more room for four busy people, 
is the provision of a fair-sized room, free of win- 
dows, in which there has been set up a dark-room 


DIAMONDS 
Emerald Cut 


and Marquise 





for photographic work, several ultra-violet lights 
and the x-ray machine. (It is desirable to have 
the latter in a dark place because of the value 
in some tests of being able to see fluorescence un- 
der the rays of the beam). 


Spectroscope a favorite instrument 


The spectroscope is still Mr. Anderson’s favor- 
ite testing instrument, and it appears to be in- 
valuable in his hands in cases where the common, 
but less exacting tests will not suffice. For the 
recognition of certain elements and for the elimi- 
nation of some possibilities, the spectroscope 
seems to have great worth, and it will one day 
merit a separate paper in this magazine. 

However, Mr. Anderson is the first to agree 
that it is not an instrument for the average jew- 
eler or for a beginner. It is, rather, an exceed- 
ingly helpful aid to the expert, giving him an 
easy and precise answer when other approaches 
might be more difficult or even inapplicable be. 
cause of special limitations on the treatment of 
the material. 

There are no other really new instruments in 
the laboratory. One feels, rather, that there is a 
tremendous competence in the use of the regular 
instruments and no real need for anything more. 
The most important help to the jeweler is the close 
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This is a sample elimination page from the gem course given by M. 
G. Gébe! for students at the Paris laboratory. 
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rapport between the manufacturer of instruments 
‘Rayner) and the staff of the laboratory and 
their associates in the trade. 

It has led to the production of the Rutland 
polariscope, the Walton polariscope, the Mitchell 
spectroscope stand, printed spectrum stickers for 
prism and grating spectroscopes, a stamp for 
making one’s own spectrograms, immersion cells 
for better stone examination, and the like. One 
could wish that some American manufacturer 
could be equally amenable and alert to sugges- 
tions. 

The Paris laboratory, similarly, has no changes 
in personnel. M. G. Gébel and Miss Dina Level 
are still chief and assistant, respectively. How- 
ever, the laboratory is much busier now in ed- 
ucational work than in 1948, and has enlarged 
its collections considerably. They received a part 
of the famous mineral collection of Col. Vesignée 
and are putting it to use at once to improve their 
supply of teaching material. 








Laboratory is also a classroom 


The educational work has been expanded to 
the point where it now takes a good part of the 
time of M. Gébel. The class of 70 students is 
working for a degree in gemology. The course 
consists of lectures and practical work, with the 
students divided into two groups, and beginning 
advanced. Each group comes to the laboratory 
—_ t for a talk and practice once a week. The course 

America's smartest-dressed f is both theoretical, with lectures and summaries 
aay hye os ng | | provided on printed sheets drawn up by M. Gobel, 

| Alice and practical, using instruments for the identifi- 
v6 
] , Y 


VOGUE October Ist. BE SURE , 
cation of stones. 


you ve plenty in stock! 
Thru Your Wholesaler Great emphasis is placed on the inclusions 
found within the gemstones—too much from our 


standpoint. Each student is required to draw the 


° | 7 : * . . . 
g | rp PEWELRY COMPANY characteristic inclusion that he finds in a selected 
A __ s ae y +. Ys via a , iJ : 


series of stones, as he studies them through the 
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microscope. This is in line with the great in- 
terest in inclusions that has been developing on 
the Continent in the last few years. Along with 
the spectroscope, inclusion study now occupies 
much of the time of the European gem experts 
like Gtibelin and Gdbel. 

Since the students do not, as a rule, have a 
mineralogical background, it is necessary to give 
them a general grounding in the properties of 
crystals. The charts arranged by M. Gébel (one 
of which is pictured here, with appreciation to 
M. Gébel and the Paris laboratory) permit suc- 
cessive eliminations of possibilities and a narrow- 
ing down of the one in question to a smaller and 
smaller choice, with, finally, an identification. 

It is interesting that there are so many stu- 
dents, and that such a large number is willing to 
devote itself to the minutiae of gemology. It 
would be illuminating if we could test how much 
is actually learned by the end of a course and 
how well the students would do if they were faced 
with one of the real mineralogical curiosities that 
can be encountered. 

One has a feeling, it must be confessed, that 
the average Parisian student would fail as miser- 
ably as the average American student does, for 
the overemphasis on inclusions would be of little 
value in the study of a rare species whose inclu- 


cde 
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sions have either not been studied or which some- 
what resemble those of a much more common 
gemstone. 

A case in point would be the recently marketed 
bronze bery! stars. As inclusions in beryl they 
are most unusual, yet anyone could get the cor- 
rect identity at once with the refractometer and 
all the other tests could at best do nothing but 
confirm an identity and be a waste of time if 
identification is the only goal. 


Study of inclusions serves a purpose 

Inclusion study may find its greatest worth in 
the matter of pointing to specific sources for gem- 
stones. The inclusions of a Burma or Siam sap- 
phire are more or less characteristic for the local- 
ity, and it would be possible for M. GObel or Dr. 
Giibelin to give a reasonably positive locality 
ascription to a stone of unknown origin on the 
basis of the inclusions. 

However, since the mere fact that a sapphire 
positively comes from Kashmir, if it does not 
have the most desirable color, gives it no more 
value than if it came from Ceylon, so, economi- 
cally, such an identification still has little signifi- 
cance. In historical gem research, however, it 
should lead to interesting facts about the sources 
of ancient gems, telling us, for example, if Roman 
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sapphires or rubies came from Ceylon or Burma, 
or even from some now-forgotten source. 

Time did not permit a revisit to Lucerne and 
Dr. Gubelin’s fine laboratory, so we can give no 
report on changes that have taken place there. 
Dr. Gubelin has been the leader in recent years 
in the study of gemstone inclusions, so we can 
guess that he has improved his photographic ap- 
paratus and technique. The Idar laboratory has 
already been discussed. 


Europe effurs students many advantages 

In general, one would say that European stu- 
dents of gemology have an ample opportunity to 
learn the field a little more easily and a little less 
expensively than in America. The London train- 
ing is certainly far more intensive than that avail- 
able anywhere else. 

On the other hand, if one were to go to Europe 
with the idea of studying about gems, it would 
probably be best to go to Idar and work with Dr. 
Schlossmacher, for there one can get the most 
concentrited instruction, live in a nice town, learn 
German better, see all the lapidary aspects of the 
industry, and make business connections that 
might prove very valuable later on. 

It is encouraging to see so much educational 
activity in the gem field. In the long run it will 


New Store Gives Marchal Jewelers, 
New York, Four Times Previous Space 


= 


A black and white color scheme has been used throughout 
Marchal's new store at 745 Fifth Ave., just a few steps from 
the firm's previous location at 719 Fifth Ave. Walls are of 
antiqued mirror and smoky gray carpet covers the floors. 
ilumination descends from indirect ceiling lights and antique 
chandeliers. The exterior is faced in black and white Georgie 
marble. A mezzanine houses executive offices. 





beauties and the worth of gemstones. We can 
expect to see the jewelry trade improve as jew- 
elers come to recognize the importance of real 
knowledge about stones in improving the stand- 


certainly make for a better understanding of the 
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Jeweler Doubles His Display Area 
By Using Two-Level Window Case 


Selma Schloss, jeweler at Pine Bluff, Ark., uses 
a two-level display case in a window. 

The background and trim are gray and white 
and the lower shelf has a step-up which is cov- 
ered with black satin. Against this, many gifts 
including costume jewelry stand out very well, 
according to the dealer. 

The top shelf, which is four feet high, contains 
watches and rings, and over the top of this the 
window shopper can see into the store. 





JUVENILES ARE NOT DELINQUENT (from page 94) 


published by the National Retail Credit Associa- 
tion. It explains the establishment of credit, the 
value of it, how to maintain a good credit record, 
and the general economic reasons for credit buy- 
ing with briefness and clarity. It is attractively 
printed and illustrated.” 

The young people show excellent taste in their 
purchases at Hearns, Weiss reports. Also, they 
are decisive in that they know exactly what they 
want and how much it should cost. The majority 
of their purchases are gifts for parents or friends, 
not for themselves. 

They take their purchases very seriously and 


think the matter over carefully before buying. 
Some come and inquire about quality and price 
and say they want to look around before buying. 
They are encouraged to do this, for when they 
come back to make their purchases, they are quite 
clear in their own minds. This contributes to their 
following through on the payments. 

Only nationally advertised lines are carried, so 
Hearns knows that the kids get their money’s 
worth. 

“To say what items they buy,” adds Mr. Weiss, 
“would be to list most of the things in our store, 
exclusive of diamonds and expensive watches and 
a few other costly items. 

“When they buy for themselves, they usually 
select watches in the lower price ranges, or rings, 
pens or cameras. For their mothers they buy 
single pieces of silver, dishes or appliances. Boys 
often buy lockets and crosses on chains for their 
girl friends, and the girls lean toward selecting 
pencils and pens for the boys.” 

The student charge accounts are advertised in 
the store’s spot radio announcements, and some- 
thing in regard to them is added to every news- 
paper advertisement, no matter what is being 
featured. 

“We believe,” says Mr. Weiss, “that these ac- 
counts are building good will and future business 
for our store.” 
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SHOWMANSHIP IN BUSINESS [from page 90) 
coast-to-coast network—a most effective method. 

To make an idea real you have to interpret it 
in terms of real things—things that people un- 
derstand and accept. In San Angelo, Tex., the 
Holland Jewelry Co. has built a considerable 
business in watch cleaning by dramatizing the 
“distance” a watch runs in 12 months. 

They point out that the customer wouldn't 
drive his car 3000 miles without a change in oil. 
And yet he expects a watch to “run” that dis- 
tance without any attention! A typical advertise- 
ment of this watch repair campaign is headed, 
“3186 Miles Per Year—Without A Change of 
Oil,” 

The text urges watch owners to bring in 
watches for free examination and stresses the 
efficiency of the watchmakers on duty. Here is 
the use of a familiar idea, the “change-your-oil” 
idea, that people understand, to put over a less 
familiar idea. A few oil cans in a window can 


help get this over effectively. 

Many jewelers have cashed in on the props 
available from manufacturers to help demon- 
strate such salient selling points as shockproof 
and waterproof. Typical is the Mido display in 
which a hand and wrist bearing one of the 
watches swings up and down in an 180 degree 
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arc, at the bottom of which hand, wrist and 
watch are immersed in a tank of water. 

Real props and scenery make a window display 
interesting. So many window scenes are unreal. 
Whenever possible make sound part of the 
scenery. If Santa Claus is good for a Christmas 
window, why not the jingle of bells? Or a bit of 
Lohengrin for the June Bride window? 


Jewelers make their displays realistic 

A jeweler in St. Louis put on his own March 
of Time with a realistic series of windows. One 
showed a map of the world, indicating with rib- 
bons the source of various types of timepieces. 

C. D. Anderson Co., Inc. in Salt Lake City, 
Utah, focused attention on their Valentine win- 
dow display by featuring two life-sized manni- 
kins of a couple. Grouped about them were brace- 
lets, pen and pencil sets, rings and necklaces, and 
behind them was placed a large heart bearing 
the single word, “Sweethearts.” 

That you can sometimes have too much realism 
is illustrated in an experience I had in Toronto 
when I spoke to the convention of the Canadian 
Jewellers Association. I had arranged for a girl 
to play a few bars of Lohengrin when I referred 
to the idea of using sound in windows. 


‘Entranced bed the appereny to perform for 


oe ym tes come er + oo 
A ONG SR RT en ene —_ 












"dade Pevent Ne B66001--A eyotheties Gem 


OMblaa Dursfjouy Geum ‘Cn. 


576 FIFTH AVENUE, NEW YORK 36, N.Y. * 


JUdson 2-2922 


distributor of 


INDE STAR* sapphires & rubies 


since the birth of these man-made 
gems 10 years ago 


THESE PROMINENT MANUFACTURING JEWELERS HAVE ADOPTED AND SPONSORED THEM— 


a ae meee 


New York David Kerp Ce., Inc Biock Ring Company Church & Co., Inc. 
Semeei Abramson Knight Mfg. Ce., inc. Clark Ring L. 6. Balfour Compe F. & F. Feiger, inc. 
Barnet?-Shorr, inc irving Kiempert , M. A. Reich & Company Walter E. Hayward co Inc. Larter & Sons, inc. 
sony dovelry Co, fharres Koppe! Ring Co. Ster Ring Mig. Co., inc. T 
en s Cerporation eariman, fac. . Tannenbaum ., Ine. Delics, Texes Pittsburgh, Peansytvante 

Dovideun & Sens Jewelry Co., Philip-Morris Jewelers, inc. * beum 8 Co., Leon Rudberg Jewelry Co. 4 64, 7 Com 

Inc K. Pollshook ation Chicege, tilinols elm & Hohn pany 
J, & H. Piyer, inc. Devid Serkin, inc. The Bell Go.. | Dayton, Ohio The House of Krows, lac. 
Geverts & Co., ine. William Schneider Chi me “4 trek ' Henry F. Shelow 
ohn Glovonnetti Stern & Stern, inc. Ms yr pk 1} bel 5 ty ~ tadlenapelis, lediese Sen Francisco, California 
M. L. Goldfarb Leon Turkus He ae * Ble . : S. M. Mickelson Compeay 


Untermeyer, Robbins & Co., Inc. 


Levis Mopti 8. Leeder 
as 
irvrine Co. Beffaleo, New York 


Merris Kepion & Sons Benstock Ring Mfg. Co., Inc. 


i 


110 


iy & poration 


Mithening cele. a 
Nathen & Berg, 


Goodman & Company 


Newerk, New Jersey 
Acme Ring Mig. Ce., 


Toreste, Canede 
Libmen & Show Limited 


lnc. 
inc. 


THE JEWELERS’ CIRCULAR-KEYSTONE 






































so large and distinguished an audience she played 
the whole wedding march while the embarrassed 
speaker stood patiently. Canadian audiences be- 
ing especially polite, applause followed. Where- 
upon she decided to give Ave Maria as an encore. 

In Wilmington, Del., a store that runs “dime 
days” makes sure to give all change in dimes. 
Never a 50 cent piece—always five dimes. 

By actually sending you a specimen check for 
$150—a check which reads, “Every Month for 
Life’—the Connecticut Mutual Life Insurance 
Company take their endowment policy out of the 
realm of intangibility and make it seem real. It’s 
so realistic, in fact, that few receivers don’t sit 
back and think, “Boy, I wish it were true!” 

It will pay all who have to earn their profits 
through promotion and advertising of any kind 
to give serious consideration to the matter of real 
scenery. Scenery, even if only photographic 
scenery, not only puts the right ideas into people’s 
heads but also prevents the wrong ideas from 
coming in. 

Load your story with realism, and the atmos- 
phere of truth. The simple truth is the most ef- 
fective thing in the world. If you have reality, 
turn it inside out like the silk lining in your 
Easter overcoat. If you can’t display the actual, 
copy Belasco. Use 100 per cent verisimilitude. Not 








J4 per cent verisimilitude. It’s that extra last 6 
per cent in any presentation that saves the 94 
per cent—makes it triumphant! 

Remember—a man standing on the corner 
can't sell a real dollar bill for 85 cents, because 
he challenges realism. Take the hint and give 
your public “the real McCoy.” 

Yes, there’s no fun playing Indian without a 
feather in your cap. Even the kids know it takes 
props and costumes to make a good show. 





HOW'S YOUR SHOWMANSHIP? 


Kach month our autographed copy of SHOW- 
MANSHIP IN BUSINESS is given for the best 
example of showmanship sent in by a reader 
of JEWELER’S CIRCULAR-KEYSTONE. Tell us of 
something you've done — or even something 
_you’ve seen that has helped add that extra 
touch of dramatic interest. 


FREE—The Showmanship Yardstick 


Send a self-addressed envelope for your free 
copy of The Showmanship Yardstick—a 12- | 
point check list of the elements that make a | 
good show. | 
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YEAR-END BONUS PLAN [from page 972] 

a jeweler pays a year-end bonus as a gift, it will 
not accomplish as much as possible in building 
employee loyalty. 

As a general rule, you will find that a year-end 
bonus is appreciated more if it is awarded on the 
basis of merit. Your employees will work harde1 
and be more loyal if they feel they earn the year- 
end bonus you give. 

Some jewelers make payments on the basis ot 
the sales record. If your store is departmental- 
ized, this plan may work well for you. However, 
many jewelers find it is difficult to allocate pay- 
ments with the individual employees on this 
system. 


Basing the bonus on length of service 


Arother plan is to base the bonus on the length 
of service. For instance, if the total time of five 
employees totals 25 years service, the bonus would 
be paid on the basis of 4 per cent of the total bonus 
for each year of employment. With a store bonus 
of $2000 a one-year employee would receive $80, 
a five-year employee, $400, and a ten-year em- 
ployee, $800. This system puts extra emphasis on 
employee loyalty and reduces labor turnover in 
the business. 

Still another plan is to use the year-end bonus 
to provide encouragement. A new employee, who 
geems to have plenty of potential ability, is given 
a sizable bonus at the end of his first year. The 
theory of this is that he is encouraged to do a 
better-than-ever job the next year. 

Use a little showmanship when you distribute 
the bonus. This, of course, does not mean that a 
jeweler should hire a brass band when he presents 
his employees their bonus. But, a little quiet cere- 
mony will make the employees feel that they are 
actually getting something over and above their 
regular salary as a bonus. 

One jeweler, for instance, gives his year-end 
bonus in the form of certified checks. It carries 
added weight with the employees. 

Another jeweler always passes out the bonus 
checks in private. This provides an opportunity 
to add a few personal words of thanks to the cash 
bonus he gives his employees. And, it tends to 
keep the amount of the bonus on a more confiden 
tial basis in the organization. 

Contrast these ideas with a bonus that is in 
cluded in the regular pay check. The employe 
knows there is a bonus, but it takes a little figur- 
ing to arrive at the amount that is extra. And, 
with income tax and social security deductions, 
the amount of the year-end bonus is not as im- 
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A Window With an Eastern Flavor 








One of the more unusual windows among downtown Denver 
stores during the 1955 Christmas season was this display by 
jeweler Donald Pick, on Court Place. Featuring star sapphires 
as Christmas gifts, Pick used an oriental doll, seated on a red 
satin pillow, in front of a model of the Taj Mahal. 














pressive as it would appear to be otherwise. 


Year-end bonus plans do not cost as much as 
you might think. And, when the long term bene- 
fits of better employee relations are considered, 
the expense becomes an investment in the future 


success of your jewelry store. 
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This medallion, not limited to a single creed, and mad 
famous during World War II as a special guardian of air 
travelers, is available again for the first time since 1946 
Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt gold 

5.5. medallion and I4Kt. gold medallion on S.S. and I4KAt 
gold Horseshoe key chains 

S.S. medallion and 14Kt. gold medallion on 5.5. and I4Kt 
gold Clips 
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TELEPHONE: COLUMBUS 5-5751-2 | bonus is appreciated more if it is awarded on the 
| basis of merit. Your employees will work harder 
and be more loyal if they feel they earn the year- 
end bonus you give. 

Some jewelers make payments on the basis ot 
the sales record. If your store is departmental- 
ized, this plan may work well for you. However, 
many jewelers find it is difficult to allocate pay- 
ments with the individual employees on this 
system. 


Easing the bonus on length of service 


Another plan is to base the bonus on the length 
of service. For instance, if the total time of five 
employees totals 25 years service, the bonus would 
be paid on the basis of 4 per cent of the total bonus 
for each year of employment. With a store bonus 
of $2000 a one-year employee would receive $80, 
a five-year employee, $400, and a ten-year em- 
ployee, $800. This system puts extra emphasis on 
employee loyalty and reduces labor turnover in 
the business. 


Still another plan is to use the year-end bonus 
to provide encouragement. A new employee, who 


seems to have plenty of potential ability, is given 
a sizable bonus at the end of his first year. The 
theory of this is that he is encouraged to do a 
better-than-ever job the next year. 

Use a little showmanship when you distribute 
the bonus. This, of course, does not mean that a 
jeweler should hire a brass band when he presents 
his employees their bonus. But, a little quiet cere- 
mony will make the employees feel that they are 
actually getting something over and above their 
regular salary as a bonus. 

One jeweler, for instance, gives his year-end 
bonus in the form of certified checks. It carries 
added weight with the employees. 

Another jeweler always passes out the bonus 
checks in private. This provides an opportunity 
to add a few personal words of thanks to the cash 
bonus he gives his employees. And, it tends to 
keep the amount of the bonus on a more confiden 
tial basis in the organization. 

Contrast these ideas with a bonus that is in 
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One of the more unusual windows among downtown Denver 
stores during the 1955 Christmas season was this display by 
jeweler Donald Pick, on Court Place. Featuring star sapphires 
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This medallion, not limited to a single creed, and mad 
famous during World War Il as a special guardian of ais 
travelers, is available again for the firet time since 1946 


Comes in dime, quarter and dollar sizes in bronze, sterling 


as Christmas gifts, Pick used an oriental doll, seated on a red 
satin pillow, in front of a model of the Taj Mahal, 










silver, gold plate and I4Kt. gold 

S.S. medallion and 14Kt. gold medallion on 5.5. and 14K 
gold Horseshoe key chains 
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Year-end bonus plans do not cost as much as 
you might think. And, when the long term bene- 
fits of better employee relations are considered, 
the expense becomes an investment in the future 
success of your jewelry store. 
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SALESMEN 
WANTED 


for the fastest growing 


watch line in America! 


CROTON NIVADA GRENCHEN 

Famous for self-wind and 
waterproof watches, offers the best 
values today Croton Nivada 
Grenchen watches make sales with 
less effort ... offer finer quality at 
lower cost and larger profit... truly 
the value buy today. 


Sold and serviced in 95 coun- 
tries throughout the world since 1878. 


We are going places — in a 
hurry! We are giving the consumer 
value he can recognize. We are tell- 
ing him about it with aggressive 
national advertising. And we believe 
in working closely with the retail 
jewelers. 


Here is an opportunity for ag- 
gressive go-getters! Interviews will 
be arranged by mail, send photo and 
resume of past experience, earnings 
for past 5 years. Drawing against 
commission. All replies held in strict 
confidence. 


CROTON 


WATCH CO., INC, 
404 Fourth Avenue 
New York 16, N. Y. 
MUrray Hill 9-4445 











Flatware Place Settings Displayed in 
Wall Plaques With Concealed Lights 
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An unusual method of displaying and storing 
silver flatware is embodied in a fixture used by 
Black, Starr & Gorham, Inc., 594 Fifth Ave., New 
York City. 

A series of 36 cherrywood plaques, each con- 
taining a different place setting and pattern, is 
mounted along one wall, giving a floating effect 
to the display. Each pattern is tagged with a 
hand-engraved silver plate for quick identification 
and price. 

The fixture offers the customer the opportunity 
of studying the patterns and comparing them 
easily. Removal trays behind sliding cabinet 
doors beneath the display hold a complete line 
for each pattern. 

The trays may be placed on adjoining tables 
for closer appraisal by the customer. The display 
is lighted by concealed background fluorescent 
and spot lighting. 





CHINA AND STERLING SELL [from page 96) 
variety store, a retail store or an office. She saves 
her money until she gets her set started.” 

Mr. Beaudet finds that business in china and 
sterling is not affected by depressions and reces- 
sions. It shows activity every day regardless of 
the closing of mills or short-time employment. In 
fact, when other lines decrease, china and sterling 
increase, he has found. 

It’s the sterling that brings the girls into the 
store and the pattern that does the selling. They 
like to have many patterns to choose from, and 
Mr. Beaudet stocks large selections. 

After the sale of the silver, the transition to 
china is easy: the one sells the other, he reports. 
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“Tackling the Tough Jobs” Brings 
Volume Business in Special Field 


In Belleville, Illinois, jeweler Carl Blanquart 
reports that he has stimulated watch-repair vol- 
ume by about 37 per cent simply by challenging 
chronometer owners to test his services. 

A small sign in the window of the store, on 
Belleville’s busy square, points out “We Specialize 
in Chronographs and Complicated Watches!” 

Below the sign, Blanquart displays a dozen fine 
imported chronometers which, he has found, are 
no longer a rarity, even in an Illinois city with 
less than 35,000 population. 

Not the least important factor in maintaining 
a profitable volume of chronometer repairs is the 
presence of the U. S. Air Force’s huge Scott Air 
Force Base a few miles away. 

Flight personnel of the Air Force lean heavily 
toward chronometers, and most of them are wary 
of submitting their watches to “any jeweler” for 
repairs. Consequently, the “We Specialize” sign 
has brought a steady flow of expensive chronom- 
eters into the Blanquart shop. 





Among wealthy natives of India, tiny diamonds were 
once sprinkled from a white cloth over the heads of in- 
fants during the ceremony of naming, to keep it pure 
and virtuous. 
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“Position Is Everything in Life”- 
It Even Boosts Sales of Baby Gifts 


When Paul DeF rank, an executive of Elliott's 
Jewelry Co., Biloxi, Miss., learned that the birth- 
rate in his area had hit an all-time high, he de- 
cided that something should be done by his firm 
to cash in on this development. 

In consequence, he did a very simple thing. He 
moved the display of baby gifts from its counter- 
case, where it had been languishing for years, to 


opposite the store’s service 


a wallease directly 
desk. Here, he reasoned, 
would have to pause, either for gift-wrapping, or 
to make a charge-account payment. A simple, 
well-lighted display at that location would be 
bound to attract a good deal of attention. 


nearly every customer 


Baby gift sales up 75 per cent 


How right he was is proven by the fact that 
sales of baby gifts at Elliott’s during the past 
year have gone up 75 per cent. 

Mr. DeF rank noted that “. . . there 
thing as a typical baby gift purchaser. 
tomers in the store for watch repairs, to 
themselves a pair of cuff-links, costume jewelry, 
etc., exclaimed with satisfaction over the baby 


is no such 
Many cus 
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This wallcase display of baby gifts at Elliott's helped boost sales 
of the line 75 per cent. A larger inventory, plus the placing 


isplay i trategic, well-lighted location, d 
of the new display in oo a ita kant at Imported directly from 

















- :, H K j ted 
gift dislay, asked to see two or three items and te Mies. Reaper Mecca pence 


wound up adding a gift to their purchases... . in our factory 
We found that we were selling baby gifts to peo- 
ple of every description, entirely because the dis- 
play commanded so much attention that practi- ART-CRAFT JEWELRY C0. 
cally no visitor to the store could overlook it.” 
1 West 47th St. New York 19, N. Y 


Pearl divers train themselves to stay under water up 











to two minutes. The average dive time is 60 seconds. 
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ROUNDS 
TAPERED BAGUETTES 
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MARQUIS! 62 West 47 St. 
AMSTERDAM 


NEW YORK CITY 36. NY 
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PREFORMED PARTS INC. 















famous ' 
for our 
‘SCHULER”’ 
patent 
od stab! 
Rar | Clip ° Famous for over half a century for 
—. | exquisite gold jewelry, distinctively 
| styled with the “custom look” 
; } ond priced to sell on sight. 
4 . 
’ 
Al | * Preformed Parts inc. 
| associated with Geo. Schuler & Co., Inc 
re 
“| - | Factory and Office: 
| = 520 Bediord Road, Pleasantville, N, Y 
¢ ' ; New York Seles Office: 
¢ S 7 515 Madison Avenue, New York 22, N. Y 








A ee ane " ——soeeee (5 a nny eee een 























Rhodium Plating for jewelry offers the advantages of whiteness, 
lustre and corrosion resistance... 

For electrical and other applications: protection from corrosion in 
ait or unusual conditions . . . Particularly recommended for printed 
circuits and contact surfaces ... 

Can be applied to many surfaces from less than one to one hundred 
milligrams per square inch... 





U. S. BUSINESS CENSUS (from page 68) 


general merchandise and department stores, 
$10.60; eating and drinking places, $7.70; lumber, 
hardware, building material outlets, $7.70; apparel 
and accessory stores, $6.50; gasoline service sta- 
tions, $6.40; home furnishing and appliance 
dealers, $5.10; drug and related stores, $3.10; 
door-to-door salesmen, mail order houses, vending 
machines, $2.60; 23 other types of retailers, plus 
jewelers, $9.40. 

This situation was not unique with the jeweler 
by any means. Many other retailers did not get 
a bigger share of this $100 pie — many more 
earned less. The only groups that increased their 
percentages in 1954 over 1948 were the automo- 
tive, food and non-store retailers. 

At first glance it would seem that more and more 
so-called “luxury” money is being spent for shiny, 
new automobiles. Another suggestion is that in our 
present expanded economy, the line between “ne- 
cessity” and “luxury” has begun to blur in the 
consumer’s mind. A host of other reasons, many 
of them conflicting, have also arisen in jewelry 
circles. 

The whys and wherefores 

A case in point is the recent statement by a 
prominent Michigan jeweler who said that the 
jewelry store has suffered irreparable harm from 
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handling unrelated “promotional” merchandise 
such as towels, power saws, lawn-mowers and 
other products. His argument was that these items 
cause the jeweler to lose his commercial identity, 
his traditional prestige. 

At the same time, a highly successful jeweler 
in Louisville, Ky., declared that, on the contrary, 
most jewelry stores were too slow to sell such 
merchandise and thus increase store traffic. He 
said he would sell any item that would help open 
an account. Both of these views are widely held. 

Another factor is the “discount house,” that 
often can undercut the jeweler with off-brand 
merchandise or by buying in quantity. Adding 
weight to this threat, to cite one example, is the 
fact that discount houses have mushroomed in 
Washington, D. C., where jewelry sales have gone 
down by some 10 per cent. The sale of many tra- 
ditional jewelry store items in grocery, drug and 
variety chains has also had its effect. 


The regional picture 


Whatever the reason, or combination of rea- 
sons, for the jewelers’ position today, the Census 
Bureau figures for 1954 indicate that these forces 
have reacted differently on different sections of 
the country, bringing about dramatic changes in 
the distribution of retail jewelry sales. 

The Government reveals that jewelry sales in 
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Send for your copy of a new catalog of Fisher 
charms and assortments. This illustrated pamphlet 
shows a cross section of Fisher's fine charms, 
selected for general use. Keystone pricing enables 
you to use it over the counter. (The Fisher line 
is sold through wholesalers only.) |}. M. Fisher 


Company, Attleboro, Massachusetts. 








the sparkling, decorative memory 
books with the twinkling jeweled 
covers. Studded with rhinestones, and 
gold and silver leaf designs in:a 
profusion of pretty pattern: 


IN A COMPLETE NEW LINE 


® ANNIVERSARY BO! 
> (,ifT Mi jt pM * 
— : mie 


AND COMPANY 


PUBLISHERS * NORWALK, CONNECT 
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— BRACELETS 


is eth sae x A 


Ei 


MARCASITES 
HAND-SET 
IN STERLING 


Display, sell and profit 
with lodies’ new watch 
attachments that are ex- 
elusive and originals! 
These exquisite watch at- 
tachments created by 
Kimier & Doniel, well. 
known menvtfacturing 
jeweler specializing in 
morcasite jewelry, hove 
the oppeal and luxurious 
styling of diamond brace. 
lets. An added selling feo- 
turer they expend to fil 
the wristl 
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la wy , 


Each K&D marcasite ex- 
ponsion watch bracelet is 
pockaged in a beavtiful 
gift-presentation box, svit- 
able for all gift occasions. 


WRITE TODAY for 


DESCRIPTIVE FOLDER and ORDER BLANK 


F * E E WINDOW DISPLAYER... 


MAT ADS and CATALOG 


K wilor (y 


CANAL 
[aan 62, UN. CY 


STREET 
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New England have bounded ahead by 26 per cent 
as contrasted to the overall national increase of 
16.4 per cent. 

Meanwhile, in the South Atlantic states, jewelry 
sales have jumped 25 per cent, possibly because 
of the influx of new industry from the North. 

Sales in the Middle Atlantic states including 
New Jersey, New York and Pennsylvania in- 
creased a scant 3.8 per cent in 1954 over 1948. 

In fact, dollar-wise, the middle Atlantic states 
have dropped out of first place .in jewelry sales 
volume for the first time in the history of the 
industry. More retail jewelry was sold during 
1954 in the East North Central states, which in- 
clude Illinois, Indiana, Michigan, Ohio and Wis- 
consin. It is significant that these states not only 
led the nation in jewelry sales during that year, 
but also in dollar volume in all types of retail 
merchandise. 


Story of the states 
It comes as no surprise that New York State 
had the highest dollar volume in 1954 with a total 
of $148,907,000 in retail jewelry sales. Other 
bright spots in the big picture were California, 
ranking second in jewelry sales, with a $140,547,- 
000 dollar volume and a 25 per cent increase over 
1948. Texas became the third state in dollar vol- 
ume with $91,773,000, a 28 per cent increase. 
From the standpoint of percentage increase 
alone, the following states led the nation: Ari- 
zona, 51 per cent; Nevada, 47 per cent; Georgia, 
45 per cent; New Mexico, 43 per cent; Florida, 41. 
The sharpest decreases among the states were 
South Dakota, minus 11 per cent; Washington, 
D. C., minus 10 per cent; New Jersey, minus 6 
per cent; Nebraska, minus 5 per cent. 
State-by-state statistics, showing the percent- 
age of gain or loss, appear on page 69. 


From thought to action 

While the newly released Census of Business 
figures give the jeweler an overall, panoramic 
view of his industry, still the problems which 
they reflect on a nation-wide scale are being en- 
countered again and again behind thousands of 
individual jewelry store counters. Realistic steps 
toward their solution are being taken and are 
clearly reflected in the newly adopted merger plans 
of the NJA and ANRJA. 

The positive value of “Operation Cherub” and 
other consistent efforts at industry unity, includ- 
ing co-op buying programs, have been discussed 
at length in seminars and meetings in many cities. 
(See NJA Convention story in news section.) 

It is axiomatic that progress must bring prob- 
lems in its wake and the retail jeweler is more 
alert than ever in his efforts to solve them through 
unity and progressive merchandising. 
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Continued from page 75 


Here is how Paris wears clips, and how you 
can make suggestions to your customers: 


Balmain—Just inside the coat or cape, against 
fiat fur lining or handsome contrasting satin. 


Dior—On a velvet band across the forehead, or 
standing straight up, center front. New pair: 
cluster brooch for the hairline to match another 
on a neck chain. 


Madeleine de Rauch—Up the long sleeve of a 
suit or velvet dress. One to three may be worn. 
(Sometimes in better taste on sleeve than on 
bodice, especially if customer is heavy through 
bust.) 

Any bowknots in stock? Get them out, polish 
up, display with bows of velvet ribbon, silk ribbon, 
narrow black lace, flat fur, tulle. Sign: “Bows 
on all Paris dresses now. Our bow-brooches al- 
ways fresh and crisp!” 
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Paris Fashions Collections 


The Action Display Way 
to B-O-O-S-T 


Your Sales 


[ZAZZJ Roto-sho 


MODEL SM-10 ELECTRIC TURNTABLES 
EACH 


$995 


List Price F.0.8., 
L. 1. City, NM. Y. 








LOWEST PRICE EVER 
FOR A UNIT OF THIS KIND! 


Motion makes money for you. Kasson Roto-Sho turn- 
tables focus attention on your merchandise, make 
passers-by stop, look, BUY! Place Roto-Sho turntables 
on counter tops, windows, selling floors; these automatic 
salesmen make money for you. 


MODEL SM-10 ROTO-SHO JR. 


¢ Costs only “id a day to run. 

* Lightweight, sturdy, carries up to 10 Ibs. 
* Revolves 3 times a minute. 

* 110 volts, A.C., 50/60 cycles. 

¢ All steel construction; UL approved cord, 


MAKE FULL USE OF 
AVAILABLE DISPLAY SPACE! 
<< or Sime 





Special Roto-Sho jr. 
Build-up Unit 


EACH 


$7150 


List Price F.0.8., 
L. 1. City, N.Y. 













Includes: - 
1 SM-10 Roto-Sho Junior 
electric turntable 

1] — 12” diameter disc* 

| — 14” diameter disc* 

*Tier discs made of sturdy, lightweight 
V4” Masonite; silver crackle finish. 


DELIVERY OUT OF STOCK 
IN 24 HOURS 


All KASSON Roto-Sho units are backed 
by a 10-day money back guarantee! 
Caen VORTAT  —SERN ERRNRIE tRERNIR  cremea N m 


Ljustsated Caiaiog 








Gentiemen: Please send me JCK % 
‘) MODEL SM-10 Kasson Roto-Sho irs. @ $8.95 


7 
| 


() MODEL SMP-70 Kasson Roto-Sho ir. Build-up units @ $11.50 


| 
‘) FREE iiuetrated catalog showing Kasson RoteSho bulid-up i 
fixtures, sheleton and ceiling turntabies, and prices. 

Enclosed is my [) Check [) Money Order for $............ | 
My Name 

SOME . ccosccccsocecoses 

Address... | 
Bivccccccoccceeveseects roccese cede css ED eoe 


KASSON DIE & MOTOR CORP 
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CASH for Your 
Surplus Silver 


We will pay cosh for any of your sterling patterns 
~«<any quantity, large or small — active, inactive, 
obsolete, new or used. 


We ore particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with jewel- 


ors who receive calls for older sterling patterns thot 
ore no longer available. 


Reference: Jeweler's Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 























EUREKA CHESTS MAKE FINE GIFTS 


Some retail Jewelers are profiting handsomely by pro- 
moting chests as gifts. Are you, perhaps, overlooking 
this opportunity? 


THE MONARCH 
2 Drawer Chest 
Genuine Solid Mahogany Throughout 


Lined with Pacific Silver Cloth 
ilustrated leaflet and prices sent on request for completes 


EUREKA MFG. CO. TAUNTON, MASS. 


Since 1926 
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Paris Fashions (from preceding page) 


Chanel 


Chanel in chains! She loves them and wears 
them herself. Wonderful with tweeds and jersey. 

Sketched: Gold-colored waist chain with long 
end and plaque to slip in skirt pocket. Necklace 
links, gold and pearls; one long end tipped in 
giant drop-pear|s to rest on shoulder. 

Make up your own combinations, like Chanel’s: 
Large chain and plaque for neck, slightly smaller 
size for wrist. Long chain to drape across bodice, 
caught up with harmonizing clip. Chain and 
pocket-piece for young girl’s tweed jacket or 
blazer. 


wr 
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Cartier 


shortener for real pearls and it really 
works! Cartier’s little ornamental clip-over device 


New 


in platinum and diamonds. May contain just a 
few brilliants or assume larger form with fancy- 
cut stones. Use pearls of any length—transforms 
them into loop necklace. Offered only in Paris 
store as yet. 
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Paris Fashions 


Di 
10r 

You have clusters! Paris has clusters! Every- 
body has clusters! Promote them, even if only a 
few cluster rings. Dior shows 18th century French 
cluster necklaces with the most modern of sheath 
evening gowns. 

Lanvin-Castillo: oblong clusters of red stones 
bordered by brilliants, two of these at center front 
of pearl choker. Also large oblong cluster with 
“neanut pearl” drop, worn on bodice as brooch. 

Fatih: clusters of turquoise enamel and gold, as 
many as 11 clusters forming yoke necklace. 

Balmain: Edwardian brooches, big as your 
hand! Faceted stones, dubonnet-colored, bordered 
in white. 





To You From Paris 
Display Ideas 


Show your finest clips against black persian 
lamb: borrow a small piece from a furrier. All 
flat furs are Paris fashion, especially for trim- 
mings. 

Show them against a big maple leaf cut from 
brown velvet. 

Show them against violet velvet ribbon bows; 
ribbon should be at least two inches wide. 

Show them against gold or silver brocade: pin 
the jewel on a small evening bag. 

Do one whole violet-purple window. This was 

PLEASE TURN PAGE 
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Stainless Steel Blades 


by “Woethamplon 


For New Goods or Repairs 





A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 








NORTHAMPTON CUTLERY COMPANY * 


NORTHAMPTON @ MASS ESTABLISHED 1th71 
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SHOW! . 
PLACE!... 
and WIN! 





Just show College 
Seal's sale-packed ring 
catalog to students. . — 

place your order aS a 

and win bigger and JGavaet/ 
better profits! There is 
no investment, no in- 
ventory problem with 
College Seal's catalog 
selling plan. All you 
need is a few inches 
of counter space to 
display the FREE point- 
of-sale material and 
you're in business. 
You'll get the fastest delivery on rings in the trade, for 
any accredited four-year college in the United States. 
You'll ring up sale after sale with College Seal designs 














No minimum order! No die charge! 


Write today for complete information 
ond selling aids. 


Also available: 14K Gold Seals and Charms 
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C) gt / Whi /, Paris Fashions (from preceding page) 

rigina thimoto [earls tn. surprise color of the fall collections. All 
shades from mauve (this has a pinky cast) to 
purple are in fashion. Use fabrics: wool, velvet, 
satin. Use grapes, plums, asters. Or use only 
small bunches of artificial violets tied with narrow 
purple ribbon, and your jewels. 

Sponsoring purple in Paris: Lanvin (Castillo), 
Patou, Balmain, Desses. 

Chiffon is the most important evening and iate 
day texture. Buy six chiffon handkerchiefs in 
pastels resembling sweet-pea colors. Drape them 
as background for diamonds. 

Any gold chains, plaques, charms, bracelets in 
stock? Go to any men’s tailor and borrow 
swatches from his books of fine pepper and salt 
tweed, striped worsted, navy flannel, beige or 
brown homespun. 
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KIMOT ARL PAGODA MADE OF DUPLICATE of F is ; ’ ¢ckles again, but 
MI Me O n L Paeees Bare er, Pee d ook! Something new to sell! Buckles again, b 

coo AND 12760 MIKIMOTO DELPHIA WORLD with brooch-backs. Wear many places, back or 
PEARLS FAIR, 1926 figgars> tae , , 

front of waistline, at top of slit in evening skirt 

" | ‘ 

K. MIKIMOTO A CO.. Lid. and at back of decollete. Fath matches big buckle 

2 WEST 46th STREET for waistline to buckle on necklace and buckle ear 

NEW YORK 36, N. Y. clips. Another combination: square buckle-brooch 

StUdson 6-6002-5 for hat, another for necklace and another for 











necklace. 
Coming back slowly: marcasite and cut steel. 
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Steel Shelled Nobk Packaging” 
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Write for 


Particulars 


IF, H. NOBLE & COMPANY 


Manutacturers Since 1876 

. a re 59 WEST 59th STREET 
ranch aies Otfice , 

S4 W hte Ny New Y ork ( hil AC 7) r i. ILLINOIS 
W Alker 5.2056 or 5.2087 WEntworth 6-013! 
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Paris Fashions (conclusion ) 


Paris Dressmakers 


Some of them are well-known to your customers, 


including especially those whose names are widely 
advertised through their perfumes. This list will 
be useful in talking fashion at the jewelry 
counter, in preparing signs and advertising etc. 


BALENCIAGA (masec, ha-len-see-AH-ga 
BALMAIN (mase. ) bahl-MAN 
CARVIN (fem. ) ear-VIEENN 
CHANEL (fem. ) shan-k LI, 
DESSES (masc, ) DitS-say 

DIOR (masc, ) ad’yor 

FATH (firm) FAH 


Since the —_ of Jacques Fath, this House ts 
operated by Madame Fath. ) 


GRIFFE (mas. GRE! 
HIVENCHY (maAsc., zhee-vahn-shee 
TA ‘QU hs HEIM mAasc zhahk-HIME 
LANVIN (Castillo firm lawn-VAN (kas-Thk-voh 
Mme. Lanvin has been dead for some years. 
M. Castillo, formerly with Elizabeth Arden in 
New York, is now head designe 


MADELEINE DE lem mah-deh-LEHN de ROSHE 
RAUCH 
PATO firm pah- Tt MH) 


RAPHAEL rah-fah-k LL, 


‘maa 


Paris Jewelers 


Some of these are the most creative in precious 
jewelry and watch design. It should be under- 
stood that many of the dressmakers design and 
sell their own lines of fantasy jewelry. However, 
they often show their collections with diamonds 
and other precious stones. 


BOLVIN bwah-VAN t Avenue de l'Opera 
BOUCHERON boo-sher-OON 26 Place Vendome 
BRY BREE 15 Rue de la Paix 
CARTIER cart-YAY 13 Rue de la Paix 
CHAUMET show-MAY 12 Place Vendome 
DJY FRINGHIAN _ jee frang- 16 Place Vendome 

ge YAWN 


DUSAUSAY du-80-SA ¥ 11 Boulevard des 
(apucines 

12 Kue de la Paix 

% Place Vendome 
20 Place Vendome 

0 Rue de la Paix 

7 Rue de la Paix 
20 Place Vendome 

i3 Avenue de Opera 
22 Piace Vendome 


GERDER 
LACLOCHE 
MAUBOUSSIN 
MELLERIO 
PARMENTIER 
PATEK PHILIPPE 
STERLE 
VAN CLEEF & 
ARPELS 


zhair-DAIR 
la-K LOSH 
mo-boo-SA N 
mell-AIR-yoh 
par-men-T’Y A y 
paa-tek-fill kkP 
ster-LAY 
Pronounce as in 
Eenglish but do 
not sound final s 
veh-VARE 


VEVER 14 Rue de la Paix 


NOTE: In the preparation of this article, Miss 
Dignam worked closely with Summers Studio, 
41 E. 38th St., New York, where the artwork was 
prepared. The sketches were made from notes 
Miss Dignam jotted down after she left the Paris 
showrooms, for there, no one may use even a 
pencil. The pieces of jewelry shown on these pages 
are suggestive, rather than actual. 


FOR SEPTEMBER, 1956 





Write for booklet — tells the 
“baside story” of tepwotches. 
iMustrates spore parts compe:rtment 
Shows whot te jook for in 

@ timer Complete thorough, interesting 
Must reoding for users of slopwotches 
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Stopwatch of Split-Second Accuracy 







AS 











mush Full information, catalog, wholesale price list 
and illustrated booklet 


CLEBAR WATCH AGENCY:+15 W. 449% 5?.. NY. Je 


Name. Sey 
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Presenting the 


EXECUTIVE 





The Quality line 
priced to sell, 


A King-size valve ina 
Sterling Cigarette Box 


#1 — 4” long, 3%" wide, | 

1%” high $29 50 Number six in the series ol 
12 — 6%" long, 3%” Smith & Smith quality sterling 
wide, l “A a high $42.00 hoxes. bY, ad long, 4 i tg wide, 


#3 — 4% long, 3%" wide, 24,” high. Sterling through. 


214" high aonenes out, even the bottom, and not 
4 — 6%" long, SK” weighted. Cover gold lined. 
wide, 2%" high $52.50  .. 

Cedar lining divided in three 
9s — BH" long, 3%" 


sections for King size and reg- 
ular cigarettes. Capacity 150 
regular. 


wide, 14%” high $59 00 


4 prices retail and 
include tar 


Prices subject to change without notice 


smith & smith 


NORTH ATTLEBORO, MASSACHUSETTS 





Write for catalog 
of complete 
Smith & Smith line 


125 





| Special ‘Air-lift’ of Watches 
| Saves the Day for Iowa Jeweler 


Crowning 
Touch 
by GUSTAV 


GUSTAV Swedish stainless 
tableware is a full line of low 
priced, quality merchandise on 

which you enjoy @ profitable vol- 

ume of business. The three ex- Pilot Roy Timm receives direct-reading watches from Elgin em- 

quisite patterns—SICGNE, INGRID and ployee Jack Claghorn. Timm flew to Elgin's plant to bring 

ANITA Pattern ANITA—are simple and modern in two of the new watches back to Dana Bushong, Fort Madison. 
design, hand-finished with a luxurious dull sheen, and priced to 
fit the average purse - “On the wings of eagles” was the way a Fort 


Stainless steel flatware has moved from the kitchen to the dining , , 
table. Prepare for a big stainless steel flatware year . . . order | Madison, Iowa, jeweler recently filled an orde! 


GUSTAY patterns for your store. | for watches of which he had no more stock. 


A wide selection of well designed serving pieces is available in | . , ~ es > ' ‘ , ; 
all GUSTAV patterns The W. A. Sheaffer Pen Co. want d two direct- 
IMPORTED EXCLUSIVELY BY | reading watches for awards at its annual sales 


PROGREDO TRADING COMPANY _ conference. But when they placed an order for 
550 Fifth Avenue New York 36,N.Y. | them with Dana Bushong, Inc., it turned out that 


Write for | our generous promotion plan 
Se the jeweler was sold out. 

Nothing daunted, Bushong contacted the Elgin 
National Watch Co. and explained his predica- 
ment. He was told that Elgin would make a spe- 
cial effort to procure the watches for him if he 
.G ney would arrange for their transportation. 

NEW oka - Ke ee | Less than four hours later, pilot Roy Timm 
— - a | landed at the Elgin airport, where he was met 

saat i | by Jack Claghorn, assistant manager of special 
: , | sales for Elgin. As Claghorn gave the watches to 

400 | the pilot, he told him that they had just been 

j | taken off the production line and inspected. 
DAY . | A two-hour flight back to Fort Madison was 
: | all that was needed to close the deal. 








CLOCK oes : | Jeweler Makes Combined Display 
| | | Of Hollowware, China and Flatware 


valitt: : : : Coordinated hollowware -china- flatware dis- 

ail nig plays have attracted considerable attention at the 

. ra. we ons 10 Hess & Culbertson Jewelry Co. Inc., St. Louis, Mo. 

RETAIL eae Clarence Henry, of the firm’s sterling depart- 

3 ment, hit upen the idea of making up such dis- 

$29 95 | , | plays to give prospective customers a better idea 

; | how the pieces would appear on her table. 

Henry chose a dozen patterns of china and 

SEND FOR NEW PRICES AND CATALOG made up a setting of each, with appropriate flat- 

HENRY COFHLER a INC ware pieces, He then mounted them on individual 

7, . panels and displayed them along the back wall of 

FO FIPTN “AVENUE NEW YORK 3, N.Y the 20-foot display case which flanks Hess & Cul- 
Aen a bertson’s sterling silver department. 
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“Loan-Out” Tableware Displays 
Pay Off for Colorado Retailer 





Displays such as this, set up by L. Cook in a neighboring 
furniture store, have contributed substantially to sales of china, 
flatware, and stemware. 


L. Cook, jeweler of Grand Junction, Col., is in- 
creasing his sales of open stock dinnerware by 
lending it out to other stores which display it in 
their windows. 

The benefit works, of course, both ways. A fur- 
niture dealer can promote a dining-room suite 
much more attractively if the table is properly 
set. In actual practice, more than one customer, 
pleased with the overall effect, first buys the fur- 
niture then immediately walks down to the Cook 
store to buy the table setting. 

Mr. Cook enlists the cooperation of his fellow 
retailers by simply selling them on the idea. Of 
course, he assumes full responsibility for packing, 
transporting and setting up the floating displays, 
and for keeping them properly dusted and em- 
bellished with fresh flowers. 

Grand Junction has a population of more than 
20,000, one-quarter of them government people. 





Wishing Well Service Provides 
Many Valuable Newcomer Prospects 


Salick Jewelry Co., Watertown, Wis., a 104- 
year-old firm, subscribes to a Wishing Well Ser- 
vice which contacts brides and grooms, parents 
of new babies, and newcomers in the area. 

Salick’s gives the babies free rings—which 
often brings the parents to the store to buy 
other jewelry and gifts. Brides get a bride’s book 
and jewelry cleaner free of charge when they 
present a card from the welcoming hostess to the 
store, where no time is lost in telling them about 
merchandise and services. The store also issues 
a card to newcomers in the area, entitling them to 
a free jar of jewelry cleaner. 

Sam Luchsinger, assistant manager, reports 
that the welcoming service gets the store in touch 
with people at the most propitious time, and many 
of them become very valuable customers. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 
Silverman 


A WIDOW SPEAKS HER MIND 


We just completed a sale for Mrs. Ed Wendling 
of Richmond, Indiana. 





Mrs. Wendling lost her husband and had to sell their 
jewelry store. | was called into conterence with Mrs. 
Wendling and her administrator 
president. They showed me an offer of 75¢ on the 
dollar. | advised them NOT to sell, It took some 
doing but they finally agreed with me, that if the 
store was worth 75¢ on the dollar to the liquidator 
for sale purposes, it certainly was worth the same to 
them and we conducted a sale in July for 20 days. 


RESULT—Much better than $ for $ after ex- 
penses and after our commission-plus we sold 
the fixtures, machinery, etc., so that it was a 
complete sell out. Yes! at least $6000 more 
than if they had accepted the original offer. 


a local bank vice 


Mrs. Wendling’s letter to us follows: 





Ed. E. Wendling 
Jeweler 

933 Main Street 

Richmond, Indiana 


August 7th, 1956 


Silverman. 


Deor Mr. 


| wish to thank you for the successtul sale 
you put on for me. Everyone has told me they 
never saw a more complete sell out for which 
| am very thankful. | know | was very difficult 
to work with aot first as it is the only sale we 
ever had and |! didn't think it could be done. 
All my worrying was for nothing. You told me 
not to worry that you would attend to every 
thing and you did and it meant so much to me 
at this time. 
Thanks again for everything. 
Sincerely, 


Mrs. Ed Wendling 














WRITE! WIRE! PHONE! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4693 








Feature the fast-moving 
jewelry products that are 
ADVERTISED IN LIFE 


— 
a 


J 


y 





LIFE pre-sells more of your customers on jewelry 
products than any other weekly magazine, In the 
course of 13 issues, LIFE reaches 3 out of 5 house- 
holds in the average community ...has a far greater 
local impact than any other weekly magazine. 


The facts prove it. “Advertised-in-LIFE” is the 
most powerful selling aid you can use. Profit every 
week with “Advertised-in-LIFE” products . . . as 


sO many jewelers do. 


| These fast-selling items will be pre-sold 
in LIFE during September 


September 3rd 

Wearever Pens-— page, color 

International Stainless— page 

Burroughs Adding Machines— 
ly page, color 

Vu-Riter Pens— 4 page, color 

Enicar Watches— 4 page 

Sheaffer Pens—70 lines 

Opti-Ray Sunglasses— 14 lines 


September 10th 
Sunbeam Shavers—spread, color 
Argus Cameras— page, Color 
1847 Rogers Bros,—-page, color 
IBM Typewriters—page, color 
Bell & Howell Cameras—', page 
Parker Pens—'4 page 
Scripto, Inc, page 
Starfire Diamond Rings— 

4 page, color 


September 17th 
International Silver Co,— 
4 pages, color 
Schick Shavers—spread, color 
Royal Portable Typewriter—p,, c, 
World Wide Watch Co.—14 lines 
September 24th 
Underwood Typewriters— 
3 pages, color 
Schick Shavers—spread, color 
Argus Projectors—page, color 
Holmes & Edwards— page facing 
page 
Royal Elec, Typewriters—page, c, 
Polaroid Cameras— page 
Artcarved Diamond Rings—], p. 
Bell & Howell Cameras—'4 page 
Parker Pens—'4 page 
Shenango China—\% page 


(Because of last-minute changes, this list may be incomplete) 


Audience source: A Study of the Household Accumulative Audience of LIFE | 


Advertising Revenue Source: 7./.8., 1955 


LIFE’s circulation is 5,714,310 
LIFE's weekly audience is 26,450,000 


JUST PICK IT UP, LADY (from page 98} 


Display cases mounted on rollers are one of the unusual fea- 

tures of the Wehmueller-Hamilton store, in suburban St. Louis. 

Displays are made up on them in the stockroom, then they 
are rolled directly to the window. 


wood-enclosed, sliding-door type of case. However, 
closer examination shows that the cases are only 
simulated by a two-inch strip of hardwood mold- 
ing which rises from storage cabinets at waist 
height to outline square sections of glass shelv- 
ing on the walls. 

The hollowware and gifts on these shelves, as 
well as the vertical flatware displays in the cen- 
ter of the store, all give every appearance of 
being behind glass. However, there is no obstruc- 
tion whatever between customer and merchan- 
dise. Often, according to Mr. Hamilton, a cus- 
tomer will feel for the familiar glass door before 
touching the pieces. 


Rolling cases are another unusual touch 

Novel also in the matter of window displays is 
the use of “rolling cases,” mounted on caster 
wheels, which are pushed directly to the section 
of the store containing the merchandise to be 
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given window prominence and then, when prop 
erly dressed, rolled into place in the window. 
Sometimes they are rolled into the stockroom at 
the rear where particularly elaborate displays 
are worked out. 
Customer reaction has been good 
Wehmueller - Hamilton is thoroughly 
with the reaction which the new store has pro- 
duced. Most customers, it is found, are highly 
surprised at the glassless cases and attracted by 
them. There has been no abuse of the privilege 
of handling the merchandise. Moreover, the lack 
of glass has not created a dust problem, owing to 
the fact that a filtering and air-conditioning 
system have combined to keep the air clean and 


pleased 


pure as it circulates through the store. 

The partners say the store has been visited by 
many jewelers from various sections, most of 
whom have shown keen interest in the glassiess 


design of the fixtures. 


| medieval writer once advised. “He i“ ho carries @ 
diamond on the lef{t side shall be hardy and manly, but 
a good diamond will lose us power and virtue if worn 
by one who is incontinent or drunken.” 

ind in the Middle Ages, the diamond was thought to 
protect its wearer from the plague. For this reason, 
Cueen klizabeth / ol England reportedly wore one ti her 
gown. 
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FOR SALE— its'recr worm”. 


McENTEE JEWELERS—413 S. Boston—Tulsa 


First in the Hearts of the People for over 50 Years 


OPPORTUNITY RARE INDEED... 


Sacrifice to settle estate—J. M. McEntee, Sr. Deceased Pro- 
bate 9136 Provision of Title Oklahoma Statutes —~— 


Phone-—Wire or See J. M. MeBntee, Jr., Executor of Estate 


The Sweetest Business Ever Offered for Sale 
Founded 1905—Now in its 510% Yeor 














Lejt—-The Bron-Shoe Co., Columbus, O.. 
has created a new setting for babies’ shoes. 
It is style 67 TV lamp with fibre-glass 
shade, Both shoes and base are plated in 


bronze, silver or gold, 


Far Left-—These new “Size-O-Matic” men’s 
watchbands, introduced by Flex-Let Corp., 
are “self sizing” in both length and width. 
Lach link is removable and the ends are 
adjustable. In yellow or white gold-filled. 


Le/t-—This is the new “601” Boudoir Clock 

by Lux Clock Mfg. Co., Waterbury, Conn. 
Designed for personal surroundings——-boudoir, 
study, private office. Comes in blue, 

ivory and maroon. Suggested price $4.95. 


Far Left—Circle Jewelry, New York City, is 
featuring in its fall line this charm 
bracelet in antique finish with simulated 
colored stones to enliven each of the ten 
charms. Retail price $2. 


Left—Five-cup Universal automatic 
coffeemaker of solid copper, plated with 
chrome, offered by Landers, Frary & Clark, 
New Britain, Conn, Warming element keeps 
coflee at perfect serving temperature. $19.95. 


Far Left—-From Foster Metal Products, Inc.. 
Attleboro, Mass., comes this “Foster Fits 
All” watchband. Comes apart by means of 
rivet in top link. In gold filled at $5.95; 

in stainless steel, at $4.95. 


They're new ... theyre 
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Right——"Gay Links,” by Gale Creations, 395 
Fifth Ave.. N. Y., are rhinestones that 
snap together and pull apart to make a 
necklace, bracelet, etc. Dazzling colors. 


Enough for necklace and bracelet for $5. 


Far Right—The “Coronet,” a Swiss bracelet 
watch in the Medana line, features dangling 
disk with sunburst effect. Anti-magnetic. 
Distributed by Louis Aisenstein & Bros., 
Inc., N. Y. Retails for $12.95 plus tax. 


Right—From Semcea Clock Co., Inc., N. Y., 
comes a new line of travel alarm clocks. 
8-day, 7-jewel in leather case has raised 
gilt figures and hour indicators. In pig, 
red, blue or brown. At $15.95 plus tax. 


Far Right—-This ebony-glaze, gold-embossed 
jewel case is offered by Babcock, Inc., 16 E. 
50th St., N. Y. C. Uplift earring tray 


and high-luster metal legs. Also in pink 





and blue. Retails for $8.95. 


Right—-The K-405, created by Hamilton 
Watch Co. 18-karat gold pyramid-shaped 
markers give the dial a modern sunburst 
effect. Sweep second hand, With leather 
strap, $95; with matching band, $100. 


Far Right—-Bulova Watch Co., Flushing 70, 
N. Y., offers these table-model and port- 
able radios. Two of them (one pocket size) 
are transistor sets. Wide variety of 
materials and colors. $34.95 to $69.95. 





yours to profit by. 
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Toey re new... . 


Left—This combination necklace and 
(detachable) pendant is offered by Raymond 
Abrahams, 551 Fifth Ave., N. Y. C. Settings 
are in platinum. One long pear-shaped dia- 
mond, smaller fancy-shaped diamonds. $100,000. 


Far Left-——This is the “Centenaire” automatic 
watch offered by Eterna Watch Co., 677 Fifth 
Ave., N. Y. C. Wafer thin with 18-K gold 
markers. Aerodynamic balance and extra 
large spring barrel. From $110 f.t.i. 


Left—Oneida Ltd, Silversmiths, Oneida, 

N. Y., offers this new centerpiece bow] in 

the Croydon pattern by 1881 (R) Rogers (R). 
For decoration or serving, the bowl is 11 in. 
in diameter and retaile for $12.50. 


Far Left—Black antelope bags from Spain 
offered by F. O. Merz & Co., 104 N. 63rd St., 
Phila. Everything from small palm purse 

to large over-arm bag. Many leather 

lined. Handbags retail from $5 to $35. 


Left—This unique conception in ladies’ 
watch designing emanates from Juvenia 
Watch Agency, 580 Fifth Ave., N. Y. Hands 
revolve on vari-colored disks, suggesting 
planets in the sky. For $75. 


Far Left-—Zodiac Watch Agency, 15 W. 4Ath 
St.. N. Y. C., offers this “Masterpiece” 
man’s watch. 21 jewels, self-winding, 
18-K gold, 7 adjustments, anti-magnetic, 
shock-resistant, water-proof. $300 f.1.i. 
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THE BELLE OF THEM ALL... 





the all-new Coffeematic for “56—more beauty, 
more value in America’s No. I coffeemaker 


Outmoding all others, these fabulous new Universal 
Coffeematics are rocketing sales to a new high. 
There's new beauty in their graceful, modern lines... 
perfect performance in their fast, automatic action. 
And to make this the greatest Christmas ever. 
Universal ties it in with the SANTA CLAUS CLUB... 
the biggest merchandising plan of the industry 

with $25,000 in prizes for your customers and 

a duplicate for retailers. See your distributor today! 





FLAVOR-SELECTOR 


Gives you coffee to 
the exact strength 
you choose ... just 
set it and forget it! 


REDI-LITE 


Glows to show you 
coflee is done...no 
watching or wait- 
ing! It's automatic! 


MEAT SEMTINEL 


Keeps coffee at per- 
fect serving temper- 
atare with no in- 
crease in strength’ 


Everything points to the Bi¢ ‘ y ik A kR ’ LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 
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mmcyre fnew... 


Lejt—Westclox, La Salle, IIL, intro- 
duces the “Ellsworth,” an electric alarm 
with “Cycolac” case—can't crack, dent or 
chip. Low-hoy style, 6° in. wide, 37. 
in. high. Gray or black case. For $8.95. 


Far Left—Anson, Inc., Providence, R. I., 
offers this men’s sterling silver set in 
engraved leaf pattern, Rivet-pivot action 
on links. Gift packaged in plastic-base box 


with leatherette cover. $12.50 the set. 


Lejft-—-This 132 sq. in. Universal frying 
pan from Landers, Frary & Clark has a built- 
in thermostat, a recipe heat chart on the 
handle and a signal light that tells when 


correct temperature is reached, For $25.95. 


Far Lejt-—lrrom Fisher & Co., 19 Liberty St., 
Newark, N. J., come these culture-pear| sun- 
burst items, Suggested retail price for 

brooch $120. Suggested retail price for 


the earrings $100. 


Lejt—This ice bucket of hammered aluminum, 
product of Ray Control Co,, 244 Fifth Ave., 
N. Y.. holds ice cubes or can be used as a 
wine cooler, 3'/ qt. capacity, Keeps hot or 
cold for 4 to 6 hours. Retails at $4.95. 


Far Left-—Squire, Inc., Taunton, Mass., offers 
men’s jewelry sets of cuff links and tie bar 
in sporting motifs. One featuring a sail- 
fish, retails at $7.50; another featuring a 


hunting dog, for $5 plus tax, 
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RETAIL $2.38 TO $24.50 


the New 14 (COUT 
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. . + contemporary designs in gay, 
golden-hued Dirilyte . . . each a 
decorator piece . . . each possessing 
definite usefulness, Crafted of 
Dirilyte, they also have known value, 
ready acceptance. New Dirilyte 
designs make possible manufacturing 
MOTIF Holloware of genuine 
Dirilyte at moderate prices. 

Not plated; not merely color-coated; 
Dirilyte is a solid golden-hued metal. 
Now scientifically processed to 

retain its glittering luster without 
polishing. You'll profit handsomely 


from a prominently located Dirilyte 


section or “department.” 


Strikes a 


Golden Note in 








7758 ~8lYe” RONDURE BOWL 7/7034-—3$ & P SHAKERS 7705-6 IND. § & P SHAKERS 
2 , hit > 7 het } ‘ het 
2756  BONBONNIERE 762 . FANTASY BOWL #782 CANDLE HOLDER Holiday Sales 
chia hit it)” clin a" het 5 hit 
2712-14 SUGAR & CREAMER 2760-10” RONDURE BOW! 
ea, 2%" dia.; » 344" ht; ¢ 3” ht 11%” ht. w/mahog. bas Opportunity 
No. 1 DEAL — INTRODUCTORY ASSORTMENT 
| id Rondure Bow! $ 324 50 ‘ 
| s tondure Bowl 18.75 EMPRESS 
rantasy Bow] ZZ 245 PAT Ih KN 
| pr. Salt & Pepper Shakers 9.50 Neatrated 
2. pr. Ind. Salt & Pepper Shaker ¥.50 ” 
j Sugar & (Creamer Set 25.00 
Phew rpcririieré ; is 
$119.95 $65.59 
{a be “asi 50 15.00 Your cost FREE 
fotal Retail $154.25 ‘lt DEAT ots $65.59 
Limited offs ’ These deals void after Ss pe it) 1956 your PROFIT $68 66 
No. 2 DEAL ~— ADVANCE HOLIDAY ASSORTMENT 
J lo Hondure Bowls 1324 SO 5 19 00) 
2 KHondure Bowls “i 8.75 17.50 
: } st assy How! ‘vi 2° o% i4 sO 
, pr. Salt & Pepper Shak “" 9.50 iv tM) 
; pt ind. Salt & Pe pper Shaker ‘i 75 iy 1) 
Sugar & €reamer Sets fy 25.00 SO O00 
$219.00 You $120.45 
(andie Holders ‘ei sO 15.00 Your cost PREE 
hon ¢otitiiere Ae] 75 Your crt PREE 
lotal Retail $2453.75 #82 DEAL, costs $120.45 if; Sturt Set 
YOUR PROFIT. $123.30 lor 4—n special be 
bonipre w (it it} Patter 
: Patter $4 EPS joe 
. ( } 
Many successful jewelry retailers f-- p 
. , ‘ 
profit from selling genuine A HH, // fa 
golden-hued Dirilyte flatware 7 ‘Y 
and holioware. Write for the DIKRILYTE COMPANS OF AMERICA, INC 
Dirilyte Tableware catalog, Nee “Sia” Kokomo, Indiana 
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Taylor's WAKEFIELD PENDANT 
BAROMETER is a super-stylish 
gift! ft combines barometer, ther- 
mometer and humidity dial in a lus- 
trous red mahogany case with ele- 
gant brass fittings. #2472, $37.50. 
(Available in attractive light brown 
mahogany # 2473.) 
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ITTLE JEWELS, 


HAT’S what gift-hunting customers say... and 
that’s what profit-wise jewelers say ... about the 
11 Taylor instruments on these pages. 








You can see at a quick glance that they have plenty of 
eye-appeal... . deliver lots of profit in very little display 
space. Markdowns and returns are practically un- 


heard of. 


Lots of potential customers in your community have 
seen these unusual gifts in Taylor ads in The Saturday 
Evening Post, The New Yorker, Collier's, Better Homes & 
Gardens, Outdoor Life and other magazines. 


Remind them with display... and you'll reward your- 
self with an extra net profit at year’s end. Call your whole- 
saler now! Taylor Instrument Companies, Rochester, 
N. Y., and Toronto, Canada. 


Taylor’s new NAVIGATOR COMPASS 
gives steady bearings. Fits easily in cars and 
boats. A battery-powered light gives both 
top and side readings. #2957, $6.95. 


This striking Taylor DESK THERMOM.- 


ETER is a fine business gift... and low- 
priced enough to give in quantity! Clear plas- 
tic front, grained brass shell. #5375, $2.75. 


The eye-catching Taylor ASHTON Ther- 
mometer and Hygrometer Combination is a 
wonderful Christmas impulse item. Meas- 


ures only 3'4"' square. #5546, $2.75. 


Taylor's PLYMOUTH STORMOGUIDE* 
COMBINATION gives detailed weather 
forecast, temperature and humidity. Un- 
usuaily handsome. # 2573, $18.95. 
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Taylor's LINDOOR-OUT- 
DOOR THERMOMETER 
is a gift item you can sug- 
gest and sell easily! It tells 
both the indoor and outdoor 
temperatures from inside 
the house. Simple to in- 
stall. In Sandalwood gray — 
#53330. Or in Willow 
Green — *& 5329, $6.95. 








The Taylor FAIRFIELD PENDANT is only 914” high, yet it 
gives accurate barometric and temperature readings and serves 
as a handsome wall ornament. Green plastic case with grained 
aluminum dial and case. Adjustable for altitudes 0 to 3500 ft. 
#2475, or striking black #2476. 38.95. 





Taylor CONSUL “WEATHER BUREAU” supplies three ac- 
curate weather instruments in one handsome case. STORMO- 
GUIDE dial gives detailed weather forecast; also tells tempera- 
ture and humidity. Cloud Gray plastic case, # 2563. Chocolate 
Brown, #2584. Only $10.00. 
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EVERY ONE OF EM. 





Taylor's elegant new WALL 
THERMOMETER makes a 
perfect personal or business 
gift. 734" high, mahogany- 
finished wocd back, brass out- 
riggers. Each in a box, six to 
acarton, #5142, $2.50. 
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Taylor's WINDOW THER. 
MOMETER has a translucent 
scale that lets magnified col- 
umn be read from a distance. 
Green Tenite case. Fast-sell- 
ing household item or gift. 
#5326, $2.95. 





The Taylor TACKLE BOX FISHERMAN’S BAROMETER 


not only appeals to sportsmen . 


.. but to everyone who sees it! 


Clear plastic box contains barometer which tells when and how 
deep to fish, colorful Heddon lures, leader, swivel snaps and 
Dayton floats. Attractive and useful wall or desk ornament, can 
be slipped into pocket. # 2290, $11.95. 


*Reg. U.S. Pat. OF 
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Sr LnOUBet Ta FOR SELLING 


* Jewelry adds the final touch, the all-important 
signature that distinguishes the exciting new 
styles for this fall and winter. 

And from head to toe, costume jewelry pro- 
vides an accent to set off the still-slim, but soft- 
ened silhouette. This new silhouette features 
floating panels, back fullness, draped shirts in- 
viting dramatic necklaces, oversized pins, cascad- 
ing earrings, bracelets that are more importan!' 
than ever, hair ornaments and shiny, stoned shoe 
buckles. 

This season's silhouette is more elegant and 
romantic. The influence? It’s “My Fair Lady,” 
the smash hit musical with lavish and appealing 
costumes that literally demand jeweled orna- 
ments, beginning at the hair line and working 
down to the buckle of the shoe. 

Here’s what is happening in the women’s 
fashion world this season, and specifically, here’s 
how costume jewelry ties in perfectly with the 
new trends: 


Left: eapecially cut baguettes were 
combined to form the leaves of this 
jewelry by Pennine Bros. The collar 
necklace retails for $30, matching 
bracelet, $30, earrings, $18. The set 
also comes with sapphire or ruby 
baguette leaves. 


Right: wide links join to form the 
popular collar necklace, large-sized 
bracelet and oversized button ear- 
rings in thie ensemble by Volupté 
Retail prices are $5 for the neck- 
lace, $3 for the earrings, and $56 for 
the bracelet. 
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color 


Black is still the favorite, with promotional col- 
ors of blue-red, beige to brown (primarily taupe), 
bright blue, loden green, brass close behind. 









































Iridescent rhinestones, stark-white pearls, smoky pene a 
crystal, colored beads all dramatize by contrast , pie | ae ERE ie - 
a & oe ae Rig hha, | ‘ty’ St ll * 





or complement. White enlivens the blacks and PUM MA re 
colored beads create a tone-on-tone of one color. 
with the jewelry blending with the costume. 
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a ee ee 


Above: the antique finikh, a by-product of the 


many new Edwardian trends in apparel, ie eed 
here in a “Teen Treasure” turquoise and silver 
bracelet by Bob Henfield, Cleveland. The $1 pre 


motion line includes the verw wide bracelet. the 


finis hes matching necklace and earrings 


Relow: a pearl-set flower in the popular antique 


There’s great importance for gold color finishes, 


to harmonize with the many browns, greens and finish is mounted in the center of the new im- 
reds. They’re textured, antiqued, designed to give portant cuff bracelet, rimmed by « dramatic ap 
a fresh appearance when they highlight the tex- plied border. Finished in gold or rhodium plate, 
tured quality of fabrics, particularly new knits. the Sraceiet Sentences © epring hinges for ease im 


wear. The manufacturer ia Whiting & Davia Co.., 


Ine., Plainville, Maes 


necklaces 


Necklines are softened. They're fluid, mobile, 
glorified with the addition of a dramatic necklace. 
The 16-inch, the 20-inch bib, the collar, the single 
strand with an eye-catching pendant (often de- 
tachable), the choker that rims the high-collared 
dinner dress (sometimes dropping gracefully in 
the back) all in the fashion spotlight. Velvets, 
brocades, heavy rib silks in evening clothes look . 
to rhinestones, simulated colored stones for ele- “7 a 
gance that matches the new styles for fall. 








Left: Carl-Art Ine, Providence 
use: sterling delicately to create « 
formal necklace and earring set 
Filigree center pendant has a water- 
fall of rhinestones cascading down 












gracefully, with earrings to match 





Right: the very formal bracelet with 
the center pendant, the drop ear- 






ring, the bracelet, all of rhinestone 
were designed by Anne Geyer fu 







Raiph Singer Co. The ensemble 
“Aurora” was designed to be worn 
with all-black evening costumes 
Necklace retaile for $14, bracelet 
514, drop earrings 85 








Sane 






Above: emerald-cut stones spark the beauty of the 
gold-filled mountings of thie pin and earring set 
by Van Dell Corp., Providence The metal is 
worked #06 that the large-sized pin takes on even 
greater importance, bowing to the size demands 


of thie year’s silhouette. The earrings match 


Helow: Trifari brightens the simple black sheath 
with their “Pair Lady’ ensemble. The oversized 
mn. the tmpeortant chandelier earrings and wide 
braceiet are setted to the Edwardian trend. The 
ivideseent stones reflect tones of pale mauve, 
green, yAilow and ti The pin retaile for $17.60, 
the bracelet $40, the chandelier earrings 840 
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pins 


They perch in the most unexpected places, but 
they’re noticeable because they are larger, of new 
textures, more colorful. Oversized pins look at 
home on the lapel of the coachman coat collar, 
high under the Empire waist, at the top of a 
floating panel, at the start of a low-backed skirt 
of an evening gown, sitting at the rim of a high- 
necked sheath cocktail dress. Pins are bold and 
bulky—or gregarious, a lot of little ones cluster 
together for design comfort. The elongated bar 
pin stages a revival. 


earrings 


The long, slim, stringbean drop for evening again 
makes fashion news, followed by style stories 
concerning the chandelier, the waterfall. Large 
dramatic drops are matched inch for inch by out- 
size button earrings for day, many in interesting 
textured gold finishes. Contours and hoops also 
are prominent for the exciting gold finishes, suit- 
able to complement new browns, loden greens. 
Many of the tailored earrings are in antique fin- 
ishes reflecting the Edwardian influence. 


square-cut Aurora 


Rorenlia stones, alternated with sim- 


rhinestone ba- 


geometric pattern, 


create this all-around choker, brace- 


let and long drop earrings. Jewels 


ie the maker 


prices are t 


choker 816, bracelet $12, earrings $4. 
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bracelets 


Wide, flexible, stiff cuff, multiplicity of narrow 
bangles—wherever you start with the jeweled ac- 
cent, there’s certain to be a matching bracelet 
showing up prominently below the three-quarter 
sleeve, above the wristwatch length glove. Eve- 
ning styles are equally important, worn to relieve 
the bareness of the decolletage. 


hair ornaments 


Jeweled tiaras, bobby pins of rhinestone, gold- 
finished caps to hold the chignon all create that 
same aura of elegance captured by the new clothes 
that were inspired by the Edwardian influence. 


buckles 


The final jeweled touch appears jauntily at the 
toe, with many stone-studded buckles adding the 
and 


spice to the formal glittering 1956 


fashion year. 
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sterling silver, 


creates this 


three - 


to the wide bracelet, to retail at $12 


), the « 


The manufacturer is in 


a happy com- 


for loden green and popu- 


Danecraft 


dimensional, 


leaf motif ie eased attractively 


arrings $7.60, 


and the adjustable necklace at $135. 


Providence. 





Above: featured for fall by Forstner Jewelry ts 
thia set of jeweled links” highlighting some of 
the more important themes for the year ahead 
the bie, bulky, jeweled look, the textured quali 
of the twisted eoild-finished links, the topes or gun- 
metal stone. Ketail price for the necklace is #20 
the bracelet, $12. the earrings 6 


Below: “Designed for drama is «€6thelh«G6O6WWayhCUC Ore 
deacribes this bracelet and pin duet The huge 
starburat combines textured and polished petals 


The massive textured bracelets pair off for fashion 


the sleeves The 


cropped-off 


bracelet for #2 


excitement arainat 


pin retails for #4, the 
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Above: Circle Jewelry dramatizes the all- 
important black and white look that prom- 
ises to be the 1956 fashion leader. Simulated 
black diamonds rim the oversized hollow 
baroque fresh water pearls (simulated) to 
make the chunky bracelet, the jumbo button 
earrings. The bracelet retails for 6 and 


the earrings may be sold for $2. 


Left, tep: the textured treatment of golden 
finishes ia well illustrated in the new leaf 
necklace and earring set by Heller-Tara. 
Pearle isimulated) are shown as the 
counterpoint to a realistic leaf motif, of 
textured and polished simulated gold. The 


set retaila for $13.25 


Left, bottem: multi-colored rhinestones, to 
contrast with all blaek, surround the 
delicately designed face of this new watch 
pin by Mugo Herzberg Co., St. Louis. The 
stones include the new Aurora lHorenlis 
stone that adda multi-colored glamor te 


sombre black for fall. 
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This may 


Sé@em 4“4nusual 
in reachin 

























but we believe that a direct “PPproach 18 more ©xXpedient 
& out to America's great reservoir of men, rather than “Sking them to "rite to 
& Box Number 4nd not KNow to Whom their letter has been Sent, 

KAY JEWELRY STORES have been in business Over 40 years. We own and operate nore 
than loo retail Jewelry Stores throughout the United States. We believe "@ do the largest 
retail Volume of our type in the World. 

Hundreds of 









Most 
Carns from $5 
Profits. 






of our Managers 
»900 to $25, year, [@pendin 
Men on our Stare | 










Kay Service Club, Each Manager 

: *Ndividua) “bility to Produce 

P°OSitions °4arn from $12,000 to $100, 000 “ year, 
Participating Plan, As an added bonus, they 

e Policies for $20,000. 











All of our Assistant Managers. 
Men, “Nd top Ex@cutives °MeG up th 
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SUPervisors. Starr 
were Eroomed for their Jobs, 
We are Planning LO go to the Publie to sel) 
to ©xpand Nore rapidly 4Nd.to ad 
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need a 


fully trained or Partially ‘rained Young "@n who are 
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[1 Ni mum or; 
26 Store Managers 


(Or men "NO wil) G4U4lify ae Man agers ‘Nn 2 to «@ “onths), 
4 Assi Stant Manage rs, 
5 Cénera) Merchandise Men ' ©XPerienceg) for 
l Advertising Director. 
ASsistant 


Advertising Director. 
] Rea) Estate Man. 
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°rsonne} Manager 


Starr buying P°Sitions. 


Penand 4 SC. 
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C. D. Kaufmann, 
KAY JEWELRy STORES 


Président 
INC ° 702 al STReEey 
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With this edge, you're really in the 
toaster business! Starting the end of this 
month, this striking full-color ad will 
begin spreading the word. And week 
after week, Will Rogers, Jr., is adding 
his sincere, convincing touch on TV. 
it’s all part of the greatest pre-selling 
job in Hamilton Beach history—a push 
you'll really feel! Because we're pre- 
selling the consumer advantage that puts 
Hamilton Beach head and shoulders over 
all others-—the only 5-year guarantee! 


There's your profit story! And with 
the new eye-catching Gift Center to 
epotlight this advantage, you're in busi- 





WILL ROGERS, JR. 


On CBS-TV 
“Good Morning” Show! 
Por 34 weeks etraight, this 


folkey sealeeman will put all of 
hie warmth and sincerity into 
commercials that will influence 
your customers! 





Putting the new toaster across for you ! 


ANTE 
NESS 


We're pushing the biggest consumer advantage of all in magazines and on Will Rogers, Jr., TV Show! 





ness! For a guarantee is your customers’ 
only sure way of judging quality. And 
this one is 5 times as long as any other in 
mixers or toasters! 


Plan now to put a new self-selling 
Hamilton Beach Gift Center to work. 
It’s sturdily built, easy to set up, de- 
signed to sell any combination of mixers 
and toasters from either side. And if you 
prefer, it is easily sectioned into indi- 
vidual displays. Takes only 27 x 28% 
inches of counter space. Only 284 inches 
high. Order one from your distributor 
today, and stock up! Sell the complete 
Hamilton Beach line. 


Get in on the biggest pre-selling job in Hamilton Beach history ! 


22 HARD-HITTING ADS IN 
9 LEADING MAGAZINES! 


On the 
West Coast it's 
“PANORAMA 
PACIFIC”! 


The early morning TV 
Show tailor-made for 
Californians! 
































ORDER THIS NEW 
GIFT CENTER 
AND TIE-IN! 





PLUS 


Displays! Merchandise Tags! 
Ad Mats! Envelope Stuffers! 
Counter Pieces ! 
Window Streamers! 


FULL PROFIT MARGINS, OF COURSE |! 


HAMILION BEACH 


HMamittion Beach Co., Div. of Goovilli Mtg. Co., Racine, Wis. 
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Ask your distributor for details! 
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Albert Bauer, founder and 
owner, still practices his 
trade of watch repairing, 
an important part of the 
store's activity. His first 
American establishment 
Was a repair house. 


HOW ONE 


hy Bert Miller 


MAN MEETS THE DISCOUNT THREAT 


A Newark retail jeweler finds that broader lines, plus his fine reputa- 


tion and personal guarantee, have offset the threat of undercutting. 


¢ Albert Bauer, watchmaker and jeweler of 51-53 Branford Place, 
Newark, N. J., realized that large discount houses were digging into 
his business. People began asking for items and lines he did not carry 
and he saw that if he wanted to survive, he had to meet competition 
more effectively. 

Traditionally he was of the old school. After learning watchmaking 
in Germany, he opened his own American establishment as a repair 
house for retail jewelers. Because of his fine craftsmanship and excel- 
lent reputation he expanded into a retail operation, but the encroach- 
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FREE! New Easel Display 


to increase your sales of 


LEISURE Stainless Tableware 


by 
George Nelson. 





Two simple ways to obtain this 
dramatic, attractive display: 


1 Easel Display complete with 5 piece 
* Table Setting of Leisure, only $2.50 
(Table setting retails at $8.25) 


9 Easel Display alone . . . sent abso- 
: lutely free. 


Simply mail the order form below te obtain 
your new Leisure Stainless easel display. 
Strikingly distinctive, of luxurious black 
velvet with contrasting white plastic piece 
grippers, it has been specially created to 
hold and display the unique design of 
George Nelson's exquisite Leisure pat- 
tern. Sturdy double wing construction 
guarantees long, trouble-free counter 
life; and naturally, Leisure stainless 
requires no polish +, no care, Order 
your display nov .. put Leisune 
where your customers can see it, 
admire it, buy it... for extra sales, 
extra profit. 





| now carry nationally advertised Carvel Hall (_) Steak Knives [|] Homemaker Cutlery 


* Design patents applied for cjc Se 
orving Sets. 


f 
| CHARLES D. BRIDDELL, INC., CRISFIELD, MD. 
Gentlemen: i 
| |) Please send me Leisure Displays with Place Setting [_) $2.50 each. | 
Every display includes a (please enclose check) ’ 
cp hawee sc - . [_] Please send me Leisure Displays Only (without merchandise) at NO COST. | 
the outstanding atelilens wach [] Please have your representative coll and give me more information on how | con | 
by one of America’s outstanding make more money through carrying the LEISURE line. 
designers . . . George Nelson. | 
| Dealer's Name 

| 
Chas. D. Briddell, Inc. | “#4 : 
Crisfield, Md. | Gy Zone State | 
; 
i 
L J 


©1956 CHARLES D. BRIDDELL, INC. 
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Mr. Bauer displays appliances on a center table. He finds that name-brand toasters, 
grills, mixers, coffee-makers and other smal] household items sell well and help off. 
set out-price competition. His reputation also helps him attract customers. 


FROM PRECEDING PAGE 


ments of discount houses constituted an increas- 
ingly serious threat. 

Cautiously at first, he took on a small inventory 
of table and portable radios, and when customers 
asked for other items such as toasters, grills, 
mixers, coffee-makers and small electrical appli- 
ances, he took them on too. 

“Tl was pleasantly surprised,” says Mr. Bauer, 
“when these items not only attracted many new 
customers but also put new life into the jewelry 
and watch-repair business.” 

All merchandise items handled are nationally 
advertised products, and prices are, of course, 
competitive. In some cases identical articles may 


148 


be purchased at slightly lower prices elsewhere, 
but Mr. Bauer’s reputation and personal guarantee 
instill confidence in the buyer, and these factors, 
he feels, have been primarily responsible for his 
SUCCESS. 

“Also important in the watch line,” says Mr. 
Bauer, “is the fact that a custemer, purchasing a 
watch from me, knows he can expect immediate 
satisfaction if there is any mechanical complaint. 
On the other hand, if he buys it where there are 
no repair facilities, he must return it to the manu- 
facturer to satisfy his guarantee.” 


O O O 
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The first watch to carry the name BALL was designed in 1893. 
This watch—the BALL OFFICIAL RAILROAD STANDARD 


WATCH—was destined to open the door to an entirely new 





concept of accurate timekeeping. It became a standard time- 
piece for America’s railroads. Its reputation is held in high 


esteem ... then and now. 


The BALL-ADMES line of Men’s and Ladies’ wrist watches 
enjoys the same outstanding recognition. Many jewelers who 
value the honored tradition of BALL accuracy have made 
BALL-ADMES their featured line. Stylewise, BALL-ADMES 
watches are comparable to the finest .. . yet are priced within 


the reach of every customer (from $39.75 to $150). 


‘ . 
— ef —— — 


The policies of The BALL Company are patterned to your needs: 
protected franchise, liberal guarantee terms, full profit margin, 
limited investment. Let us tell you our policies. Why the 
BALL-ADMES wrist watch is the perfect merchandising tool to 
revitalize your watch sales. Your inquiries are welcomed, Write 


us today. 


MAN’S AUTOMATIC CALENDAR—CONCEALED CROWN 


illustrated + 
LADY BALL IN 14K WHITE GOLD—4 DIAMONDS 


ofr 
<c¥ _P 
- | %, 


the BALL company / apmes 


6 NORTH MICHIGAN AVENUE + CHICAGO 2 / Geneve, Switzerland 
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SELL /FASTER WITH 


mote Md 
CASH IN 


ON THE ACCEPTANCE ‘34 


of the Toastmaster name 


BOOST SALES AND PROFITS 
with this New Pre-Sold 
Full-Margin Line 


MODEL 881 
Fry Pan-12" 
$24.95 seta! 


The enthusiastic response of distributors and retailers 
to the announcement of Toastmaster's six new appli- 
ances proves Once again the value and acceptance of this 
famous-for-quality brand. 

And now this value and acceptance is yours in a fu// 
line of Toastmaster products—with all the added profit 
that a full line gives. 


MODEL ‘C4 
Powermatic 3-Slice 
Toaster $39.50 retail 


MODEL 1816 
Powermatic 2-Slice 
Toaster $27.50 retail 


MODEL 8A 
Fry Pan-11 " 
$19.95 retai! 


wa ee 


f 


- ee 
oe y, 


DOMED COVER FOR MODEL 
8B1-A2 $4.00 retail 
BA1-A2 $3.00 retail 


Every appliance in the full line that you see here also 
gives you full profit margins. 

And so your opportunities for sales and profits are 
larger than they ever were before on the famous Toast- 
master line. 

To cash in on these opportunities in the largest way 


possible, order early and be assured of preferred delivery. 
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MODEL 1822 


MODEL 1821 
MODEL 1A6 Automatic Toaster $23.00 retail! 
Automatic Toaster $19.95 retai! 
$15.96 retail 





os . 4a2 


Automatic tron 


$12.95 retail 





MODEL 481 
Automatic Steam and 
Dry tron $15.95 retail 





DAVE GARROWAY 
Star of the NBC. TV 


TOASTMASTER 3 


On NBC] {\Y/ . 


coast to coast 
and border to border 


ARLENE FRANCIS 
Star of the NBC.TY 
"HOME" Show 
11 to 12 Noon 
New York Time 





with these three star selling 


personalities! STEVE ALLEN.-Star of 
the NBC.-TYV “TONIGHT” 
Show—tt to! AM 


New York Time 
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TOASTMASTER 


Automatic Toaster 












MODEL 202 
Automeuc Waffle Baker 
$21 95 retai) 

















MODEL 203 
Automatic Grill and 
Waffle Baker $32.50 retail 


PLUS Big-space national advertising 


41 ads in 9 leading magazines! 


TOASTMASTER — mats. Zire 


PAST MART 


CALL YOUR DISTRIBUTOR NOW- GE I PREFERRED DELIVERY! 
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Stainless Steel Lines 








FREE PROMOTION AIDS 
TO HELP YOU SELL 
], AD REPRINTS . . . the advertisement 


above, in full size and full color, 
for your use as window or wall 
posters, floor sales helps, etc, 


2. “AS ADVERTISED” CARDS (Sareve- 
post or Better Homes & Gardens) 
color ads mounted on easel- 

backed or hanger cards, 

3, “When they ask about STAINLESS STEEL" 
. +» pocket-size information folders 
for your sales people-—data they 
can use to make more sales. 


WRITE FOR THE QUANTITY YOU NEED 








This page 
advertisement 
appears in 
full color 


in the POST, 
BETTER HOMES 


& GARDENS, 


HOUSE BEAUTIFUL, 
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and in smaller space in 


LIFE 


During May and June, the adver- 
tisement reproduced above will 
appear in more than 16,300,000 


copies of magazines—-the kind of 


magazines that your best customers read. 
More than 65 million readers of 
these magazines will also be poten- 
tial readers of the advantages of 
stainless steel merchandise in their 
homes, or as gifts for this year’s 
crop of brides. 

Continuing Our campaign to help 
inctease your stainless item sales 
figures, the Allegheny Ludlum ad- 


vertisement above appears full page 
and in full color in the May 5 Post. 
It also runs in the ag issues of 
Better Homes & Gardens and House 
Beautiful (out May 20) and the 
Juiy issue of House & Garden (out 
June 20). A smaller version appears 
in May 14 Life. 

® That's a line-up that packs real 
possibilities for you. How about a 
pramotion to tic in with it? How about 
a Stainless Gift section-—or a Stain- 
less Bride’s Shop--or a Stainless 
Kitchen Corner? It's an idea! 


ALLEGHENY LUDLUM STEEL CORPORATION 


wew 6oe0e68 


2080 Oliver Bidg., Pittsburgh 22, Pa. 
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Le/t-—Abstract forms in pink, deep 
orange and tropic green appear in this 
“Frolic” design in “Impromptu” china; 
16-piece starter set retails at $18.95. 
From lroqueis China Co., Syracuse, N. Y. 


Far Left—New Chinese figures done in 
“Silver Mist” glass are the “Lute” and 
the “Lotus”; they are 12 in. in height and 
each may be retailed for $7.50. Made by 
the Fostoria Glass Co., Moundsville, W. Va. 


Le/t—Handsome 12-02. cordial de- 

canters by Vallerysthal & Portieux, of < 
France, have hand-cut designs on crystal; 
patterns are Versailles, Trianon, Louvre. 
Sold through French Glass Co., New York. 


Far Left—“Whitehall” design has border 
of gold ivory leaves on pure white bone 
china; 5-pe. setting, $24 retail. Also 
available with band of ivory or in color. 
From Josiah Wedgwood & Co., Inc., N.Y.C. 


Lej/t-—-Block, script or Old English 
monograms in gold on gold-banded “Regent” 
pattern, retail $17.95 for 5-pe. setting; 
monograms are registered for matchings. 
From Syracuse China, of Syracuse, N. Y. 


Far Lef{t-—Covered candy dish in Prince 
Hamlet porcelain from Denmark is 6% in. in 
height, comes in green, gray or rust with 
gold trim; it may be retailed at $22.50. 
From A, J. Van Dugteren & Sons, Inc., N. Y. 


Table top fashions .. . 
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Right—This “Andromeda” pattern in 
Spode bone china is developed in tones 
of yellow and brown on “Lincoln” shape; 
5-pe. place setting may retail at $21.20. 
From Copeland & Thompson, Inc., N. Y. C. 


Far Right—Line of richly cut, hand- 
blown lead crystal items made in Western 
Germany includes this 104% in. martini mixer 


and 104% in. shaker; each may retail at $5. 
From Ebeling & Reuss Co., Philadelphia. 


Right—Fashioned in Adams Ironstone, 
from England, is this “Ceres” shape in 
soup tureen, app. $20.50 retail with ladle 
and stand; and sauce tureen, app. $7. 
From Fisher, Bruce & Co., Philadelphia. 


Far Right—New “Fontaine” pattern has 
center design of pink flowers and gray 
leaves with white enamel fronds, border 
of pink; 5-pe. setting, $21.75 retail. 

By Castleton China, Inc., New Castle, Pa. 


Right—* Ballet” pattern in Franciscan 
china shows an airy design done in aqua 
and white enamel against sandalwood 
background; 5-pe, setting $21.75 retail. 
By Gladding, McBean & Co., Los Angeles, 


Far Right—-Llegance of design and gener- 
ous proportions mark this “La Soupiere” 
soup tureen in white with gold pattern: 
it may be retailed for approximately $75. 


From Haviland & Coa., Inc... of New York. 





and home accessories. 
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j gore AND TIME AGAIN, | have heard retailers say that 
they sincerely believe their advertising dollars for 
sterling silver are more wisely spent in omnibus adver- 
tising than by featuring one brand at a time. 


My answer to them is that advertising certain brands 
pays off better than others. And dealers are becoming 
more and more successful with cooperative advertising 
run in conjunction with a well-known and widely 


accepted brand of sterling silver. 


Gorham for one has been substantially increasing its 
national advertising during the last two years and 
believes its advertising has been more effective than 
ever because it gives reasons for buying sterling. This 
expanded national program has been topped off with a 
cooperative program for the retailer. It is a proven 
fact that those dealers who have used it intelligently 
und consistently have greatly increased their volume 


of Gorham sales. 
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Now, why should the advertising of a single brand of 
sterling, such as Gorham, pay off? Part of the answer 
is found in a consumer research program regarding 
ownership of sterling which we sponsored two years 
ago. All women interviewed were asked to rank, in 
order of importance to them, four factors which have 
a bearing on the final selection of sterling silver flat- 
ware, As might be expected, about 40% rated pattern 
as the most important consideration, But--25% ranked 


manufacturer as the most important factor. 


Here is how the four factors rated: 
Pattern 41% 
Manufacturer 25°: 
Price 18% 
Weight 16% 


Hence, the retailer who plays pattern to the exclusion of 
maker is missing 25% of his market because 25 out of 
every 10U customers consider maker ahead of pattern. 
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by B. M. GETMAN 
Vice-President in Charge 
of Sales and Advertising, 

The Gorham Company 


And the question of “Who made it?” does make a big 
difference with customers. 


A young girl or matron wants to own sterling of which 
she can be proud. Why? Because sterling is a precious 
metal and something bought for a lifetime of use, Also, 
there is a sentimental aspect second only to the engage- 
ment and wedding rings. When a woman is sentimental 
and proud of a possession, she wants it to be the best. 
Also, she wants it to be the best-known “best”’ brand, 


so that her friends will admire it and respect her taste. 


For example, here is how Gorham sterling fulfills the 
requirements to be a featured brand: 

|. Gorham has been the leading maker of sterling 
silver flatware since 1831—125 years of continuous 
operation. 

2. Gorham was the first national advertiser of sterling 
and a continuous advertiser since 1853. 

3. Gorham has been winner of gold medals at every 


exposition where its products have been shown. 

4. Gorham has produced more “best sellers” than all 
other manufacturers. 

5. More Gorham sterling is in the hands of the public 
than any other make. 

6. Gorham makes more designs to choose from than 
any other manufacturer. 

7. Gorham offers a broad assortment—a “best-seller” 
in every design category. 
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8. Gorham’s exclusive one-piece knife handle is made 
from a seamless sterling tube that will resist denting 


if accidentally dropped, 


9. The Gorham name is not used on any base metal 
flatware——it is used only to symbolize the finest in 


sterling. 


10, An extensive line of quality sterling holloware gives 


an aura of prestige to Gorham flatware. 


11. Gorham is always found in the best stores 


because of controlled and selective dealer distribution. 


In addition to Gorham, of course there are other 
sterling silver manufacturers who aiso merit being 
featured in store advertising. And, it is logical and 
good business for a store to advertise several well. 
known brands and occasionally show several makes in 
an advertisement to indicate to the public that the 


store is headquarters for all good sterling. 


Since Gorham and other leading sterling silver manu- 
facturers are spending more money today on national 
advertising than ever before, it seems a shame to me 
that many retailers are missing out on the full benefit 
of this increased advertising expenditure. 


A strong program of national advertising, such as the 
one we believe we are now running for Gorham, creates 
the urge to buy. Effective local tie-in advertising can 
—and does—translate that urge into sales! 
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By Mary Zook 


...80 you think you have a lighting problem 


@in the newly located J. E. Caldwell store in 
Wilmington there is no sunlight at all. Situated 
in the middle of the main floor of the du Pont 
Hotel, its only windows, trimmed with merchan- 
dise, front the thronging lobby. The manage- 
ment, however, refused to be worried by the lack 
of natural lighting. 

They enlisted the services of a team of engi- 
neers who designed for the store a series of ceil- 
ing panels that diffuse fluorescent light through 
glass. No shadows are created, and plate, silver- 
ware and gifts show off to excellent advantage. 

At certain points spotlights also are inserted 
flush in the ceiling, and these can be beamed at 
any angle to illuminate any object. 


O O © 
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Above: The complete absence of natural lighting is no detriment to 


this section of the Caldwell store with its concealed illumination. 


Below: That an apparent handicap can be turned into a definite advan- 


tage is demonstrated by this use of fluorescent lights in place of sunlight. 








Naot Berger, monager of Ceral’s, Inc., Pawtucket, R. |i., proudly 
stands by the display of sterling thot hos brought new business. 


COMPLETE SETS VERSUS PLACE SETS 


by Mildred 8. Sullivan 


* In a market where customers are normally in- 
vited to purchase place settings, it is unusual to 
find a jewelry store like Cerel’s, Inc., Pawtucket, 
R, I., that does 75 per cent of its sterling business 
in complete sets. 

Moreover, in the opinion of Nat Berger, man- 
ager, it is owing to this fact that Cerel’s sterling 
business produces 18 per cent of the store’s total 
dollar volume. 

The cause of these gratifying results is per- 
fectly simple, according to Mr. Berger. He takes 
issue with most merchants who believe that 
brides and prospective brides are the best poten- 
tial sterling customers, 

“I feel,” says Mr. Berger, “that concentrating 
on selling place settings to these young women 
is an error because they are not in a position to 
spend much money and many of them lose 
patience and never complete their sets. We do 
not neglect the girls but we aim primarily at 
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housewives who have passed the bridal stage and 
are better fixed financially.” 

Seven major lines are carried at Cerel’s, and 
Mr. Berger always talks up sets consisting of 
service for eight plus butter knife and sugar 
shell. Sets range in price from $99 to $450, with 
the largest volume in the $200 bracket. 

“These are the basic sets that we always have 
vood luck with,” says Mr. Berger. “I find that 
women are happier buying them because they 
have a service for eight which they can use at 
once without waiting to acquire additional set- 
tings.” 

The average sale is of course much larger and, 
Mr. Berger points out, is made in approximately 
the same time usually required to sell a place set- 
ting. The sale of a set completes a woman’s basic 
sterling purchase at one time in one package, 
whereas the sale of each place setting requires a 

PLEASE TURN TO PAGE 182 
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RECORD-BREAKING SALE OFFER 


Starting Sept. 4 (and lasting six weeks—through Oct. 
20), Community offers dealers an unprecedented sale 
opportunity ... backed up by extensive national adver- 
tising and promotion, and providing every type of mer- 
chandising aid for follow-through at the retail level. 
Timed to coincide with the arrival of fall, this sale 
offers great seasonal appeal . . . in that customers are 
looking forward to many months of at-home entertain- 
ing, buffet parties, and family dining affairs. 


The sale revolves around a 64-piece service for 8, 
displayed in a handsome drawer chest. The big feature 
of the sale is that 12 free extra pieces (worth $31) have 
been added to the regular service for 8. The sale allows 
dealers to offer all 64 pieces in buffet trays for just 
$74.75—the price of a regular 52-piece service of Com- 
munity. Drawer chest is optional, selling for $15 addi- 
tional, Therefore, during the sale period, customers 
have a bargain opportunity to save $31, whether they 
get the service with the chest or with the trays. Full 
profit, of course, is accorded to dealers on the sale offer. 


The drawer chest, shown here with eye-catching dis- 
play cards, has the exclusive Community duo-feature 
...» Which has proved a sensational sales tool since its 
introduction this spring. This duo-feature allows the 

















No. 4in a series of sales and merchandising news 


DLLVERWARE NEWS 


you can use to increase sales 


of Community, the finest silverplate. 


dealer to show the silverware to best advantage in the 
chest, while selling it two ways . . . either in buffet trays 
that lift out of the chest, or in the chest. (The bonus 
pieces, shown in the cover of the chest, fit in the trays 
, » « 80 the customer gets 4-part drawer trays, if she 
purchases the service without the chest.) 


Another sales feature of the chest and the buffet 
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trays—both will hold service for 12. During the sale, 
dealers can offer this larger service at a $37.50 saving. 
The 89-piece service for 12 sells for only $99.75 in 
trays, and $114.75 in chest. In each case, the saving 


is the same—$37.50. 


The popularity of the buffet trays is due, in large 
part, to increased dining-room space in new homes. 
Many customers now have buffets or sideboards in 
which to store their silverware, and do not need a chest. 
Also, the saving in price, without the chest, is a sales- 
clinching factor. However, this drawer chest is both an 
outstanding value at $15 and a beautiful addition to 
the home . . . providing dealers with extra sales poten- 
tial to sell customers on the convenience of a chest. To 
blend with customers’ home furnishings, the chest 
comes in a choice of blond or mahogany finish. 
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COAST-TO-COAST ADVERTISING BACKS SALE 


This spectacular color-page advertisement is scheduled 
to appear in 220 Sunday newspaper supplements on 
Sept. 23. These newspapers reach 209 cities (all large 
metropolitan centers with big-city populations, plus 
thousands of small and medium-size towns), and are 
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read by 52,000,000 people. So customers all over the 
country will see the sale announcement. In addition, 
the same advertisement will appear in the October issue 
of the Ladies’ Home Journal, which hits the newsstands 
Sept. 26.The Journal has the largest all-woman audience 
of any magazine . . . reaching 11,500,000 silverware- 
minded women monthly. The combined coverage of 
these Sunday newspaper supplements, plus the Journal, 
will reach a staggering sum of people . . . making it im- 
perative to have sale merchandise on display before the 


sale breaks. 


OFFER PROVOKES DEALER ENTHUSIASM 


A sample of dealer reaction to 
the Community sale announce- 
ment is expressed in this state- 
ment from Walter R. Thomas, 
Jr., of Myron E. Freeman & 
Bros., Atlanta, Ga.: 


eer” . 
Every woman desires a com- 
plete silverware service with all 





the extra pieces she needs to 


serve every kind of meal, And every woman loves a bar- 
gain! That's why we feel this sale has great potential; and 
we intend to play up the beauty and value of this complete 
service, and the bargain represented by the $31 worth of 
extra pieces. To make the most of this sale, we plan to de- 
vote plenty of window and counter space for display, and 
to tie in local advertising with Community's national cam- 
paign in the Sunday supplements and the Ladies’ Home 
Journal.” 


COMPLETE MERCHANDISING AIDS AVAILABLE 


The window banner, pictured here, is one of many free 
merchandising aids available for promoting the sale. 
Besides quickly flashing the sale message, the 21" x 34” 
patterns large 
. which, in the 
final analysis, prompts purchase, Besides telling cus- 


banner displays all five Community* 


enough to get across design beauty . . 


tomers they can choose from all five active patterns... 
it’s well to remind them that all Community patterns 
are the same high-grade quality, and the same price. 


Also available for store use are envelope stuffers, 
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sales tips, reprints of national advertisements and price 
cards. For local advertising, newspaper mats are offered 
in eight sizes, plus radio spot announcements and 16- 
millimeter films for television spot advertising, Dealers 
are urged to capitalize on the sale to the fullest through 
tie-in advertising, window and store display. 


If your store is not a participant in this nationwide 
sale event, tie in now by contacting your Community 
representative or wholesaler, or Oneida Ltd. Silver- 
smiths direct. 


. 
TRADE MARES OF ONTOS LTO. OMEGA, B. ¥, 


Created in the Design Studios of Oneida Lid. Silversmiths 


A Service of Oneida Ltd. Silversmiths 


Reprints of this article make handy guides for sales staffs, and can be obtained by writing Oneida Lid. Silversmiths, Oneida, N, ¥ 
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In the mezzanine of H. F. 
Underwood's Jacksonville, 
Fla., store (top photo), an 
assortment of modestly 
priced gifts is on display. 
Customers are encouraged 
to browse here for gifts 
costing up to about $10, 
in ceramics, crystal, wood 
and other materials. On 
the second floor Bride’s 
Store, Underwood has 
built elaborate displays of 
silver, china and crystal, 
plus individual rooms that 
have been made to look as 
homelike as possible. In 
this photo, brides’ tables 


and settings are shown. 


A SUCCESSFUL JEWELER ADVISES: 


Bt t) 


Diamonds, watches, pre- 
cious and costume jewelry, 
hollowware pieces — these 
are the selections on Un- 
derwood’s ground floor. 
The color scheme here is: 
grey for the fixtures, dusty 
rose for the walls, and 

very light blue for the 
ceilings. Last year, Un. 
derwood spent $90,000 for 
remodeling, bringing the 
total for the past several! 


years to about $200,000. 

















H. I’. Underwood’s Jacksonville store has grown and prospered— 
but first, this jeweler took the time and trouble to make a solid 
stucy of the business and of the consumers in his selling area. 


® “Too many jewelers don’t take the trouble to learn very much 
avout their business.” 

This is the criticism voiced by H. F. Underwood, of Jackson- 
ville, Fla., whose sedulous investigation into the retail jewelry 
business generally and his selling area specifically have paid off. 

Underwood has taken the trouble, considerable trouble. “Dur- 
ing the past four years,” he comments, “our volume has more 
than doubled, so that we are now running well over a million 
dollars a year volume.” 

Like other jewelers, Underwood advertises. He has a store 
with ar attractive front and interior. He chooses his merchan- 


dise carefully and displays it attractively. But more than all 


this, he—with his wife, who has done much to make Under- 
wood’s an appealing store—has gained a deep understanding of 
what he sells and the people to whom he sells it. 

Some years ago, Underwood became absorbed in the possibil- 
ities of the bridal market. After a study of what other Jackson- 
ville jewelers were doing in this field, he was convinced that the 
bridal business in his store did not return anything close to its 
potential profit. He built up this department, finally opening a 
Bride’s Store in his building. 

In this department, as in all others in his store, Underwood 
works hard to offer merchandise and services that will attract 
customers and encourage their loyalty to him. 

“Too many jewelers,” Underwood points out, “have little to 
offer that is not offered by the discount operators and catalog 
houses” If a jeweler is qualified as an expert and authority in 
his store, people will consult with him and rely upon his judge- 

PLEASE TURN TO PAGE {68 
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- POOLE SILVER.... 





ILVERPLATED FOOTED SHELL DISHES 


POOLE’S POWERFUL 
YEAR-ROUND PROMO. 
TIONAL PROGRAM in- 
cludes advertising in Amer- 
ica’s leading magazines — 
PLUS sales helps for you. 
Beautiful catalogs, sales com- 
pelling direct mail folders 
and FREE newspaper mat ad 
service. 


TRADITIO StTLVER SINCE 1893 









Creates 2 things for YOU 


THE FINEST STERLING 
and SILVERPLATE 


HAPPY, SATISFIED CUSTOMERS* 
(especially Bridal customers) 










Your biggest asset is the goodwill of your satisfied customers. 
They give you constant sales and profit. Poole Silver helps to 
build this goodwill for you by making the finest silver and 
pre-selling it for you with a year-round program directed to 
the growing bridal market. 









All items shown are new and ave available for immediate delivery from 


your distributor. 


#L t 
prot POOLE SILVER COMPANY, INC. TAUNTON, MASS. 
NEW YORK PHILADELPHIA CHICAGO 


DISA 752 366 Fifth Ave. Washington Square Bidg. 29 E. Madison St. 









No. 094 SOLID STERLING GRAVY BOAT AND TRAY No. 995 SOLID STERLING SUGAR AND CREAMER 





No. 5035 SILVERPLATED BUFFET DISH No. 411 SILVERPLATED BUTTER DISH 
with Revolving Cover and glass insert 
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ment in making a decision regarding purchases 
of jewelry. If he merely has jewelry to sell them, 
they are inclined to judge his offerings on the 
basis of price alone.” 

Underwood has qualified himself as an expert. 
He is a registrant of the American Gem Society 
and a skilled speaker who has brought informa- 
tion about gems to thousands in northeastern 
Florida. 

At the same time, his store has constantly been 
growing. Installation of his elaborate Bride’s 
Store six years ago did not end Underwood's 
growth. Last year, he undertook a remodeling 
job that cost over $90,000, bringing the total 
spent on remodeling and new fixtures during the 
past few years to about $200,000. 

In the remodeled Underwood Jewelers, the first 
floor comprises the jewelry department — dia- 
monds, watches, precious jewelry and costume 
jewelry are sold here. 

The gift department has been placed on the 
mezzanine. Customers looking for gifts of a 
general nature, in ceramics, crystal, wood and 
other materials, costing up to $10, can browse 
leisurely there. 

On the 60 by 100 foot second floor, Underwood 
maintains his Bride’s Store. In addition to a 
spacious display area, the Jacksonville jeweler 
maintains a group of small rooms, decorated in 
styles from early American to contemporary. 

Each of these rooms is organized to resemble 
as closely as possible a room in a home—‘the 
idea being,” Underwood points out, “to show 
women how our merchandise would look in the 
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average room. We have wall-to-wall carpeting, 
‘fallpaper and beautiful drapery materials at the 
windows.” 

In all these furnished display rooms, everything 
is for sale. “Not because we wish to be in the 
furniture business,” Underwood explains, “but 
because it gives ‘us an ever-changing atmosphere 
which could not be accomplished if the furniture 
remained in one place a long time.” 

When Underwood says “everything,” he means 
just that—the chairs, linens, pictures, corner 
cabinets, bookcases, buffets, even an early Ameri- 
can fireplace in one of the rooms—all carry a 
price tag. 

The salon type of display is carried out in the 
main area of the Bride’s Store as well as in the 
individual rooms. No counters are placed in front 
of wall fixtures; instead, the customer walks di- 
rectly to the merchandise that interests her and 
makes her selection. 

The Jacksonville jeweler has profited further 
with departments not commonly found in retail 
jewelry stores. One is a Bar and Party Mart, 
offering everything from portable bars to bar 
gadgets. Another is the second floor Lamp Room, 
containing up to 100 lamps. A third is a modern 
kitchen, useful for supplying hors d'oeuvres and 
beverages for school groups and sororities in- 
vited to the store, and for supplying employees’ 
luncheons at the busy Christmas season. 

Underwood has not only worked hard to under- 
stand his business and his clientele; he has as- 
siduously brought much of his hard-earned know!l- 
edge to the consumers in his area. 
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three and a half years, Underwood had a 15- 
minute lecture program on television, in which 
he brought his viewers information on every 
phase of the jewelry business. Currently, he is 
an alternate weekly sponsor of a 30-minute sus- 
pense show. 





















Show the merchandise in 
use this might well be 
the motto of the H. F. 
Underwood store. In the 
lobby of the second floor 
(photo, opposite page), 
china, crystal and silve1 
are shown in a homelike 
setting, so that potential! 
customers can more eas- 
ily visualize these items in 
their own homes. Othe 
settings (right, above and 
below), show Underwood's 
selections in Early Ame 
ican and contemporar: 
rooms. Everything in 
sight is for sale furni 
ture, vases, lamps, plac 
mats, candelabra, cven the 
fireplace in the top phote 
earries a price tag. Thi 
practice, Underwood ha: 
found, enables him to keep 
changing the settings fo: 


his tabletop merchandise. 


He advertises through newspapers, direct mail, 
occasionally in national magazines and, to the 
tune of about $15,000 a year, on television. For 





Underwood remarks of his television presenta- 
tions, “While the suspense show has a greater 
listening audience, the lecture series was more 
effective in selling merchandise.” In other words, 


his most profitable appeal was communicating 
to the buying public his knowledge and under- 

standing of the jewelry business. 
The jeweler is more than pleased with the 
PLEASE TURN TO PAGE (86 
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Reed & Barton Announces 


AUTUMN LEAVES 


Destined to be the FIFTH* successful 
sterling pattern in a row! 


Here, with the first leaf pattern in sterling, Reed & Barton brings you 
again a “research-proven’ winner, especially designed for the youth- 


ful market. Priced in the popular $34.75 Cinel. Fed. Tax) category. 


sk Reed & Barton’s 4 outstanding successes in the last 4 years: 


IN 1952—SILVER WHEAT 

IN 1953—CLASSIC ROSE 

IN 1954—SILVER SCULPTURE 
IN 1955—TARA 


A recent trade survey shows three of these patterns are high among 


the “top ten’” in sales this year, The fourth rates high in the next ten. 
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by Edward R. Lucas 


BRIGHT papers, rib- 
bons, generous bows and 
for many packages, 42 
Santa Claus head or other 
figure - these are the 
things that make the gif! 
wrappings at Zell 
Brothers, Portiand, Ore., 
an important sales stimu- 
lant during the busy 


Christmas season. 


WRAPPING UP CHRISTMAS BUSINESS 


An Oregon firm spends a lot of money gift-wrap- 
ping every Chrisimas item, regardless of its cost 


——and figures the expense a profitable investment. 


* Attractive gift-wrapping for every Christmas 
season purchase has proved an effective sales 
stimulant for Zell Brothers, 800 S. W. Morrison 
St., Portland, Ore. 

Management of this firm, including four Zell 
brothers and three sons, ranks the effectiveness of 
gift wrapping as an advertising medium a close 
second to Christmas window displays. 

Every present is gift-wrapped, and Zeil 
Brothers does not discriminate by using cheaper 
wrappings for less expensive items. The firm’s 
wrappings are designed by its own decorators, 
so they will not only be in good taste but will 
stand out as individually Zell's, different from the 
Christmas packaging of other stores in the area. 
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Incidentally, the general tone of the store’s dis- 
play windows, interior decoration and gift wrap- 
pings remains consistent because the two deco- 
rators on the payroll take care of all three jobs. 

Zell Brothers looks to its elaborate gift-wrap- 
ping service as one of the successful steps it has 
taken to attract large numbers of customers into 
a quality store, known to carry considerable mer- 
chandise in the upper price brackets. 

The Portland jewelry store uses a dozen dif- 
ferent styles of gift-wrapping, and stocks more 
than 30 types, colors and widths of ribbons. A 
novelty decoration, like a Santa Claus doll, is used 
on many packages to add still further variety to 
the wrapping. 

Some of the wrappings cost Zell Brothers $2, 
but the average cost, including labor, is consider- 
ably less. Management cheerfully continues the 
practice of gift-wrapping all Christmas merchan- 
dise, however, figuring that it is well worth its 
cost as an effective advertising medium. 
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It’s easier to start a habit 
& @ 














than to stop one 
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...- Especially when you're selling fine and costume jewelry to America’s 8,000,000 young women under 
twenty (bold baroque medallions, necklaces, pins ... delicately designed bracelets, earrings, cufflinks). 









These girls are impressionable young women with tremendous cravings for the decorative in life. About- 
to-be brides (more girls marry at 18 than at any other age) they’re just at the stage of selecting engage- 
ment rings ... collecting trousseau treasures (1,400,000 are buying silverware). 


They're the fastest-growing market in the U.S.A. They’re a big spending market —spending fabulously 
on the products they learn about in the only magazine that dominates their buying... SEVENTEEN. 





4838 Madison Avenue, New York 22, N.Y. 
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You've asked for a repeat performance... 


With hundreds of comments such as “Wonderful” ... 
“Great Sales Builder” ... “Give Us More” pouring in 


from manufacturers, distributors and retailers, we just AWAOVE MBER 


had to repeat Stainless Steel Month in 1956. 


This year’s nationwide promotion will be even big- 
ger and better. Republic is backing the promotion with iS STAINLESS 
more advertising, more publicity, to help you sell more 
Stainless Steel housewares, kitchenwares, sinks, coun- 


tertops and appliances. STEEL MONTH 


A TWO-PAGE, FULL-COLOR AD in the November 
jrd issue of The Saturday Evening Post will carry the 
slogan “Surround her with Stainless... she'll love it 
for life” into more than 5,000,000 American homes. 
The ad emphasizes the permanent beauty, durability, 


ease of cleaning and high styling of today’s Stainless MAKE YOUR PLANS NOW TO TIE-IN WITH THIS 
ee pee BIG PRE-CHRISTMAS PROMOTION 


To add impact to the promotion, a big new merchan- 
dising kit has been designed with even more free point- 
of-sale materials than last year. ®@ Start planning your window and counter dis- 


® Mail the coupon for your free merchandising kit. 


Stainless Steel Month offers a real sales opportunity plays. 
to everyone who makes, distributes or sells Stainless @ Stock up on Stainless Steel Housewares and 
Steel products. Appliances. 


REPUBLIC STEEL 
Uberlali Udlort Range off Stiuclard, Sttoles avd, Stool Proclieli 


Please send me free “Stainless Steel Month” mer- 
(number) 


chandising kits. 





Name... 





REPUBLIC STEEL | 
CORPORATION Compeng- 
Advertising Division 
Dept. C-2322A Address 
3200 East 45th Street 
Cleveland 27, Ohio 











City Zone___ State 


Pees eeeeaaeanaeacoaaeg 
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HERE ARE THE CONTENTS OF YOUR FREE STAINLESS STEEL MONTH MERCHANDISING KIT 


POST AD — A full-color, easel-mousted repro- 
duction of the November 3rd ad. 


2 WINDOW-WALL POSTERS—20’ x 20’ in full 
color with the slogan “Bright Gift Ideas in 
Stainless Steel.” 


20 MERCHANDISE PRICE T4\GS—U se these to fea- 
ture each item of Stainless. One side carries the 
“Bright-Gift-Idea” slogan, the other side has 
space for the price. 


4 DIE-CUT EASELS— Designed for counter or win- 
dow display. Two are 20" x 20° full-color re- 
productions of feature illustration in the Post 
ad. Twoare 15"-high girls with message “You'll 
Love Living with Stainless .. . for Life!” 


SET OF RADIO SCRIPTS—Six open-end radio 
commercials. Easily tailored to fit your promo- 
tion and merchandising activities. 


FOR SEPTEMBER, 1056- 


2 SETS OF RETAIL-SELLING GUIDES—Explains 
what to tell customers when they ask about 
Stainless Steel. Gives reasons why Stainless is 
a good buy. 


2 “AS ADVERTISED IN THE POST” STREAMERS— 
21” x 13” imprinted with the slogan “Bright 
Gift Ideas in Stainless Steel.” 


NEWSPAPER-AD HEADINGS AND ART SHEET— 
For use in your local tie-in advertising to build 
store trafic and sales for the Seakalons Steel 
items you sell. 


SET OF PUBLICITY RELEASES—Stories on Stain- 
less Steel Month to send to your 'ocul news- 
papers. 

DEALER PLANNING GUIDE—Tells how you can 
tie-in with Stainless Steel Month. How to use 
the merchandising kit to build attractive win- 
dow and counter displays. How to build your 
own newspaper ads. 














ZELL BROTHERS’ packaging 

department requires the ser 
views of a dogen employees dur 
ing the Christmas season. After 
the bewlianineg of November, four 
or five women do mthing but 
gift-wrap. When they have some 
epare time, they make up bows, 
shown in the beuxes on shelves 
in this photo. Alswe available for 
their uee are the rolle of ribben, 


convenientiy hanging overhead 


PFROOM PAG: 177 


Zell’s packaging department, during the busy 
Christmas season, requires the services of 12 em- 
ployees, including those who wrap packages for 
mailing. Beginning about November 1, the store 
has four or five women who do nothing but gift- 
wrap. In whatever spare time they have, these 
women make a supply of bows, to be placed on the 
gay Christmas packages. 

The Zell brothers feel that the reputation of 
their store makes every gift prized by the recipi- 
ent. “And having Zell’s gift wrapping at Christ- 
mas time,” they are convinced, “is in itself an 
important factor in gift giving and receiving.” 
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HERE’S HOW TO 


HELP MAKE YOURS 


A PRESTIGE STORE 


with ‘wrapped in beauty’”’ 
gift packages 


Lend elegance and prestige to every pur- 
chase in your store with exciting CPS 
paper designs in flat sheets or counter 
rolis, combined with color harmonizing 
rayon Satintone” or curling cotton Rib- 
bonette” gift ties. 

Beautiful bouffant bows are so easy to 
tie with versatile rayon Satintone... the 
gift tie that sticks to itself when moistened, 
has the same lustrous beauty on both 


CHICAGO PRINTED STRING CO. 
2300 Logan Bivd., Chicago 47, Ill, 
New York « 226 Fifth Ave. 





SOLT ATTACHMENT 
for making 2? coter bows. 








SATINTONE BOW 
MACHINE makes perfect 
Pompome every time! Re- 
duces bow making time 60%! 
Eliminates ribbon waste! 
Designed tor 1/2", 3/4”, 
1-1/4" Satintone! 


“a29o"° 
ONLY 


with purchase of 46 belts of 1/2" 


sides, strips into desired widths and curls 
beautifully. For truly outstanding gift 
packages, dramatize each with vibrant 
Satintone Candy Stripe designs or beauti- 
ful new thermo-printed Satintone Taglio. 
Mail coupon today for samples of co- 
ordinated Christmas gift ties and paper 
designs for your store, suggested gift 
wrapping section set-ups and training 
material for your store personnel. 


a - Wor 


TRADE MARK 
MULTI-BOW MAKER 


Makes more than twelve varieties of 
fancy bows! Designed exclusively for 
%” and %" rayon Satintone and %" curl- 
ing cotton Ribbonette. 


ony 19°° 


*Patent applied for 


CHICAGO PRINTED STRING CO. 
23009 Logan Bivd., Chicago 47, Iii. 


Gentiomen: At no cost or obligation to me. 
please send me additional information (indicate choice) on 


Beau-Mor Multi-Bowmaker __ Satintone Bow Machine 
uw Samples and intormation tor a store gift wrapping program. 


Have your representative visit us 

















and/or 3/4" and/or 1-1/4" Gatintone 













ee France. o 
OPALESCENT CRYSTAL 


Read Creyetcei Ot £66: Beeerr 





169 “Perles” “Pearls”——-clear, opalescent ashtray. 6” dia 
Oris "hh uton’ ‘ Ruds™ bow |. az 


186 Feuilles” “Leaves’ /” high vase with appliqued elass 


Reading from top 


160 “Ovseau de Paradis Bird of Paradise ~shallow bow!, |‘ dia 
156 “Otseaux et Raisins Birds and Grapes’ -—12” dia. salad of trun bow! 
0146 © Fleurs Flowers ~12” dia. bow! 
0256 “Grenade Pomegranates ~—Oval bowl, 14x10)” 
top—Ol Soleil Sunflowers '” bow! 
O214 “Chardon Thistle 9” bow! 


lower—O151 Lorus G” bow | 


163 “Beurrier Feuille Bucer Leaf ' —7'4"25” buceer ov dessert dish 





All prices wholesale. Immediate delivery from sock. FOB 
shipping points: New York, San Francisco, Chicago, Dallas 


JEWELERS 


These quality-crafted French imports are excellent wedding gifts. 
Reasonably priced, we suggest you write for details and prices, 





Sole distributors in the U.S.A 


rut FRENCH GLASS CO, wwe. 


610 Fifth Avenue, New York 20, N.Y. 
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China 
Glass & 
Giftwares 


by ADELINE LOVE 





ROM news that keeps arriving from various 

gift shows during the past two months, it 

is obvious that retailers are expecting the 
coming season to be an exceptionally good one. 
It is true that the early July shows dragged their 
feet a little and caused a few flutters of anxiety. 
But since then, there has been a rising chorus of 
cheerfulness over the number and amount of the 
orders placed, from “ew York to California. 

Another facet of these reports indicates that 
the quality of the sales is high, too. There appears 
to be little resistance to price, although in certain 
areas of merchandise prices have gone up or are 
about to do so. 

Does this willingness to place bigger orders for 
jewelry-store-quality wares mean that Operation 
Cherub will be better than ever this year? We 
hope so. We hope that a greater number of jew- 
elers will have decided to take advantage of the 
sales potential inherent in such a concerted effort 
to increase Christmas business. 

And we hope these jewelers are laying in suffi- 
cient stocks of fine china and glassware for a 
really hearty participation in the program. A 
set of dinnerware or a dozen goblets can be a 
“gift of love” too—but only if it is right there in 
the store ready to be seen and admired and 
bought, 

Which brings us back to the gift shows and 
their high level of sales this year. Since jewelers 
represent only one group of retailers attending 
the shows, it is obvious that department store and 
specialty store buyers and gift shop operators 
are also preparing for a top level Christmas sea- 
son. Which presents one more reason why jew- 
elers should work together to make the 1956 
Operation Cherub a success. 


. * * 


ATES for the early 1957 gift shows have been 

announced by the George F. Little Manage- 
ment in New York. They include the New York 
Lamp Show, Jan. 20 to 25 in the Hotel New 
Yorker and the Trade Show Building, with the 
Home Furnishing Accessories Show sharing the 
same dates at the Trade Show Building; Wash- 
ington Gift Show, Jan. 27 to 30 in the Hotel Wil- 
lard; Chicago Gift Show (conducted by the East- 
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ern Manufacturers and Importers’ Exhibit, Inc.) 
Feb. 3 to 14 in the Palmer House and LaSalle 
Hotel; New York Gift Show, Feb. 24 to March 1 
in the New Yorker Hotel and the Trade Show 
Building; Boston Gift Show, March 4 to 8 in the 
Hotel Statler; Philadelphia Gift Show, March 17 
to 20 in the Benjamin Franklin Hotel; New York 
Stationery Show, May 19 to 24 in the Hotel New 
Yorker. 


N the New York showrooms of Castleton China, 

Inc., this interesting display of tabletop fash- 
ions has been arranged especially as a suggestion 
for a “jeweler’s window.” The background is 
a neutral beige color, brilliantly lighted to show 
off the various designs of china and the appro- 
priate patterns of silver and glassware. 


a * * 


NEW slate of officers has been elected by the 

National Gift and Art Association. Clarence 
E. Yeo, of S. P. Skinner Co., Inc., was chosen pres- 
ident; Leon Arditti, of Arnalt Imports, vice pres- 
ident; George F. Little, re-elected treasurer, and 
William E. Little, re-elected secretary. A. H. 
Dorman, who has served as president for the past 
two years, was presented with a sterling silver 
Revere bow! at the election meeting, held July 2 
in the Prince George Hotel, New York. 

oe oe 
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ATHERYN HAIT DORFLINGER 


director 
of public relations for the Fostoria Glass 

Co., appeared Aug. 19 on the Arlene Francis 
PLEASE TURN TO PAGE 184 
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ORREFORS 
SWEDEN 
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One of a series of Orrefors ad- 
vertisements currently appear- 


ing in national magazines 


U.S.A. Representative 


Fisher, Bruce & Co. 


221 Market St., Philadelphia 6, Pa. 
Hand-blown Crystal by 


ORREFORS 


1107 Broadway, New York 10, N. Y. 


Consummate artistry, jewellike brilliance... unmistakably Orrefors 
Send for name of dealer nearest you | U.S.A. Representatives 
and free iliustrated Orrefors booklet | fast, FISHER BRUCE & CO. 771 Market St. Priie. 6, Pa 








JEWELRY—CHINA—OBJECTS D’ ART 


A professional auction service 
by a professional jewelry auctioneer 


A service that has been put to use for firms and situations 
os varied as: The Steiner Liquidation, Sutton, Neb., population 
1500; Our two history making sales, Feagans Company, Los 
Angeles, inventory volues over three million, and our cele- 
brated group sole for the six leading jewelers of St. Louis, 
Mo., consisting of approximately $800,000 taken from their 
six stores for the auction. 


A FEW OF OUR MANY AMAZING COMPLETE 
LIQUIDATIONS OF THE YEARS 1954-55-56 


Robert Meyer, Jr., Pres. Nebraska Retailers, Scottsbluff; L. W. 
Terry, store Est. 1884, Kalamazoo, Michigan; C. W. Meyer, 
Benton Herbor, Michigan; Shanks Jewelry & Music Store, 
Waterloo, lowa, a firm that grossed $500,000 their last yeor 
in business; Bob Reneau, Alva, Ok.; Weldon Jewelers, Paw- 
hauska, Ok.; Neubauer Jewelers, Dayton, Ohio; Omaha's Oldest 
Store for Finance Company; Wren's Jewelers, Clinton, Ok; 
Frank M. Knoell, Mt. Sterling, Ky.; Thomas & Thomas, Colo- 
rado Springs, o sale attended by the elite of the Rockies; 
Adm. Sales for H. P. Sutton, McCook, Neb., store est. 1888; 
Geiger & Ament, Louisville's fine old store; Jack Workeringer, 
Litchfield, tll.; And many others in the states of Texas, Calli- 
fornia, Ohio, Nebraska, Oregon, lowe, Indiana and the 
Dakotas. 

$200,000 Removel Auction for Middletons, Ft. Lauderdale, 
Florida, the head of which was four times President of Florida 
Retail Jewelers. 





WHEN MATTERS CANNOT BE We can tell as close as 
SETTLED BY LETTER WE WILL humanly possible whal a 
COME AND SEE YOU AT OUR stock will bring either in 
EXPENSE bulk or af auction. 


’ “Don’t worry, it’aa FLEX-LET ... and 
AMERICA’S FOREMOST JEWELRY AUCTIONEER “iiow's wort, Wee TEREAGT al 


Thomas J. Faussett Howell, Michigen 
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no snaps no catches 


Magnalol 


the first billfold in the world with 
usles 4 ; 
iat ( 


HOLDS FAST! LIES FLAT! The billfold of the century 
, $0 new, 60 revolutionary, customers can't 

resist it! The new Magnafold is first with magnetic 

closing passcase, Two powerful wafer-thin magnets 

lock passcase firmly, They can't release until . 

released, The ‘different gift’ for this scientific 

age, Stock this fabulous magnetic closing 

one piece construction masterpiece, 


MAIL ORDER TODAY! 


GP Ge GP GF 6 ee a ee a oe oe eS oe a 
HUGO -P°oenoem..-. COMPANY é 
SPRINGFIELD, OHIO 1 

ORDER ATTACHED \ 

eveilebie colors and leathers il 


Gaehna Coach Hide English Merecce Gahna Polished Cowhide 
| | ten | | Bleck 


| | brown || brown 
name 
store name 


address 


oe oe ee eee Sere aay 


§ city... zone state 


' [] Include Counter disploy FREE | Include Newspoper mots 
he ee me a gm om we me ww om om ow ow oe oe oe os 
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to SELLA I" DELS... 


Impromptu by Iroquois... pace-setting place settings that score 
new highs in profits and turnover in leading jewelry stores all over the 


country bec “ause they sell on sight. 


Designed for the big new casual living market, this exquisite 
translucent true china is so durable it's backed by the famous Iroquois 
“replaced if it breaks” warranty so practical it doubles from oven 
to table, eliminates hard-to-clean pots and pans. And this high-fashion 
fine china retails for as little as $4.95" for a five piece place setting! 
Available in Bridal White or a choice of seven original Ben Seibel 
designs. Supported by powerful national advertising and a wide 


selection of effective. free dealer aids. For further details write to 


Iroquois China Co., JCK 96, Syracuse 9, N. Y. 


*A bit higher in the far west 
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Bridal Whit: Vision 








.-- fet Reasonable! 


Mew 


FOLDING ASSORTMENT No. 77 
Te 385 Folding Boxes for $49 


(WHITE) 
For the Gift Shop... 


tarton style, DOUBLE W 
ped for Pictorial 
9x65; 10%4x4:; 
/xJiu4 1S size Ilxilx7: 
Sxban sé >: Beiigd 


e @ WRITE FOR CATALOG ON INDIVIDUAL SIZES 


“The Package is Part of the Purchase” 


PICTORIAL rare PALAHGE CORPORATION 


Deep HOLE 
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, | PICTORIAL PAPER PACKAGE CORP. 


232 5S. Lake St., Aurora, titineois 
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Four Newspaper Pages Advertise, 
Describe Newest Store of Zale Firm 


Advertising for the opening of a new Zale’s 
Jewelers, at 807 Main St., Houston, Tex., was 
climaxed with a four-page section in the Houston 
Chronicle. 

The first and fourth pages of this section were 
entirely occupied by advertising. The center 
spread carried advertising on the bottom half and 
editorial material above it. 

In the editorial section of the ad, the Chronicle 
published pictures and stories of Zale’s execu- 
tives and an ‘account of the background of the 
company. 

Zale’s headquarters is in Dallas. 
has 72 stores in 16 states. 


The company 


COMPLETE SETS VS. PLACE SETS (from page 1/60) 


separate sales effort and a separate decision on 
the part of the customer. 

Mr. Berger finds, moreover, that the set busi- 
ness frequently includes additional pieces that in- 
crease the average sale to a dollar amount sub- 
stantially larger than the price of the basic set. 
This is confirmed by the twice-a-year Cerel pro- 
motions of a $99 basic set, which actually pro- 
duces an average sale of $140. 

“The basis for selling sets,” says Mr. Berger, 
“is to offer attractive terms, with $2 or $2.50 a 
week at the lowest. If a woman is given attractive 
terms, she will buy.” 

Cerel’s largest promotion on 34-piece sets was 
put on just before Christmas last year. In co- 
operation with four manufacturers the firm ad- 
vertised 26 different patterns, featuring one set 
at $99 and others ranging from $174 to $233. 

The ad ran in a full page in the Providence 
Sunday Journal which blankets the entire state, 
and was based on the theme, “Why wait—buy 
eight.” 

The ad also made a successful bid for mail or- 
ders, with a coupon requesting all necessary in- 
formation about the merchandise wanted and such 
credit data as name of employer, position with 
that employer, and names of stores with which 
charge accounts were maintained. 

The coupons produced 25 per cent of the busi- 
ness and brought contact with many new cus- 
tomers. 

Ninty-five per cent of all Cerel’s newspaper ad- 
vertising promotes complete sets, but an occa- 
sional ad is also run on place settings for those 
who prefer that type of buying. 

Sterling is shown the year round in a large 
window and on a center-aisle table, which is con- 
sidered the best traffic spot in the store. 
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631 Gadabout $% 8.50 
638 Senator 20.00 
637 Cosmopolitan 15.00 
647 Teenmate 3.00 
643 Holiday 1.75 


608 Miss Barbara $ 7.50 


634 Wayfarer 
603 Aurora 
635 Voyager 
646 Courier 


632 Venus $10.00 
All prices are retail plus Fed. Tax 


12.50 
5.00 


2.50 


4 > 
(Barbora Ae fas 
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manmicuer Girt sears 


Fashion-eered 


MANICURE GIFT SETS 


This sparkling collection of “Fashion-eered” creations 
reflects all the taste, beauty and quality that has 
made Barbara Bates Manicure Sets the most desired 
of all personal gifts. Rich in buy appeal, each Barbara 
Bates original is unmatched for beauty, unrivaled for 
perfection of design and craftsmanship, your assur- 
ance that your customers will be buying and giving 
the very best. Sold direct to better retailers only. 


A new, colorful folder, ulustrating Barbara Bates 
“Fashion-eered” Manicure Sets and other gift items 
is ready for you. Write for a copy — no obligation. 


Ooo Kates 


Cc. J. BATES & SON © CHESTER, CONN. 








CHINA, GLASS & GIFTWARES (from page 178) 
“Home” show on NBC-TV, with a discussion of 
the many uses of glass tableware and accessories. 
She is shown being interviewed (p. 178) by Nancy 
Ann Graham, on-camera food editor of the pro- 
gram, illustrating her points with various items 
on a round buffet table. 


> * 7 


HIS is one of the four outstanding table set- 
tings arranged by Georg Jensen, Inc., of New 
York, for the cocktail party given at the Savoy 
Plaza Hotel during the New York china and glass 


rqerentie erm 


show by the Midhurst China Co., to introduce its 
new “Century” shape in Hallcraft dinnerware. 
Jensen's built the settings around each of the 
four patterns being shown on the “Century,” 
using its own silver, glassware and accessories. 
Appearing here is the “Garden of Eden” pattern 
with Jensen's “Bittersweet” sterling flatware and 
“Cut-stem” crystal, together with an oval, footed 
silver bowl, silver candelabra and ashtrays. Eva 
Zeisel designed the new “Century” dinnerware. 





PLA,‘ YOUR CHRISTMAS WINDOWS (from page 79) 
Fraimes for the plaques can be made from fluted 
molding, open wire work or paper sculpture, what- 
ever is most easily available, but they should give 
as much as possible an appearance of lacy scroll- 
work. 

A tree branch which may be real or artificial 
serves as the focal point for Sketch D. The tree is 
decorated with merchandise and tiny Christmas 
ornaments. Dises of cardboard, covered in bright 
color velvets and satins, have jewelry pinned to 
them and are suspended from the tree like full 
round ornaments. Necklaces and bracelets are 
festooned from the branches. Other merchandise 
is arranged on gift boxes and on the window floor. 
The tree branch may be sprayed with paint and 
glitter or the branches may be wrapped with 
ribbons or fabrics. 
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BEST SELLING SRCLUSVES 


from BERTSON 
HOUSE 


Christmas Tree Crystal 


This year Bertson House 
has added this new and 
strikingly beautiful Christ- 
mas Tree ine. By an un- 
usual and excitingly new 
technique we have repro. 
duced identically our pop- 
ular Christmas Tree pat- 
tern in brilliant three-di- 
mensional full coler in 
hand-painted effect. A 
perfectly matched com- 
panion worthy of our Din- 
nerware Burnished gold 
oaigee. Tumbler “Skyball” 
6 oF $16.50; Tumbler 





Hiball 14 oz.. $15.00: Deuble Old Fashioned 9 oz.. $15.00 Old Fashioned 7 oz., $14.50 
(All above prices per dozen.) Cocktail Shaker No. 4, each $7.50; Handled Martini Mixer and CHRISTMAS TREE 
Stirrer, each $6.00; Claret or Cocktail 4 oz., $21.00 per doz. All prices retail DINNERWARE 


Famous Christmas Tree pattern in com 
plete open stock, Biggest of all sellers 


during the Holiday season and a Berteon 
CUP OF House Exclusive. 5-pc. place setting, $7.54 
DESTINY retail 


OLD ENGLISH 
INN SIGNS 


Suburban WHiball, emartiy flared in the 
Swedish style, each with ite own authen 
tic early English Inn sign in brilliant 
colors. One each of: Hat and Beaver; The 
Royal Oak; Bull and Mowth; Angel and 
Gleve; Hand and Star; Three Fools; Ele- 
phant and Castle; e Quiet Weman 
(shown). Picturesque and amusing. Pre 
packed for convenience 14 og. size, set of 
5. $12.00. “On-the-Rocks™ (Old Pashion- 
China in attractive ed), 9 oz. size 8 for $10.00 retail 
pastel green. Gold 


edged with color BERTS N H E L d 
ful playing card ; ft . 
reproductions in 


te hae Each 10 West 56th Street, New York 17, N. Y. CO $-86556 
SEND FOR OUR CATALOGUE 


An authentic re- 
production of a 
cup popular with 
Confucius over 
tee years ago 
Used with tea 
heintin it often 
uncannily predicts 
ones fortunes 

Complete instruc 

tions included 
Tops for entertain 

ing. English Bone 








Pr. FOR SILVER, BRASS, CHROME, STAINLESS STEEL, BRONZE 
ay FOR STORE USE... FOR HOME USE 


New, time-saving polishing gloves 
made with finest, approved polishing agents 


jleamit 


© Polish faster, easier 

© Protect hands, manicures, 
clothes 

© Can be worn on either 

hand, providing four pol- 

ishing surfaces 

Thumbs and forefingers 

free for maximum move- 

ment 

© Cotton knit cuffs fit 
snugly, prevent gloves 
from falling off 

® Lined with white cotton 
flanne! for greater com- 












LOVINGLY PROTECTED 


N ® LINDLEY or! Ae 


EASY-TO-SEE, EASY-TO-SELL DISPLAY CARTON 


: easy to use and fort, longer wear 
said 29 ecanamicell RETAIL—$1.39 PER PAIR FREE! 
yA we ey ot 

sf ae JEWELER'S COST— Mats, Colorful State- 
She My ieee. | $10 PER DOZEN PAIRS ment Stuffers, Attractive 
ae as ee eg oes FOB DELIVERED YOUR STORE Counter Cards 
17 x 8 x 8% io EACH PAIR INDIVIDUALLY BOXED 
a | a! Ne, 12 BOXED PAIRS PACKED IN AN 

l N HAL 





BOA ANDY PAPER 


RT te = a 


GLEAMCO, 507 Fifth Ave., New York 17, N.Y. 


1737 W. 2nd, Marion, indiana 
A DIVISION OF MORRIS PAPER MILLS 
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san Valls 


for Ladies 


Made of genuine Safian 
leather, these handsome 
novelty wallets are 
presented here in two 
unusual designs. From 
our newly-imported 
collection, in a 
variety of most- 
wanted colors. 


Retail 


$6.25 


each 


#30-101 


$6.00 


each 


Complete line on 
display at all Gift Shows, 
and at our permanent show- 
rooms, Send for sample assortment 
and illustrated folders. 


104-6 N. 63rd Street, Phila. 39, Pa. 
225 Fifth Avenve, New York 10, WN. Y. 
101 Tremont Street, Besion, Mass. 
2701 Pence De Leon Boulevard, Coral Gebles, Fle. 
1506 Merchandise Mart, Chicago 54, Ii. 
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Casual Cup and Saucer Display 
Leads to Better Dinnerware Sales 


A successful approach to the open-stock dinner- 
ware market is a table display of cup and saucer 
sets, selling for $1, which has steadily boosted 
sales at Atlas Jewelers, Maplewood, Mo. 

Jerry Bearman, head of the store, hit on the 
idea for this display when he closed out some odds 
and ends of fine dinnerware a few years ago. He 
discovered, in doing so, that cup and saucer sets 
were popular gift items. 

He bought a few sets, placed them on display 
on a countertop, and sold the entire stock in short 
order. Since then, Mr. Bearman has been import- 
ing colorful, lightweight cup and saucer sets, 
offering them at $1 to $1.50, and finding that they 
steadily attract customers. 

Most significant, when a customer shows inter- 
est in a set for himself, Bearman points out that 
the store carries a large selection of open-stock 
china and crystal. He invites the customer to take 
a tour of the dinnerware displays, and has often 
found that $1 cup and saucer set sales have led to 
complete table-setting purchases. 





LEARN YOUR BUSINESS FIRST (From page 169) 


overall results of his television advertising. “I 
think perhaps the most outstanding feature of 
our business,” he notes, “has been its phenomenal 
growth in volume since we started television ad- 
vertising. While tv has brought a great many 
people into the store, we have been able to follow 
through with service which has held them as 
customers, while adding on fresh increases each 
year.” 

After several years of constant expansion and 
the expenditure of one-fifth of a million dollars, 
Underwood still has not stopped moving ahead. 
Currently, he is involved in taking over an addi- 
tional 16 feet of street-level store space, to ac- 
commodate a downstairs silver department. 


importance of understanding business philosophy 


While the physical growth of his business 
has been most impressive, it is the underlying 
philosophy which Underwood would emphasize 
in a discussion with a fellow-jeweler. 

His criticism—*“Too many jewelers don’t take 
the trouble to learn very much about their busi- 
ness’’—is at the heart of his business outlook. 

For H. F. Underwood, an understanding of 
what he was doing and a feeling for the people 
he was dealing with came first; the rapid and 
profitable growth of his firm came afterwards, 
a natural fulfillment of a carefully thought-out 
and carried-out business philosophy. 
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THE VP FINE ENGLISH 


DINNERWARE 


Fine English Earthenware 
ENGLAND 


250-0 


English Bone China COPLLANCS Crue 


Lowestoft Stone China 
e 
Made in England by W.T. CopeLanp & Sons, Lp. 





IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC, 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


FRANCONIA CHINA| 


One of Euro pe’s OS SOE et pape ee 






“REVERENCE” 


JEWELERS 
DEMAND 


a 





Nationally Advertised .. . “PALLADINA” 


Tasteful simplicity is combined with the eli gant detail of dainty 
blossoms reserved in Platinum panels and accented with Platinum 
bands ... to create a Gadroon border o* exceptional beauty on 
pure white translucent porcelain. 5-pce. Place Setting with 1014" 
dinner plate: $13.95 Retail (Slightly higher South & West). 





of Fine China” available for point-of-sale distribution, 


39-41 West 23rd St 
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cekel JEWELRY BOX, Inc. 


° INQUIRE about our illustrated lb-page hooklet “The Romance 125 East 144th Street New York 51 N y 
7 Z ,: . 





ode since 1770 ntredolieg CYNMA 


and a few of her friends 


“SWEETHEARTS” 








; * b Write for catalog showing complete line 
HERMAN C. KUPPER, INC. New York 10,N. Y. Sold only through wholesalers 








“PASTEL BUDS” 

by Heinrich & Co. 
New this epring, design of delicately tinted 
pink and yellow rosebuds done on new 
“Grazie” shape in fine, white Bavarian china; 
uptilted edge of 1014" coupe plate is finished 
in coin gold. 


5-pe. Setting: App. $1000 retail 


GEO. BORGFELDT 
CORPORATION 


Established 168! 
44-60 ©. 23820 ST., NEW YORK 10, N. Y. 


712 &. Olive &. (Merch. Mart) 44 York St. 
Los Angeles, Calif Terento, Ont., Canada 











Who was the firat English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powerful Fall schedule in THE AMERICAN HOME, HOUSE & 
GARDEN, HOUSE BEAUTIFUL, THE NEW YORKER, BRIDE'S MAGA- 


ZINE and SEVENTEEN 


{Noval Houlton 











What a bargain hunter! 


* Can a customer recognize a real bargain when he 
sees one? No, says John Brownston of Silver's jewelry 
store, 800 Kay St., Sacramento, California—and a 
recent incident bears him out. 


In the course of a busy day when Silver’s was 
running a luggage sale, someone accidentally put a 
$24.95 luggage sign on the counter beside a well- 
known table model radio-pkonograph combination 
which sold for $129.95. 


A couple came in and walked to the rear of the 
store to make a payment. On their way out, the 
woman noticed the bargain set. 


“Look, honey,” she exclaimed, “here’s what we've 
always wanted—a combination phonograph, and it’s 
on sale for $24.95.” 


The husband walked over to the machine, raised 
and lowered the lid, and said: 

“Oh, I don’t think it is such a hot buy. Let's wait 
until they come down a bit lower in price!” 


Write us a note about your unusual business experience. 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit i. 





Hershberg’s Successfully Promotes 
Table Top Wares, Brides’ Center 


Hershberg’s Inc., 1 East Ave., Rochester, N. Y., 
were pleased with the results of their recent sil- 
ver, china and crystal promotion, carried out in 
their Bridal Gift Center. 

The store tied in its bridal registry with the 
promotion, offering a complete, permanent record 
of the bride’s entire silver, china and crystal 
selections. Hershberg’s set up an extensive dis- 
play of the items featured in its Bridal Gift Cen- 
ter and used window display, newspaper adver- 
tisements and other media to promote the event. 

Their advertising message read: “Hershberg’s 
table fashion department was purposely planned 
to make the selection of your silver, china and 
crystal patterns sensible and convenient 

“It’s a magnificent array, with every famous 
name in silver, china and crystal represented. 
Our collection presents the elegance and dignity 
to satisfy the most exacting demands, yet offers 
a tremendous selection of the newest, smartest 
table fashions to fit the most modest budget.” 
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A PRESTIGE GIFT 
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it’s easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 





NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 


¢ : STAMPING MACHINE CO 
Kingsleg °" MINE Co 
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Our newest design, 
“Forest Fawn’, has 
universal appeal 
Background of blue 
and red. In Bridge, 
Canasta, Bolivia and 
Samba 


Special N ote 

Our new Florentine , in- 
troduced at the New York 
Stationery Show, was fe 
ceived with more enthusi 
asm than any new design 
we have presented in sev 
eral years. (Bridge and 
Pinochle ) 


AT $7.50 


More and more leading jewelry stores are 
finding Kem .. . the gwality plastic play- 
ing cards... a good turnover item. For 
more than 20 years, the first choice of dis- 
criminating card players, Kem Cards are 


a popular year-round gift selection as well. 


Kem’'s smart designs in lasting and attrac- 
tive cases offer the jeweler a new sales 
opportunity. They are fully guaranteed, 
and are tair-traded in all states where such 
laws apply. In Bridge, Pinochle, Canasta, 
Samba and Bolivia. 


ii 


KEM PLASTIC PLAYING CARDS, Inc. 


595 Madison Avenue New York 22. N.Y 


Double deck—-$7.50 retail 

















A pertect gift for Christmas 

or Anniversary ... 
Christmas wreaths V26 V27 
Anniversary circles V28 Y29 


‘Orienta’ Cultured Pearls 


LEYS, CHRISTIE & CO., INC. 


45 Nessce W.. Mew York 















Briefly 


The ANRIA cnnual convention and jewelry fair, held at the Waldorf-Astoria. New York. August 26-31, 
was a huge success. Many thousands of jewelers and spectators crowded the hotel to see the hundreds 
of exhibits, and to attend the meetings and discussions which marked the convention. JC-K features this 
month a special section giving complete coverage of the ANRJA convention. (See Pages 192-A to 192-D) 


Biggest news in the industry this season is the proposed merger of the ANRJA and the NJA into a new 
group, the Retail Jewelers of America. Future policies are being worked out, plans for future trade shows 
are in the works, and legal technicalities are being dealt with as expediently as possible. (Story, Page 193.) 


c f 


Fair trade is not faring too well, according to a poll taken last year by the Senate Small Business Com 
mittee. Manulacturers are withdrawing faster than they are joining. And the entire matter of fair trade is 
presenting many knotty problems to the nation’s retailers. (Story, Page 194.) 


Last month's Chicago convention of the NJA provided many stimulating, thought-provoking moments 
for retail jewelers. Aside from the displays at the Jewelry Fair, the symposiums held were scenes of lively 
interest and discussion. (Story, Pages 196, 197.) 


Congress has simplitied certain customs procedures This was done in order to assist inexperienced 
and small-scale importers. A single duty-base has been substituted, in the majority of cases, for the old 
double evaluation system. (Story, Page 198.) 


The American Watch Association has praised the U. S. Customs Bureau for its intensified efforts to 
stamp out the smuggling of watches into the U.S. Latest development was a crackdown on a New York 
smuggling ring which attempted to bring 4500 movements from Germany into this country. (Story, 
Page 195.) 


The watch controversy continues. Maryland's Governor McKeldin has written to President Eisenhower, 
requesting that the President rescind the 50 per cent tariff hike which has been in effect since 1954. (Story, 
Page 194.) 


The recent Russian discoveries of large diamond deposits in Siberia pose no threat to the world’s 
diamond market, according to Melvin Rudolph, president of the Diamond Council of America. (Story 
Page 195.) 


Senator Malone (R., Nev.) has said that he will introduce legislation to eliminate all excise taxes 
including those on jewelry. He made the statement at a press conference held during the NJA convention 
in Chicago last month. (Story, Page 197.) 


Puerto Rico is now the site of 12 jewelry manufacturing plants. The companies, American subsidiaries, 
have begun operations since 1949, attracted by the tremendous inducements offered by the Puerto Rican 
government. (Story, Page 195.) 


Social Security taxes will be increased, beginning January |, 1957. The moderate increase in rates 
has been instituted to pay for increased benefits which were recently voted by Congress. (Story, Page 194.) 


Operation Cherub is running way ahead of schedule this year, according to Albert E. Haase, presi- 
dent of the Jewelry Industry Council. The announcement came when jewelers got together at the Shera- 
ton-Blackstone Hotel, Chicago, during the NJA convention, to see the latest developments in the Cherub 
promotion. (Story, Page 201.) 
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Insist On The BEST! 


MARSHALLOY = H-C 
UNBREAKABLE MAINSPRINGS 


-Rustproof - Non-Magnetic 
‘Highest Motive Power 


A TWEEZER IS THE ONLY TOOL 
REQUIRED TO INSERT MARSHALLOY 
AND WATCH-CRAFT MAINSPRINGS 












No mainspring 
winders, special 
tools or gadgets 
needed. No oiling 
of spring re- 
quired. 





Just press spring 
directly from re- 
taining ring into 
barrel. 





( 


Largest stock of sizes in the U.S.A. to fit over 
3500 popular makes and models for Regular, 
Automatic and Chronograph. Bulova, Gruen, 
Longines, Benrus, Etc. 


MARSHALLOY WATCH-CRAFT 
Highly polished to a mirror finish. The The next best to Marshalloy at a price that 
very finest for the skilled craftsman. cannot be matched. 
$5.75 per dozen $4.80 per dozen 
ADD-A-UNIT SYSTEMS 
No. J27074. Marshalloy 2 Drawer No. J27082. Watch-Craft 2 Drawer Steel 
Steel Cabinet with 1 each of 72 most Cabinet with 1 each of 72 most used regular 
used regular sizes and 144 indexes. sizes and 190 indexes. 
$45.95 $40.70 


Marshalloy Starter System Kits from $11.75 
Watch-Craft Starter System Kits from $14.65 


C.& E. MARSHALL CO. 


BOX 7737 CHICAGO 80, ILL. 


Branches and Distributors in Principal Cities Throughout the U. $. A. 
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fully | Tied by Syroce 


No one — but no one — but Syroco has such 
a wonderful way with wall clocks. Shown here 
are the latest in a long, inspired line of high- 
quality, high-fashion timepieces... probably 
the most varied collection ever produced by 
one company, and certainly the fastest-selling. 


No wonder then, Syroco is known as the 
‘must’ line in the decorative accessory field. 
For no one but Syroco offers so complete a 
selection of styles and sizes. No one but 
Syroco comes up so consistently with new, 
trend-setting designs. And no one but Syroco 
makes it so easy to build volume sales with 


full markup on every item. 


Write for 1956 Catalog and Supplement. Free 
product mats or photos by number. 


Minimum order new accounts $75.00 wholesale.- All 
prices are Suggested Rutail. Western retail prices 


slightly higher. Dealer's Discount 50%. 


LOOK FOR SYROCO AT ALL LEADING 
FURMITURE, JEWELRY AND GIFT SHOWS 


© Copyright 1956 
SYRACUSE GRHAMENTAL COMPAHY, IHC 


581 5S. Clinton St.. Syracuse 2, WN. Y. 


SHOWROOMS | NEW YORK -— 225 Fifth Ave CHICAGO — 1526 
Merchandise Mart HIGH POINT — 108 E. Commerce Street 
SEATTLE — 2028 Second Ave 

















JEWELERS’ CIRCULAR-KEYSTONE’S REPORT ON THE 
| 


august 26th to august 30th 


ANRIA Convention ‘/#*/Lg! 


New York Greets Colorful ANRJA Convention and Jewelry Fair: 
Association President Urges Swift Merger As Service to Industry 





5ist Annual Conclave Success 


The 5lst annual convention of the 
American National Retail Jewelers 
Association has been described in 
many quarters as a “record-breaker’ 
both in actual attendance and in the 
great variety of merchandise dis 
played at the trade show. 

With the realization that the mer- 
ger of the ANRJA and the NJA was 
impending, the ANRJA elected its 
own president, Harry R. Gerber, and 
a distinguished list of officers which 
appears elsewhere in this special con- 
vention supplement. 


Attendance marches forward 


Maintaining the tradition of break- 
ing attendance records year after year, 
this year’s convention and trade show 
did it once again with more than 14,- 
000 jewelers and others interested in 
the trade, registering on the second 
floor of the Waldorf-Astoria. 


Charles M. Isaac, executive vice 


president of the ANRJA, was pressed 
page 


(Please turn to 192D) 





‘Retail’ May Be Harmful Title 


An interesting sidelight was brought 
out during a question-and-answer pe- 
riod which was held immediately after 
the speeches at the first general ses 
sion of the ANRJA 
August 27. 

Edward J. Neumann, of 
Toledo, Ohio, 
dressed a statement to the audience 
and a question to Oscar Kind, ANRJA 
president, 


eonvention on 


Neumann 


Bros., rose and ad- 


Mr. Neumann said that he and 
many others felt that the use of the 
word “retail” in the title of the pro 
posed new organization, “Retail Jewel- 
ers of America,” was a grave erro! 
and would have detrimental effects. 
“People shy away from retailers to- 
day,” said the Toledo retailer, “hoping 
to get a better deal from the so-called 
wholesalers.” 
He then suggested 


title for the 


that another 


group be found, and 


(Please turn to page 192C) 
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BIRD'S EYE VIEW: Part of the grand ballroom of the Waldorf-Astoria Hotel, 

New York, as seen from a second-tier balcony. The 5ist annual ANRJA Trade 

Show attracted over 400 exhibitors and thousands of retail jewelers and spec- 
tators in allied fields. 
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New York, August 27—The vital 
functions which a unified jewelers’ as- 
sOciation can serve, and the pressing 
need for such an organization, com- 
prised the keynote of the opening ad- 
dress at the first general session of 
the American National Retail Jewel- 
ers Association's annual convention. 

Delivered by Oscar Kind, Jr., 
ANRJA president, in the Norse Grill 
of the Waldorf-Astoria Hotel, the 
speech called for the swiftest possible 
action to bring the two great retail 
jewelers’ associations together 


‘Mr. Jeweler’ speaks out 


After being introduced by the ses- 


sion’s moderator, Harry Gerber, as 
“Mr. Jeweler himself,” and being 
greeted by an enthusiastic ovation, 


Oscar Kind proceeded to point out the 
problems facing retail jewelers today. 

He said in part: “Jewelry has al- 
ways been a part of a person's being; 
the love of the possession of fine 
things is innate, and as vital today as 
it has ever been... . Today, the jewel- 
er’s competition is not other jewelers, 
but rather other industries, such as 
the automotive and hqusaing industries. 
It is the jeweler’s task to make the 
public conscious of his own love of 
his business.” 


Association can give impetus 


A modern industry has need of 
many services. Mr. Kind cited as an 
example the fact that, at an executive 
meeting of the ANRJA held on Satur- 
day, August 25, fifteen new services 
which could be performed for member 
jewelers were suggested. 

He went on to say that the only 
way to build a really strong service 
organization, for which there is such 
a great need today, is through active 
support of the merger of the NJA and 
ANRJA. 

When these two groups are brought 
together, there will be created an or- 
ganization that will be able to per- 
form great services for the nation’s 


(Please turn to page 192D) 
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ANRJA Elects New Officers 


A number of new officers were 
elected at the fourth general session 
of the ANRJA convention, held on 
Thursday, August 30. 


The newly elected officers are: 

* Harry KR. Gerber, of Bramley & Co., 
Inc., White Plains, N. Y.—president. 

* William M. Wright, Silverspring, 
Md.—vice president of the northeast 
region, replacing Mr. Gerber. 

* Karl F. MeConnell, Oakland City, 
ind.—vice president of the east- 
central region. 


The other ANRJA officers were re- 
elected for the coming year. 


1957 Business Outlook Good; 
Consumer Credit is Stressed 
By Economists at Convention 


Featured at the first general ses 
sion of the ANRJA convention were 
speeches by two noted economists, 
A. W. Zelomek, president of the In- 
ternational Statistical Bureau, Ince., 
and Stahrl Edmunds, manager of eco- 
nomic studies, Ford Division, Ford 
Motor Co, 

These two authorities painted a 
comprehensive, and generally opti- 
mistic picture of the business outlock 
for the remainder of 1956 and for 
1957. Mr. Zelomek placed great em- 
phasis on the role which consumer 
credit has had in building this na- 
tion’s economy, and the increasingly 
important place it occupies. Mr, Ed- 
munds, by means of detailed graphs 
and charts, presented an exhaustive 
study of present-day business condi- 
tions and the prospects for the com- 
ing eighteen months. 

Analyzing various economic factors 
existing today, and mentioning a book 
which he had published in 1953 called 
“No Major Depression in Our Life- 
time,” Mr. Zelomek said, “I can 
guarantee that there will be no de- 
pression during our lifetime,” 

“Consumer credit and instalment 
selling are important to the economy 
as a whole because they help support 
and expand the high level of con- 
sumption for which this country is 
distinguished,” he continued. 


Jewelry sales to rise 


According to a current estimate, 
said Mr. Edmunds, retail sales in- 
creased 3.8 per cent between January 
and May of this year. 

Pinpointing the jewelry industry, 
he quoted a Department of Commerce 
estimate that $1.6 billion was spent 
on jewelry in this country in 1955. He 
also ventured to make his own esti- 
mate for the coming year, during 
which he expects sales of jewelry to 
rise to a new high of $1.8 billion. 
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JIC Chairman Appeals For 
United Jeweiry industry Action 


The need for united action on the 
part of the jewelry industry as a 
whole, in order to meet stiff competi- 
tion for the gift market from other 
industries, was stressed by Walter B. 
Jaccard, chairman of the board of 
the Jewelry Industry Council, in his 
speech before the August 28th genera! 
session of the ANRJA convention. 

After emphasizing the success of 
last year’s OPERATION CHERUB 
promotion throughout the industry, 
Mr. Jaccard said, “Participation in the 
1956 Operation Cherub—and by that 
I mean industry-wide participation— 
can mean assurance of a continued 
domination of the gift market by the 
jewelry industry.” 


The current problem 


The problems facing the jewelry 
industry today must be squarely met, 
Jacceard continued. 

“There is a concerted drive,” Jac- 
card said, “to take a real slice of the 
gift market away from us. Not just 
the Christmas gift market—although 
that in itself ... eonstitutes 40 per 
cent of our annual sales——but the to- 
tal gift market; weddings, gradua- 
tions, birthdays, anniversaries.”’ 


Future is bright 


Operation Cherub, according to Mr. 
Jaceard, has become a strong, unify- 
ing force in the jewelry industry, 
“. » « @nd Operation Cherub must 
unite them more and more.” 

With an 18 per cent population rise 
in the U.S.A. within the last ten 
years, and with incomes at the high- 
est level in a decade, the future of 
the industry should be bright indeed. 
“More people... with incomes over 
40 per cent higher! What could be 
a better indication of current and 
future prosperity for an industry?” 
asked Jaccard., 


7 % 





Charles M. Isaac Reports On 
ANRJA’s 1955-56 Activities 


On Thursday, August 30th, the 
day on which the election of new offi- 
cers of the ANRJA was announced, 
Charles M. Isaac, executive vice pres- 
ident of the association, delivered a 
summary of the recent activities of 
his group. 

Most vital of Mr. Isaac’s reports 
wus that 8% per cent of the ANRJA 
membership favored the continuation 
of Fair Trade. This was the result 
of a poll taken in June. 

Mr. Isaac also told members that 
the Coordinating Committee which 
represents both the ANRJA and the 
NJA was studying the fact that “.. 
the federal! statutes seem to lend sup- 
port to” the operations of discount 


houses. 


Many fields covered 


Continuing his summary, Mr. Isaac 
said that when the Coordinating Com- 
mittee discussed fair trade and the 
proposed Capehart Amendment, “the 
membership vote was in favor of the 
Capehart Amendment and our execu- 
tive committee has voted to endorse 
the proposed . amendment to the 
Fair Trade Act.” 

Speaking to a crowded room, Mr. 
Isaac indicated that a special ANRJA 
committee was preparing “a suitable 
and simple price control regulation 
to cover the retail jewelry industry 
in the event of a national emergency.” 

The executive vice-president touched 
on a variety of subjects in his re- 
port, including the association's credit 
insurance plan. He said that ANRJA 
members would pay nothing for the 
insurance since it would be covered 
by customer money. 


“At the same time,”’ Mr. Isaac said, 
“the retail jeweler will receive an an- 
nual dividend of from 20 to 40 per 

(Please turn to page 192D) 





PAYING ATTENTION: The audience in the Norse Grill of the Waldorf-Astoria 


Hotel, is “all ears” during the Tuesday afternoon session of the ANRJA con- 
vention. Most of those attending the meetings were retail jewelers. 
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‘Follow Latest Fashion Trends 
And Read Trade Magazines’— 
Is Advice of New York jeweler 


A. W. Lewin, president of Lewin, 
Williams & Saylor, Inc., New York, 
spoke on How to be a Better Retail 
Jeweler, at the second general session 
of the ANRJA convention, August 28. 

Under this comprehensive title, Mr. 
Lewin ervmerated several factors that 
can be of aid to the retail jeweler. He 
included: following the latest fashion 
trends in all areas; careful reading of 
trade journals in the jewelry and allied 
fields; particular care to be paid to 
the appearance of the retail store; 
widespread use of advertising media, 
and an emphasis on good salesman- 
ship. 


Keep abreast of fashions 


Mr. Lewin stressed the importance, 
for the jeweler, of following fashion 
trends in all areas. 

As an example, he suggested that 
a clerk who has some knowledge of 
current women’s styles is in a position 
to recommend “what should be worn 
on a cuffed standaway neckline, or... 
that gold-finished jewelry goes well 
with brown, or that big, knotted multi- 
stranded jewelry goes well with low- 
cut evening wear.” 

Similarly, general home furnishings 
and styling can frequently suggest the 
most appropriate patterns in table- 
wear. 


Levine Talks on ‘Fine Watches’ 


Basic sales and merchandising 
methods, brought up to date, provide 
the key to selling fine watches. This 
was brought out in a speech by Alvin 
Levine, of Foote, Cone & Belding, Inc.., 
who represent the Watchmakers of 
Switzerland. 

“A modern jeweler,” he 
saying, “is, among other things, one 
who sells modern watches through 
modern sales techniques. He, like the 
progressive auto dealer, stresses the 
obsolescence of the old models through 
emphasis on the new features of the 
"b6 models.” 


began by 


ee ere 


Assoc. Title 
(From page 192A) 


asked, “Wouldn’t something more 
general, yet comprehensive, be bet- 
ter? Something like ‘American Jewel- 


LAL 


ers Association’ 

His statement was greeted with 
considerable applause by the audience. 

Mr. Kind replied that the question 
had already been raised. “If ‘retail’ is 
a dirty word,” he said, “then we should 
eliminate it. I would suggest that, 
if there is a body of opinion of that 
nature, the matter be referred directly 
to the coordinating committee of the 
NJA and ANRJA through your state 


organizations.” 
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Jewelers at ANRJA Convention See New Cherub Display Pieces 
Joint Breakfast Meeting Covers Entire Christmas Program 





Kentucky Jeweler Combines 
‘Tradition and Merchandising’ 
William Kendrick Ewing, secre- 
tary-treasurer of the Kentucky Retail 
Jewelers Association, spoke during 
the convention’s second general ses- 


His theme was Tradition and 
Proud 


sion. 
Merchandising — A Jeweler’s 
Heritage. 

“In the South,” said Mr. Ewing, 
“tradition plays a very important part 
in every phase of living, and has 
played an important part in merchan- 
dising. It is, however, sometimes a 
temptation to let our pride in tradi- 
tion hold us back. 

“T feel the reason that the so-called 
‘credit-jewelers’ have grown, and 80 
successfully in most cases, has been 
because the jeweler of tradition has 
been so self-satisfied in, and convinced 
of, the invincibility of his tradition 
and his heritage, tuat he has allowed 
someone to come in and out-merchan- 
dise him, out-advertise him, and con- 
sequently out-sell him.” 


Educate the public 


Ewing warned 
self-complacency. 


strongly against 


“Are we sure,” he asked, “that we 
are not following (in the name of 
‘aggressive merchandising’) some of 
the very prart.ces we are 80 quick to 
condemn in others?” 

Aggressiveness can be channeled, 
however. One proper way for the tra- 
ditional jeweler to be aggressive, 
Ewing felt, is by helping to educate 
his public. 


What the Jewelry Industry Coun- 
cil does for the retail jeweler was 
expressed vividly at a breakfast 
meeting held in the Ambassador Ho- 
tel, N. Y., Wednesday morning, Au- 
gust 29th. 

Pervading the entire meeting was 
the dramatic importance of “Opera- 
tion Cherub,” the history-making pro- 
motion that did so much to increase 
traffic and sales in cooperating jew- 
elry stores during 1955. 

Full of serambled eggs, bacon, sau- 
sage and coffee, the several hundred 
persons who attended the breakfast 
applauded enthusiastically the open- 
ing address of Walter B. Jaccard, 
Chairman of the Board, Jewelry In 
dustry Council. 

Jaceard told Jewelers of the inten- 
sive publicity and public relations 
campaign that is going forward every 
day to further their interests. Ther 
he introduced the first speaker of the 
morning, Sam Edgerton, sales man- 
ager of the Saturday Evening Poat 
that has cooperated so unstintingly 
with the “Operation Cherub” pro- 
gram since its creation early in 1955. 


Edgerton Speaks 


The Post and the JIC were co- 
hosts at the breakfast. Edgerton, in 
succinct and colorful language, gave 
jewelers sound reasons for “Opera- 
tion Cherub” by outlining similar in- 
dustry promotions that worked won 
ders for other trades. 

“Such success is not accomplished 
over-night,” Edgerton said, “time is 


(Please turn to page 192D) 
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AT THE DAIS: Seated behind the speaker's table at the second general session 

of the ANRJA convention, held on Tuesday, August 28, are (left to right): 

Charles M. Isaac, executive vice president of the association; William K. Ewing, 

Louisville, Ky.; William 8S. Preston, Sr., Burlington, Vt.; Walter B. Jaccard, 

Kansas City, Mo., chairman of the board of the Jewelry Industry Council, and 
A. W. Lewin, New York City. 
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Close Figuring Galled Vital 


Many hints toward more profitable 
jewelry store operation were offered 
by William 8S. Preston, Jr., to those 
gathered in the Norse Grill of the 
Waldorf-Astoria, New York, for the 
third general session of the ANRJA 
convention. 

“The smaller jeweler,” said Pres- 
ton, “ia directly responsible day after 
day for a mass of detail, which makes 
his job one of the toughest in the 
jewelry industry. He is apt to be, 
of necessity, his own sales manager, 
head buyer, personne! officer and of- 
fice manager. He is also probably the 
store’s best salesman.” 


(from page 102A, col. &) 


twenty - to - thirty 
jewelers. 


thousand = retail 


Research called vital 


Mr. Kind listed the three most vita! 
services which the projected Retail 
Jewelers of America will be able to 
perform, as: research; self-policing, 
and unified representation to the gov- 
ernment, 

He underscored the importance of 
adequate research in solving the many 
problems that beset jewelers today. 

“No single jeweler can afford to 
engage in adequate research to get 
the answers to his problems .. .,” he 
said. “Such questions as ‘What is 
wrong with the retail jewelry indus- 
try today?’; ‘What can jewelers do to 
improve their conditions?’ and ‘How 
can we best keep pace with modern 
trends?’ can only be answered by an 
organized, well-financed research pro- 
gram.” 

He emphasized that such a program 
can only be provided by a great, en- 
compassing organization such as the 
RJA promises to be. 


ms 


(from page 192B) 


cent of his premiums, which will more 
than pay for his ANRJA membership 
dues.” 


Excise Taxes 


Isaac pointed out that in the field 
of combatting excise taxes, the Jew- 
elry Industry Tax Committee has 
been “severely handicapped in its 
functions because of lack of funds.” 

He warned that, while some suc- 
cess had been scored in 10954, the 
present international situation could 
“readily result in a reimposition of 
this tax ... again increasing it from 
10 to 20 per cent.” 

Contributions to the tax commit- 
tee for this struggle were asked from 
state associations and from individual 
members. Mr. Isaac said the address 
to which such monies may be sent is: 

Mr. W. Waters Schwab, J. R. Wood 
& Sons, Inc., 216 East 45th Street, 
New York 17, N. Y. 
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Excise Battle Continues as Jewelry Industry Tax Committee Acts 


“What We Are Doing About the Excise Tax” was the subject of a speech 
delivered by James M. Rudder, chairman of the Jewelry Industry Tax Com- 
mittee, at the first general session of the ANRJA convention on Monday, Aug- 


ust 27, 


Stressing the importance of concerted action on the part of all jewelers, 
Rudder stated that “the objective of our committee is total relief from the 
jewelry excise tax.” This statement was greeted with applause. 





(from page 192A, col. 1) 


at the last minute to provide extra 
display space in the sprawling Wal- 
dorf, for exhibitors who could not be 
fitted into standard areas. 

A total of 440 exhibitors and par- 
ticipants showed their wares and told 
their stories to eager jewelers as of 
this writing. 

Thus the largest and the oldest 
trade show convention in the retail 
jewelry industry made headlines in 
New York: crowded its streets, 
strained the resources of its restau- 
rants and wrote another chapter in 
the history of the jewelry industry. 


Sparked by many events 


Social events and fuil dress busi- 
ness conferences sparked the conven- 
tion, including parties given by Life 
magazine and the Saturday Evening 
Post, and serious meetings of the 
vigilance and tax committees, re- 
ported on more fully in other columns. 


oe 


(from page 192C) 


the precious element that transforms 
a good idea into a revolutionary, rev- 
enue-producing promotion.” 


Showmanship Epitome 


Another highlight of the brilliant 
JIC-Poat breakfast meeting was the 
presentation by Zen Kaufmann, au- 
thor of the series Showmanship in 
Business for the JeweLens CIRCULAR 
KEYSTONE, and former merchandise 
director of the Phillip Morris cigar- 
ette company. 

In the course of his enthusiastically 
received presentation, Kaufmann 
showed jewelers the new, re-designed 
Cherub merchandising material. This 
included the indispensable plan idea 
book, the mat book for newspaper 
ads, the resplendent die-cut cherub 
for window and in-store displays and 
the gift suggestion booklet. 


A promising market 


Bringing home his message with 
words, and color slides projected on 
a large screen, Kaufmann underlined 
the fact that retail sales in general 
are up 70%, yet jewelery sales have 
risen only about 20%. 

Kaufmann said that Operation 
Cherub was the jeweler’s chance to 
cash in on national advertising that 
will capture more sales at Christmas 


Sometime in the near future, he 
said, a number of jewelers will be 
requested to come to Washington by 
Bernard N. Burnstine, vice chairman 
of the committee. These retailers will 
be asked to speak to their local con- 
gressmen and lay before them all the 
facts of the case. 


Special taxes contagious 


It was pointed out in Rudder’s 
speech that public opinion can be 
gathered behind the cause of excise 
tax relief by creating awareness of 
the fact that discriminatory taxes are 
contagious. 


Next year’s chances 


What are the chances for excise 
tax relief next year? 

“I personally believe that the 
chances will be much improved,” said 
Mr. Rudder, “For the first time in 
many years, Federal revenue substan- 
tially exceeded expenditures. The Gov- 
ernment is again in the black 
These surpluses give the Congress 
and the Administration an oppor- 
tunity to correct the discriminatory 
taxes without effect on budget re- 
quirements.” 


Smuggling Dangers Pointed Up 
At Convention by George Fine 


How smuggling affects retail jewel- 
ers was the topic of a speech prepared 
by George Fine of Max Fine & Sons, 
Inec., for delivery before the third gen- 
eral session of the ANRJA conven- 
tion in New York. 





and throughout the year. 

Gordon Howard of the Elgin Watch 
Company was greeted enthusiasti- 
cally, not only as « familiar figure in 
national jeweler activities, but as the 
individual who introduced to the as- 
sembly the JIC, full-page advertise- 
ment that will appear in the Decem- 
ber first Saturday Evening Post, pre- 
ceding the whole Cherub section. 

Howard pointed out that manufac- 
turers alone are investing “over half 
a million on the advertisements in 
the Cherub section.” 

Gus Neimeyer then addressed the 
assembly and emphasized the impor- 
tance of “imparting the Cherub idea 
to other jewelers.” He also intro- 
duced Irving Chaykin of Hammond, 
Indiana, who was presented with a 
silver memorial in appreciation of his 
many activities on behalf of the 
jewelry industry. 
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Plans Progress on Agreed Merger of Retail Assns.; RJA 


Group Will Get New Exec Board, Use ANRJA’s Offices in N. Y. 


Mergers Purpose to Eliminate Dual Membership, Kind Says; 





OSCAR KIND 





H. A. GOLDBERG 





CHARLES ISAAC 
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Michigan Corporate Law May Present Obstacle to NJA Action 


It is anticipated that the merger of the NJA and ANRJA, and 
their reorganization into the new Retail Jewelers of Americs. wil! 
be accomplished by early January, 1957. 

This expectation was expressed by Oscar Kind, president of the 
ANRJA, and H. A. Goldberg, NJA president, in exclusive interviews 
with JC-K. During these interviews, the leaders of the present retail 
jewelers’ associations concisely stated the aims and organizational 


setup of the proposed RJA. 


RJA to Have 2 Yearly Shows; 
Joint Show Committee Set Up 


“It is not the intention of the RJA 
to eliminate either trade show. Both 
are considered necessary, and exhibi- 
tors are clamoring for space in both 
shows.” This statement was issued 
jointly by Osear Kind and H. A. Gold- 
berg with regard to future trade-show 
policies of the Retailers Jewelers of 
America. 

A nine-man committee has been ap- 
pointed to study the many problems 
attending future RJA shows. The 
joint group had its initial meeting in 
New York on August 31, following 
the ANRJA convention. 

Chairman of the show committee is 
Clarence Olsen (NJA). Other NJA 
men serving are: H. A. Goldberg, 
William Wagner, Fred Dreifus and 
Sol Blickman. Committee members 
from the ANRJA are: Oscar Kind, 
Charles Isaac, Kenneth Van Cott and 
Harry Gerber. 


Many matters to discuss 


Among the numerous problems 
awaiting the committee’s considera- 
tion are such matters as: the neces- 
sity for polling exhibitors to deter- 
mine the best timing of future shows; 
means of attracting more exhibitors; 

(Please turn to page 206) 


“The whole objective of the mer- 
ger,” said Mr. Kind, “is to better serve 
retail jewelers. One of the most im- 
portant purposes which will be served 
is the elimination of dual membership 
in the two existing associations, and 
the attraction of those jewelers who 
currently belong to neither group.” 


Problems may hold up merger 


The fact that the NJA is incorpo- 
rated under the laws of the state of 
Michigan may present some obstacles 
to meeting the proposed schedule of 
reorganization. 

H. A. Goldberg explained that M. 
igan corporate law forbids an in- 
corporated body from merging with 
a “foreign” corporation (that is, one 
outside Michigan). Unless some legal! 
way is found to circumvent this pro- 
vision of the law, the NJA will have 
to be legally dissolved before it can 
join with the ANRJA, 

Under Illinois corporate law, which 
governs the ANRJA, a legal merger 
can be effected. This group, there- 
fore, is not faced with a similar prob- 
lem. 

The original idea was to create the 
RJA as a “dummy” organization even 
before the actual merger would take 
place. But this is now deemed un- 
likely in view of the legal technicality 
just mentioned. 

According to present plans, an en- 
tirely new executive hoard will be 

(Please turn to page 206) 
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Fair Trade Questionnaire Indicates Problems Faced by Retailer 


The Senate Smal! Business Committee has released the results of a poll taken 
last year, concerning the strength of fair trade and the problems it faces. The 
majority of retailers and manufacturers, in answering the questionnaire, indi- 
cated that they favor fair trade, but believe it is slipping and requires strong 


measures to strengthen it. 


According to the study, about 60 
per cent of all retailers carry fair 
traded items. Jewelry, it has been 
found, is one of the most prominent 
among fair traded products, 

Among the suggestions for 
strengthening fair trade which were 
made by those answering the ques- 
tionnaire are: increased enforcement 
by manufacturers; a national fair 
trade iaw which would apply to all 
48 states; putting teeth into fair 
trade laws by making violators guilty 
of misdemeanors and subject to fines 
or imprisonment. 

Many retailers expressed the feel- 
ing that manufacturers should in- 
crease their enforcement activities 
and refuse to sell to fair trade 
violators. 

Approximately 52 per cent of the 
retailers polled said that although 
they were not signers of fair trade 
contracts, they would sign if asked 
by manufacturers. Some 56 per cent 
stated that they make a special effort 
to push products of manufacturers 
who strongly enforce their fair trade 
contracts. 


Repeal would have ill effects 


As to the probable effect of repeal 
of fair trade laws, 55 per cent of the 
retailers said it would have adverse 
or disastrous effects on their business. 

Another 31 per cent thought it 
would have no effect, and 8 per cent 
thought it would help their business. 

An unnamed jeweler stated that 
repeal of fair trade “would create a 
deplorable situation that would elimi- 
nate profits and the ability to prop- 
erly service customers.” 


Manufacturers are withdrawing 


Of 1453 manufacturers polled «Ut 
the same time, 322 presently do not 
fair trade, although 131 of these did 
at one time. Twenty-three firms said 
they had dropped one or more prod- 
ucts from fair trade in the last 3 
years, and 37 companies had with- 
drawn all their products. Eighteen 
said they planned to drop fair trade 
Boon, 

The Senate Small Business Com- 
mittee concluded that, all told, with- 
drawals from fair trade are running 
considerably ahead of those entering 
agreements. 

Despite the weakening of fair 
trade, the Senate committee found 
that the number of manufacturers in 
the jewelry industry who have been 
fair trading their products has re- 
mained constant. 
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How Retailers Handle 
Fair Trade Problems 


The Senate Small Business Com- 
mittee’s report on fair trade in- 
dicates that retailers have many 
problems to contend with. For 
example, over 57 per cent of the 
retailers polled said that they have 
had a competitor, at one time or 
another, undersell them on a prod- 
uct which they fair traded, 


Here are some of the ways in 
which retailers have dealt with 
fair trade problems: 

* Writing to the manufacturer 

(42 per cent) 

Lowering their own prices 

(20 per cent) 

Threatening to sell at discount 

(9 per cent) 

Discontinuing the product 

(7 per cent) 

Initiating court action 

(4 per cent) 











Maryland Governor Asks Ike 
To Cut 1954 Watch Duty Hike 
Theodore R. McKeldin, governor of 


Maryland, has once again requested 
that President Eisenhower rescind 
the 50 per cent increase in watch 
tariffs which was decreed in 1954. 

In a letter to the President, Gov- 
ernor McKeldin, whose state exports 
large amounts of tobacco to the Swiss, 
stated that “increasing efforts of spe- 
cial interests ... to gain protection 
against imports, threaten serious im- 
pairment of your foreign trade policy 
—«f& policy which is so essential to our 
nation’s security.” 

Restoration of watch tariffs to 
their previous level, continued the 
Governor, “would constitute a positive 
reaffirmation of our trade policy in- 
tentions which would serve to en- 
courage our free world trading part- 
ners ... such an action is particu- 
larly necessary at this time in the 
face of the Soviet trade-aid offen- 
sive,” 

The Governor termed “excellent” 
a report of the sub-committee of the 
Senate-House Economic Committee. 
which was generally unfavorable to 
the “essentiality” concept of protec- 
tion for the domestic watch industry. 
He suggested that ways, other than 
quotas or tariff increases, should be 
found to protect the industry here. 


Eulogy on Dr. William Foshag 
Placed in Congressional Record 


The late Dr. William F. Foshag, 
Head Curator of the Department of 
Geology, Smithsonian Institution, and 
world famous gemologist, recently re- 
ceived a eulogy from Senator H. 
Alexander Smith (R., N. J.) which was 
entered in the Congressional Record. 

The geologist-minerologist died 
May 21 at the age of 62. During his 
lifetime, Dr. Foshag did a great deal 
of important work in many fields. In 
the words of the eulogy, “Dr. Foshag 
has been the author of nearly 100 


papers in minerology, petrology, 
meteoritics, vulcanology, and collat- 
eral subjects. He has named many 
new minerals and made studies of 
minerals and geology in many parts 
of the United States and Mexico. 

He was one of the country’s fore- 
most gem experts, whose opinion was 
much sought. Besides his scientific 
writings, Dr. Foshag was the author 
of several popular articles on gem 
stones.” 


Social Security Taxes Go Up 


Employers and employees will be- 
gin paying slightly higher social se- 
curity taxes January 1. This comes as 
a result of Congressional amendments 
to the 20-year-old Social Security Act. 

Taxes for both employers and em- 
ployees will go up % of 1 per cent on 
the first $4200 of employee earnings 
each year. But the higher taxes will 
cost neither more than $10.50 a year. 

Self-employed persons will also pay 
higher rates next year: a rise of % 
of 1 per cent, or a maximum of $15.25 
a year increase. 

These higher taxes will pay for in- 
creased benefits which have been 
voted by Congress. Among the new 
benefits are: Reduction of the retire- 
ment age from 65 to 62 for women, 
and to 50 for disabled people; and 
higher pension payments to the aged, 
needy and blind. 
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Assoc. Lauds Customs for 
Curbing Smuggling into U. S. 


The American Watch Association, 
representing over 60 watch importing 
and assembling firms, has praised the 
U. S. Customs Bureau for its efforts 
to curtail smuggling of watch move- 
ments into this country. 

Samuel W. Anderson, president of 
the AWA, said, “The entire watch 
industry owes an enormous debt of 
gratitude to Thomas G. Duncan, Cus- 
toms agent in charge of the Special 
Customs Racket Squad in New York, 
and his men, for their unceasing, 
painstaking work in an extremely 
difficult field of investigation.” 

Mr. Anderson stated that watch 
smuggling has increased sharply 
within recent years, and “has reached 
such vast proportions as to impair 
the basic market for jeweled watches 
in the United States.” 

The particular event which pre- 
cipitated the AWA statement was a 
crackdown on a New York smuggling 
ring which recently attempted to 
bring 4500 watch movements from 
Germany into this country. 
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665th Swiss Independence Day 
Honored at Chicago Reception 


A reception to commemorate the 
665th anniversary of the independence 
of Switzerland was given August 1 at 
the Conrad Hilton Hotel, Chicago. 

The reception was held as part of 
the annual affair given by the Watch- 
makers of Switzerland, for the officers 
and directors of the National Jewel- 
ers Association, at the association’s 
convention. 





Representatives of Chicago, Switzer- 
land, and the jewelry industry were 
in attendance at the reception. Seen 
above are (from left to right): Oscar 
Schneider, Consul General of Switzer- 
land; Carl Chatters, comptroller of 
Chicago, representing Mayor Richard 
J. Daley; H. A. Goldberg, president 
of the NJA, and Paul A. Tschudin, 
of the Watchmakers of Switzerland 
Information Center in New York. 

A unique clock, whose mechanism 
is activated solely by air pressure, 
was presented by Mr. Tschudin to 
Mr. Chatters, as a gift for the Mayor 
and the city of Chicago. 
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parcel post packages. 


coming legislative session. 





Some Notable Omissions 


Of the Legislative Year 


A number of pieces of legislation of particular interest to the retailer 
failed to win approval during the last session of Congress. Among the most 
important measures which did not go through are: 


@ A proposal to extend the federal minimum wage law to retailers. 
@ An attempt to raise postal rates by an average of one third. 


@ A bill to repeal Public Law 199, which restricts the size and weight of 


@ A measure to rescind the “good faith” defense which permits a manu- 
facturer to selectively reduce some prices in order to “meet competition,” 


Proponents of each of these measures expect to try again during the 











12 U. S. Jewelry Manufacturers 
Operate Puerto Rican Factories 


As part of the program to indus- 
trialize Puerto Rico, known as “Op- 
eration Bootstrap,” 12 American 
jewelry manufacturers have opened 
plants in the island-commonwealth 
since 1949. 

The growth and development of 
these 12 plants has been tied up with 
the progress of the Puerto Rican gov- 
ernment’s determined efforts to in- 
dustrialize the island, thus providing 
employment for the population and 
raising the relatively low standard 
of living. 

In 1949 there were no jewelry 
manufacturing plants in Puerto Rico. 
Today, there are twelve. Almost ir- 
resistible inducements, such as free- 
dom from U.S. income tax and a ten- 
year exemption from local taxation, 
have prompted the growth. 

The Puerto Rican government has 
made it quite clear, however, that 
manufacturers who want to close 
their U. 8S. plants and “run away” 
to the island, are not wanted. 

Qualified companies, however, are 
invited to make inquiries through the 
Economic Development Administra- 
tion offices in New York, Chicago and 
Los Angeles. In addition to tax 
exemptions, such inducements as 
technical aid, bank louns and low 
rental of government-built power 
plants are offered. 
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Charities Must Pay Jewelry Tax 


Charitable organizations which are 
exempt from paying federal income 
taxes, must still collect and pay retail 
excise tax on all jewelry they sell, the 
Internal Revenue Service says. 

Even if the items the organization 
sells are donated, and the proceeds of 
the sales are turned over to a non- 
profit hospital, the IRS states, the tax 
laws contain no exemption from retail 
excise taxes. The taxes must there- 
fore be collected and turned over to 
the Treasury Department. 








Russian Diamonds No Threat, 
According to 0.C.A. President 


The extensive Russian diamond de- 
posits recently uncovered in Yakutsk, 
Siberia, will not prove harmful to 
the world market, according to Mel- 
vin Rudolph, president of the Dia- 
mond Council of America. 

Mr. Rudolph made his statement at 
a meeting of the DCA held in the 
Conrad Hilton Hotel, Chicago, in con- 
nection with the National Jewelry 
Fair and NJA convention, 

It will take some time before the 
Russians can fully develop their Si- 
berian find, said to rival the best 
South African deposits, stated Mr. 
Rudolph. When they do develop them, 
he added, they will probably be bene- 
ficial to world trade, helping to al- 
leviate the current shortage of gem 
and industrial diamonds. 


Prices firm but moderate 

Speaking of the American diamond 
market, DCA members were in ac- 
cord that prices are firm, but mod. 
erate in relation to the general econ- 


omy. 
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Seen in the accompanying photo, 
taken at the Chicago meeting, are 
members of the DCA executive com- 
mittee: Myer B. Barr (left); B. C. 
Helzberg (seated); Mort Abelson 
(center), and D. W. Crone. 
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Colorful Discussions nd a MA sae in chicago 


The most significant and troubling problems of the jew- the first of two that drew crowds of jewelers who listened, 
elery industry today—these were the topics of this panel, then darted searching questions at the experts. 





Members of the Two Panels 


Monday morning, July 30. Jay C. Lighterman, Tappins’s, Inc., New York, 
Chairman 


Bernard Wein, Meyer Jewelry Co., Inc., Detroit, “Buying;” Myer B. Barr, 
Barr's Jewelers and Silversmiths, Phila., Pa. “Advertising;” Mortimer S. 
Abelson, Abelson’s Inc., Newark, N. J., “Selling;” Oliver A. Jenkins, Duval 
Jewelry Co., Jacksonville, Fla., “Credits and Collections;” Melvin B. Foer, 
Melart Jewelers, Washington, D.C., “Repair Service;” Daniel W. Crone, Jr., 
5. & N. Katz, Inc., Baltimore, Md., “Public Relations;” Herman Wasserman, 
The Watch Shop Jewelers, Louisville, Ky., “Financing Credit Sales.” 


Tuseday morning, July 31, Alvin Levine, Foote, Cone & Belding, Chairman. 





Jack H, Laula, President, Greater Detroit Jewelers’ Assoc., “Buying and 
Inventory Control;” Clyde J. Cauwenbergh, President, Wisconsin Retail 
Jewelers Assoc,, “Advertising, Publicity and Public Relations;” Thomas Fox, 
President, Michigan Retail Jewelers’ Assoc., “Selling on Installment Credit;” 
Leon Engel, President, Indiana Jewelers’ Assoc., “Profitable Watch and Jew- 
elry Service Repairing;” W.W. Overstreet, President, Illinois Retail Jewel- 
ers’ Assoc., “Use of Store Display areas—-Interior and Exterior;” Jerome 
Berger, President, Jewelers’ Assoc. of Greater Chicago, “Training Sales 
Personnel,” 











They Listened Carefully, Then Asked Pertinent Questions 


The Sree Seminar on Monday, July 30, attracted large turn out of jewelers 
who packed every seat in the Belaire Room of the Conrad Hilton and over- 
flowed into vestibule. This group listened intently, posed many vital ques- 
tions. Another panel, equally well attended, was held the next day. 
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Combatting Discount Houses, 
Sale of “Promotional” Items, 
Jeweler Unity, Are Argued 


ED 















lalks Cover Broad Area 













Two heavily attended seminars, 
conducted on July 30 and 31 at 
the NJA convention, saw the most 
vital problems of today’s jewelry 
industry cast beneath the bright 
light of open discussion. 

One of the subjects widely and 
incisively investigated through 
many phases of both seminars 
was that of combatting the in- 
roads made by discount houses on 
the retail jewelers’ business. 

Also thoroughly aired were the 
questions of what position the 
jewelry store should assume in the 
sales of non-jewelry and promo- 
tional merchandise and to what ex- 
tent the jeweler should go in unit- 
ing with his competitors to fight 
“undesirable” competition. 





























The heart of the matter 


Working from a wide variety of 
prepared questions, which William 
Wagner in opening the first seminar 
called, “the results of the thinking 
of 25 people” in the jewelry business, 
members got to the heart of their 
most important problems without de- 
lay. 

Myer B. Barr, whose topic on the 
panel was advertising, was asked, 
“Can a jewelry store advertise and 
sell brand name merchandise at full 
price in competition with discount 
houses?” 
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CHAIRMAN JAY C. LIGHTERMAN 
kept the questions flying and an- 
swered many of them himself during 
Monday seminar. 





Barr told his questioner that in 
some cases he does advertise a “loss 
leader,” but added that 99 per cent 
of his merchandise was sold at full 
list price. 

Bernard Wein, of the Meyer Jew- 
elry Co., Detroit, whose state does 
not have fair trade laws, said that 
he believed a jewelry store could not 
sell brand name merchandise at full 
price unless the customer “needs your 
credit very, very badly.” 


Compete with integrity 


Later Mortimer 58. Abelson, of 
Abelson’s, Inc., Newark, was asked 
how he would answer a customer 
who said he could buy an article 
cheaper at a discount house. This 
touched off a lively and illuminating 
discussion that was typical of the 
entire seminar. 

“The only kind of a fight we can 
make to get that kind of a customer 

. .” gaid Abelson, “is to sell our 
store, our services, our credit ... 
our reputation, honesty and integ- 
rity.” 

Barr entered the discussion to re- 
mark that he had heard of a store 
that told its customers that every- 
thing they saw there was fairly 
marked up... that there were no 
items sold at discount to cover up 
over-pricing in other departments. 

Abelson then told the assembly 
that the Grace Robinson chain in 
Newark had been advertising watches 
at from 560 to 60 per cent off for a 
long time. He said that they had 
made this possible by selling their 
own brand with their own name on 
it, or a watch that was not generally 
distributed in that area. 

(Please turn to page 201) 
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Historic Convention Hears NJA-ANRJA Unity Plans Approved 





Meeting Called Most Successful in Almost a Decade; Reports 
Say Estimated 5,000 Jewelers Visit Fair Exhibits, Booths 


The culmination of two years’ labor by the coordinating commit- 
tee of the NJA and the ANRJA;; the evident drive towards unity in 
the speeches and questions of the estimated 5,000 retail jewelers 
who attended the NJA Convention and National Jewelry Fair in 
Chicago, beginning on July 29th; the earnest search for new paths, 
for the priceless element of commercial identity—all these were 
brought to a climax on the night of July 3lst, when participants 
broke bread together at the final banquet of the meeting. 

Oscar Kind, Jr., President of the ANRJA, said in effect that a 
formula had been adopted for the complete consolidation of the two 
great retail groups into a single organization to be called RETAIL 


JEWELERS OF AMERICA, 


Senator Malone Tells NJA 
Convention He Will Push 
Excise Cuts in New Congress 


Senator George W. Malone, who 
addressed the opening sessions of the 
NJA convention in Chicago on July 
29th, told JC-K reporters in a press 
conference after his speech, that he 
would introduce legislation to remove 
all excise taxes, including those on 
jewelry, when congress reconvenes 
next January. 

When asked whether he would, at 
the same time, propose positive legis- 
lation to compensate for the revenue 
lost by removing such taxes, the Sen- 
ator replied, “why should I?” 

The senator said that the best way 
to compensate for such lost revenue 
was to “cut government spending.” 
He added that the first spending he 
personally would cut would be the 
“four billions in foreign aid” sent to 
other countries each year for eco- 
nomic and other development. 





Price Line Advocate 


Senator Malone is the sponsor of 
the bill which died during the last 
congressional sessions, that would 
provide a “price-line” exemption from 
excise taxes on jewelry sales of less 
than $50. 

Retail Jewelers are now being pol- 
led by their organizations to get their 
opinions on this type of exemption. 
Senator Malone told JC-K reporters 
he would sponsor this particular bill 
again next year if the jewelry trade 
indicated it wanted it. 


Introduced by H. A. Goldberg, 
President of the NJA, Kind, by his 
announcement, ended a 30-year era 
during which the retail jewelry trade 
had been represented by two organi- 
zations, one presumably of credit 
jewelers and the other of cash jewel- 
ers. 


Enterprise and History 


Thus passed into history, in an 
atmosphere of relaxation and fellow- 
ship, what William Wagner, execu- 
tive secretary of the NJA, called “the 
most successful convention the NJA 
has enjoyed” in almost a decade, 

Wagner estimated that between 
4500 and 6000 retail jewelers attended 
the convention and Nationel Jewelry 
Fair, 

A vital spirit of enterprise and a 
down-to-earth search for the answers 
to questions marking the path of a 
changing industry were the most 
clearly visible characteristics of par- 
ticipants in convention proceedings. 

This attitude was brought to sharp 
focus at the two seminars, one on 
Monday, July 30, “Operating a Sue- 
cessful Retail Jewelry Business in 
the Present Economy,” and the other 
on Tuesday morning, “Conduct of 
Smaller Retail Jewelry Business.” 
(Complete story on opposite page.) 


The Show Begina 


Proceedings which led up to the 
first seminar, began at noon, Sunday, 
July 29, when doors in the Conrad 
Hilton Hotel were thrown open to at- 
tending jewelers who visited the 293 
exhibit booths, displays and meeting 
rooms of suppliers and association 
groups. 

(Please turn to page 199) 





Feature Lock Sponsors National ‘Queen of Diamonds’ Contest; 
Cash and Diamond Prizes to Go to Consumers, Retail Jewelers 


A nation-wide contest to crown the 
“Queen of Diamonds” is being spon- 
sored by the Feature Ring Co., Inc., 
makers of Feature Lock Interlocking 
Diamond Rings. 

The three contenders for the title, 
shown in the photographs (right) were 
chosen by judges Frank Farrell; Nick 
Kenny and Polly Bergen. 

Entry forms for the contest will be 
distributed to retail jewelry stores, 
who will in turn make them availabie 
to their customers. For advertising 
purposes, the retailers will also be 
supplied with counter-cards, ad mats, 
and other promotional material. 

The customer is requested to vote 
for one candidate, and the one receiv- 
ing the majority of customer votes 
will be crowned “Queen of Diamonds.” 
A statement in 25 words or less about 
“Why I would like to own a set of 
Feature Lock Interlocking Diamond 
Rings” must be submitted along with 
the customer's ballot. By submitting 
this statement, the customer makes 
himse/f eligible for one of the cash or 
diamond ring awards offered. 

In addition to the consumer con- 
test, cash awards are being offered to 
retail jewelers participating in the 
promotion. The retailer can become 
eligible for awards by submitting a 
statement explaining how he used the 
contest to stimulate diamond ring 
sales. Entries of jewelers will be di- 
vided into three categories, accord- 
ing to the store’s volume of sales: 
$100,000 or under; $100,000-250,000; 
$250,000 and over. 

The contest period will officially 
begin September 15 and will come to 
a close October 31. All winners will 
be notified two weeks after the clos- 
ing date. 


Gold Filled Manufacturers 
Step Up Promotion Activities 


The Gold Filled Manufacturers As- 
sociation’s advertising and public re- 
lations program for 1956-57 has been 
intensified, a spokesman for the As- 
sociation announced. 

The services of a retail merchan 
dising organization have been secured, 
and between now and December 1 
field representatives will cover 50 of 
the country’s principal markets. 

Calling on retail outlets, their aim 
will be to promote greater distribu- 
tion of gold filled products by means 
of education and display. Contacts will 
be made in jewelry, department, spe- 
clalty and retail optical establish 
ments, and a specially designed series 
of display units will be ured as part 
of the presentation. 
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Lisa Laughlin 


Jean Meek 


Pat Grady 


New Magazine to Publish 
For jewelry Manufacturers 


The Manufacturing Jewelers and 
Silversmiths of America, Inc., Provi- 
dence, R. |., has announced that it 
will publish a new trade journal this 
fall, 

The magazine, to be known as The 
American Jewelry Manufacturer, will 
be a monthly. According to Howard 
H. Sweet, president of the Associa- 
tion, “It will be a magazine written 
expressly for the manufacturer of 
finished jewelry and allied products. 
It will carry paid advertisements of 
firms and organizations interested in 
reaching the attention of the manu- 
facturer.” 

The new magazine, which will be 
distributed free to 3000 manufactur- 
ers throughout the nation, will also 
serve as the official publication of 
the Association, replacing the current 
house organ. 


November is Designated 
‘Stainless Steel Month’: 
Pre-Yule Promotion Planned 


The Republic Steel Corp. will spon- 
sor a nation-wide promotion of stain- 
less steel products this coming No- 
vember. 

Designating the period as “Stainless 
Steel Month,” Republic plans to work 
with manufacturers, distributors and 
marketers of stainless steel prod- 
ucts. National magazine advertising, 
trade advertising and more person- 
alized consumer promotions will be 
included in the month’s activities. 

This will be the second successive 
year that Republic is sponsoring this 
large-scale campaign. Last year, 
manufacturers and marketing outlets 
for stainless steel goods reported that 
the promotion was a great help in 
moving their products during the 
Christmas gift buying season. 


Congress Simplifies Customs 


After 11 years of prodding by two 
administrations, Congress has passed 
legislation simplifying customs pro- 
cedures. = 

The measure’s principle provision 
changes the method of valuing im- 
ported goods for duty purposes. Old 
law required the goods to be ap- 
praised for both “export value” and 
“foreign value,” and taxed on the 
higher of the two. 

The new law substitutes a single 
duty base, “foreign value,” except for 
a few goods on which the change 
would produce tariff cuts greater than 
5 per cent. 

President Eisenhower, in signing 
the measure, said that it will be par- 
ticularly helpful to small or inexperi- 
enced importers, freeing them from 
customs complications and pitfalls. 
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CONVENTION Highlights 


(from page 197) 


An indication of the quandary fac- 
ing today’s retail jeweler, voiced in 
the seminars, was the fact that a veri- 
table carnival of merchandise was ex- 
hibited, including, of course, gems and 
watches in a wide price range, as well 
as power tools, novelties and promo- 
tional material of every stripe. 

At the same time, intense interest 
was displayed by the hundreds of re- 
tailers who visited “Cherub-Land,” 
the OPERATION CHERUB exhibit in 
the Williford Ballroom. 

On Sunday night, at quarter to 
nine, NJA President Goldberg de- 
livered the welcoming address and 
introduced as the first major speaker 
of the convention Senator George W. 
Malone, who spoke on excise taxes 
and tariffs as related to jewelry and 
allied products. 

At 9.30 P. M. a film, “Part Played 
by Gold Filled in Making and Selling 
Jewelry,” was presented, accompanied 
by an address by S. L. (Bud) Cantor, 
Sales Promotion Manager, Gold Filled 
Manufacturers Association, Inc. 


Second Day Variety 


A wide variety of activities filled 
most of the convention hours on Mon- 
day, July 30, high-lighted at 10.30 
A. M. by an illuminating seminar on 
“Operating a Successful Retail Jewel- 
ry Business in the Present Economy.” 

At 845 Monday night, Dr. Fred- 
erick H. Pough, eminent gemologist 
and gem consultant for the Jewelers’ 
Circular-Keystone, presented a bril- 
liantly illustrated lecture on “Ger- 
many’s Contribution to the Present- 
Day Stone Industry.” 
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Dr. Pough told of the quick, post- 
war recovery of the gem cutting in- 
dustry in the twin German towns of 
Idar-Oberstein, near the border of 
France, on the Nahe river. He point- 
ed out that craftsmen in Idar par- 
ticularly are now demonstrating re- 
luetance to selling their superbly cut 
stones to American buyers who, they 
say, “drive hard bargains when it 
comes to price.” 


Cherub Takes Wing 


Following Dr. Pough, Sol Blickman 
of Rogers Jewelers, Indianapolis, 
spoke pointedly on the industry’s 
OPERATION CHERUB campaign, 
which he described as moving far 
ahead of its 1955 schedule. Jesse L. 
Ballew, of The Saturday Evening 
Post, followed with an illustrated lec- 
ture that pointed up the valuable 
features of OPERATION CHERUB 
for the individual! retailer. 


Momentous Tuesday 


Tuesday, July 31, the day on which 
representatives of the NJA and 
ANRJA made industry history by 
announcing the coming amalgamation 
of the two organizations, began with 
a comprehensive seminar at 10:30 A. 
M., titled “Conduct of Smaller Retail 
Jewelry Business.” 

The seminar, described in greater 
detail elsewhere in this issue, along 
with the one of the preceding day, 
followed an incisive address by Ben 
W. Heald, Executive Secretary and 
General Counsel, Wisconsin Retail 
Jewelers Association. 

Heald’s topic was “Line-up of the 
Undesirables,” in which he exposed 
practices which militate against 
reputable jewelers. He outlined the 





“A Night in Paris” Banquet at NJA Convention Brings Momentous Announcement of Merger 
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“trick formula” of some operators 
who employ what he termed the “20- 
30-60" method, in which jewelry 
prices are first tripled, labeled in this 
manner, and then cut in half for the 
gullible buyer. 

Heald was vehement in his defense 
of the legitimate jeweler. He said 
that he thinks the “manufacturer who 
runs half-price sales, lowers the gen- 
eral esteem for his product and un- 
dermines the general opinion of the 
retail jeweler.” 

Heald also remarked that stores 
handling items solid in discount houses 
should dump them, even at one-third 
the price, and should have dumped 
them at the start. 





Jewelry Goes Down with Ship 


Among the many things lost in the 
tragic sinking of the Italian liner 
Andrea Doria was a consignment of 
jewelry worth $42,000. 

The jewelry consisted of 12 origina! 
pear! creations which were scheduled 
to be displayed at the NJA conven- 
tion. They were ordered by Joseph 
Goldstone, president of the Imperial 
Pear! Syndicate of Chicago, and had 
been designed by Count Brabantio of 
Italy. 

Photographs of the pieces were put 
on display at the Chicago convention, 
in lieu of the lost jewelry. 


Port Byron N. Y. jeweler 
Celebrates 56th Anniversary 


Robert B. Lowe, owner of a jewelry 
and clothing store in Port Byron, 
N. Y., recently celebrated his 56th 
year in business. 
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Government Trying to Expand 
Production of Critical Nickel 


Officiais of the Office of Defense 
Mobilization have announced that the 
government will, in certain cases, of- 
fer to buy nickel at higher than mar- 
ket prices from producers who will 
open new nickel prodwetion facilities. 

This move came as the third in a 
series designed to expand production 
of critically-short nickel, which is 
needed for plating and for alloys such 
as stainless steel. Previous measures 
taken by ODM were: Offers of fast 
tax amortization to help new nickel 
producers get sterted; and a tighten- 
ing of nicke! allocation to prevent de- 
fense priorities from being misused. 

The U. 8. produces only between 15 
and 16 million pounds of nickel each 
year, compared with a total U. 8. 
consumption of about 300 million 
pounds a year. 


Sapphire Heads to Be Included 
In Display for Philadelphia Fete 


Three huge sapphires, curved into 
the likenesses of Washington, Lincoln 
and Eisenhower, will be displayed at 
5S. Kind and Sons, Philadelphia jew- 
cler, September 10-16. 

The display will be exhibited as 
part of the celebration of the 250th 
anniversary of Chestnut St. as one of 
Philadelphia's main commercial thor- 
oughfares. 

The three statues, which have been 
on tour throughout the nation for 
quite some time, were commissioned 
by the Kazanjian brothers, Los An- 
geles gem merchants, who first pro- 
cured the remarkable stones from an 
Australian rancher. 

An interesting sidelight on the 
Eisenhower figure is the fact that, 
during the carving, an inverted star 
was discovered in the sapphire. By 
an arrangement of mirrors, this un- 
usual star is made visible to viewers. 


Govt. Flood Insurance Passed 


Congress has approved a new flood 
insurance program, which will enable 
the government to reinsure flood and 
disaster policies issued by private 
firms, or to offer home-owners and 
businesses insurance directly. 

The maximum coverage under the 
new plan will be $10,000 for a home 
and $250,000 for a business. 

The flood program, which will cost 
up to 87.5 billion, also contains a 
clause permitting the government to 
agree in advance to make 4 per cent 
loans of up to $850,000 to flood 
victims. 

The entire program will be admin- 
istered by the Housing and Home 
Finance Agency. 
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Executive Appointments 





Robert W. Sonnen has been named 
acting manager of amateur products 
sales for Ansco. In his new position, 
he will be responsible for all Ansco 
amateur cameras, black-and-white 
and color roll films and accessories, 
throughout the United States and 
Canada. For the past four years Mr. 
Sonnen has been manager of Ansco’s 
Binghamton sales district. He suc- 
ceeds Harold Dean, who has been 
named to head Ansco’s Chicago sales 
district. 


Thomas L. Battle has been elected 
secretary of The Improved Seamless 
Wire Co. He succeeds Frank W. 
Bailey, who has retired after 45 years 
with the company. Mr. Battle has 
been with Improved Seamless Wire 
for 5 years, and was made assistant 
secretary a year ago. 


BATTLE HYMAN 


Leo Hyman has been appointed to 
serve as assistant treasurer of the 
Benrus Watch Co. He has been with 
the firm for 12 years. 


FE. R. Weaver has been appointed ad- 
vertising manager for the portable 
appliance division of Westinghouse. 
Mr. Weaver rejoins Westinghouse 
after having spent the past year 4s 
advertising and marketing manager 
for the Wooster Brush Co., Wooster, 
Ohio. In his new capacity, Mr. Weaver 
will be responsible for the develop- 
ment and coordination of all adver- 
tising programs for portable appli- 
ances, 


Frank F. Goodman is the newly elect- 
ed president of Tappin’s Jewelry 
Stores. Mr. Goodman has been vice 
president since his release from the 
U. 8S. Navy in 1946. 


GOODMAN MILLIKIN 


Harold T. M. (“Had”) Millikin has 
been appointed assistant general sales 
manager of the Westclox Division of 
General Time Corp. He will also con- 
tinue his duties as advertising man- 
ager, a position he has held since 
March 1955. Mr. Millikin has been 
with the Westclox organization for 4 
years, 


Howard 8S. Andrews, of Kenwood, 
N. Y., has been appointed to the posi- 
tion of manager of hollowware for 
Onieda Ltd. Silversmiths. He will be 
responsible for coordinating all hol- 
lowware design, manufacture and 
sales. Mr. Andrews, chairman of the 
Central New York Chapter of the In- 
dustrial Designers’ Institute, has 
been with Oneida since 1940 and for 
the past two years has served as Hol- 
lowware product manager. 


Harold E. Rich has been appointed 
general sales manager for the watch 
division of Elgin National Watch Co. 
He will direct Elgin’s nation-wide 
staff of sales representatives. Since 
1952 Mr. Rich has been sales manager 
of the company’s Wadsworth-Hadley 
division. In his new post, he succeeds 
T. O. Wright. 





jewelry Manufacturer Dies 

Frank R. Budlong, president of 
Budlong, Docherty & Armstrong, 
Inc., jewelry manufacturers, died 
July 20 at his home near Providence, 
R. I., at the age of 66. 

Mr. Budlong was connected with 
the jewelry industry during al! of his 
working years. He joined the Wm. ©. 
Greene Co. in 1914, and travelled the 
Western territory. In 1942 he formed 


a partnershio with George A. Arm- 
strong and Edgar M. Docherty, and 
in 1946 the company adopted the 
name Budlong. Docherty & Arm- 
strong. generally known to the trade 
at “BDM.” The firm manufactuves 
gold jewelry. 

Mr. Budlong’s survivors include his 
widow, Mrs. Ruth A. Budlong; two 
sons and two daughters; three broth- 
ers and three sisters; nine grandchil- 
dren and one great grandchild. 
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Seminar Discussions 


(from page 197) 


Said Abelson: . we find that 
our watch sales today are 65 per cent 
net, on that private brand. Our profit 
picture is considerably better because 
of a little better mark-up.” 


Other opinion 

Other discussions on the discount 
house flared during the second semi- 
nar on Tuesday morning. One high- 
light was a statement by Ben W. 
Heald in answering a question from 
the floor. 

Heald, who is Executive Secretary 
and General Counsel of the Wiscon- 
sin Retail Jewelers Assoc., told the 
questioner, who w \nted to know about 
preventing manufacturers from sell- 
ing to discount houses, that the re- 
tailer should have got “fighting mad 
when this started and dumped those 
lines” when they began going into 
discount houses. 

He added that catalog items should 
be dumped by the jeweler right now 
at one third, instead of just half 
price. 


Off-beat merchandise 

Concerning the sales of tool sets, 
blankets, sheets, towels and other 
promotional items, Bernard Wein told 
a questioner from the floor that it 
was his opinion that the average 
jewelry store should stay as far away 
as possible from such merchandise. 

Morton Abelson said that he 
thought this matter should be decided 
by the area in which the store oper- 
ated and how competitive it was. He 
pointed out that his organization had 
run a few linen promotions very suc- 
cessfully. 

Later, Chairman Jay C. Lighter- 
man informed members that his or- 
ganization, Tappin’s, Inc., New York, 
handled tools successfully and Daniel 
W. Crone, Jr., of S. N. Katz, Inc., 
Baltimore, Md., agreed that his store 
also did a good business on tools in 
its appliance department. 

Wein intervened to say that there 
were enough promotions in the 
jewelry business to cover every need 
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Retail jewelers and manufacturers 
met in the Sheraton-Blackstone Hotel 
on Monday evening, July 30th, to 
celebrate the progress of Operation 


Cherub, 1956, which, according to 
reports, is running far ahead of 
schedule. 


Jewelers shown here, were intro- 
duced to the new die-cut cherubs and 
large size figurines being made avail- 
able this year for more effective dis- 
plays in jewelry store interiors and 
windows. 

Albert E. Haase, President of the 
Jewelry Industry Council, told re- 
porters that almost five times as 
many advertisements had been sub- 
scribed for the December Ist issue of 
the Post as were on the books a year 
ago this time. 

It is the December Ist Post that 
will carry the colorful Operation 
Cherub gift section, similar to the one 
that succeeded so wel! in capturing the 
imaginations of shoppers last Christ- 
mas season. 


New Material 


The promotiona! material offered to 
jewelers this year has been completely 
redesigned and is calculated to pre- 
sent an array of eye-catching colors 
and persuasive appeal to Christmas 
gift buyers. 

A complete presentation, outlining 
Operation Cherub, was offered to 
NJA members as part of the conven- 
tion proceedings at 9:20 Monday 
night, following the festivities piec- 
tured on this page. The program fea- 
tured Jesse L. Ballew, of the Post, 
who was introduced by Sol Blickman, 
Rogers Jewelers, Indianapolis. 


Operation Cherub sales promotion 
kits, plus complete information on the 
program may be obtained from the 
Jewelry Industry Council, 608 Fifth 
Avenue, New York, N. Y. 





without resorting to fishing tackle. 
sheets or such merchandise. 

Herman Wasserman of the Watch 
Shop Jewelers, Louisville, Ky., de- 
clared he would use any item that 
would open an account. He added 
that the importance of being known 
as a traditional jeweler is a question 
of degree. 

“It is with a lot of reluctance that 
| refer to ours as a jewelry store,” 
Wasserman continued, “because we 
do carry quite a bit of hardware. 
fishing tackle and other things which 
are taboo with fine line jewelers.” 


Sometimes with regret 


Oliver A, Jenkins, Duval Jewelry 
Co., Jacksonville, Fla., said that he 
handles saw-mills. “I don’t like it,” 
he said, “but when I look at those 

(Please turn page) 


Jewelers Meet New Cherub As Program Runs Ahead of Schedule 





Fresh Designs Promise Action 


Enthusiastic group includes from left: 


William Stout, Stout's Jewelers, 


Springfield; Milt Artz of Art's Jewel- 
ers in Conn. and Mass.; Mrs. Richard 
Handel, Skokie, Il.; Warren 0. Gold- 
man, of Joe Goldman, Inc., and Mrs. 
Ben Miller. 





W. W. Overstreet of Ben Overstreet 
& Sons, Exton, Iil., approves the new 
Cherub. From left are, Lee Miller, 
Ben Miller’s, Decatur; Harry Decker. 


Ly*s 





Also welcoming the flight of Cherub 
to Chicago were William G, Wenzel, 
head of incablec, who here greets 
Vv. J. Newman, Dist. Mer., The Jewel- 
ers Board of Trade. Jane Cambridge, 
N. ¥. Styliat, looks on. 
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Officers of WA Honored by Jewelers, industrialists at Party 


(on the reception line at Life's party 
honoring executives of the NJA are, 
around the circle from left to right: 
KB. G. Rudolph of Rudolph Brothers, 
Syracuse, N. Y.; B.C. Helzberg, Helz- 
berg’s, Kansas City, Mo.; Oliver A. 
Jenkine of Duval Jewelry Company, 
Jacksonville, Fla.; Ina Huaninger, Life 
Magazine; William Wisner, Execu- 
tive Secretary, NJA; Pat Neal, also 
of Life: Clarence Olsen of Olsen & 
Ehann, Chicago, and Chairman of the 
Board of the NJA Organ. 
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Guest of honor Clarence Olsen and 
Life hostess Ina Huninger enjoy a 
little repartee with Fred Lounsbury, 
Oneida Bales Manager of Community 
Division, and the popular Al New- 
mark. 


A group of NJA officers were hon- 
ored at a festive cocktail party in the 
Sheraton-Blackstone Hotel, Chicago, 
on Monday, July 30th, in one of the 
many sparkling social events that 
marked the Convention. 

With Life Magazine as host, dozens 
of the country’s leading jewelers, as 


Intense group include Craig Munson, 
left, President of the Internationa! 
Silver Company; Jerome Grossman, 
of Heizherg's, and Al Newmark, with 
his back to camera, discussing events. 


Enjoying themselves are Howard An- 
drews, Oneida, Lid., Hollowware Di- 
vision, and Harold 8S. Schubert of 
Community Div. Sales with Fred 
Hartwig, Director of Heirloom Div. 
Sales, and Ina Huninger. 





fieures sometimes, | get worried and 
start promoting.” 

This particular discussion was 
capped humorously when Melvin B. 
Foer, Melart Jewelers, Washington, 
Db. C., told the seminar, “We had a 
real promotion on kitchen cabinets 
last week,” 

Before the seminar recessed at 
8:55 Monday afternoon, the subject 
of appliances was covered briefly. A 
floor member had complained that he 
had lost on his line of appliances and 
wondered if he should get something 
to take their place. 

Bernard Wein advised that appli- 
ances have been jewelry store mer- 
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chandise for the last 15 years and 
that the member jeweler would be 
better off concentrating on the 
jewelry business. 


Unite with competition? 

With Operation Cherub a promi- 
nent part of the convention program, 
the subject of united activities by 
jewelers on a local level seemed close 
to the surface in many minds. This 
became evident early in the discus- 
sions when a member from the floor 
asked about the wisdom of identify- 
ing himself to a certain extent with 

(Continued on nex! page) 


well as top executives from manufac- 
turing firms, passed the reception line 
between 5.00 and 7.00 P.M. to pay 
their respects to Clarence Olsen, H. A. 
Goldberg and William Wagner, Chair- 
man, President and Executive Secre- 
tary respectively of the NJA. 


Renewed by the relaxed atmosphere 
and gaiety are James Hogan, 1847 
Rogers, Sales Manager; Dee Lock- 
wood, Sales Mer. of Holmes and Ed- 
wards, and Jack Dunn, an Asst. to 
General Sales, International. 


Relaxing together after a busy day at 
the Jewelry Fair, John Stevens, In- 
ternational Silver and Jerome 8B. 
Grossman, Helzberg’s, discuss new de- 
velopment days action offered. 


Getting a chuckle from the proceed- 
ings are R. W. Landon, Sales Mer. of 
Oneida Stainless; Joanna Wittenberg 
of the JiC; Dudley Sanderson, Vice 
President of the Oneida Ltd. 
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Seminar Discussions .. . 


(F'rom previous page) 


his competition in the neighborhood. 

Daniel W. Crone, Jr., who covered 
public relations for the panel, pointed 
out that Operation Cherub might wel! 
hold the answer. He said that he 
knew of several individual unity 
plans that were waiting to see how 
effective Operation Cherub would be, 
before going into operation. 

Crone endorsed any program that 
would help the local jeweler combat 
the competition of TV set, automobile 
and other sales. 


Co-op buying 


In this vein, Jack H. Laula, Presi- 
dent of the Greater Detroit Jewelers’ 
Assoc., who covered Buying and In- 
ventory control for his panel on Tues- 
day, told the assembly that the co- 
operative buying of jewelry giftwares 
had proved highly successful in De- 
troit. 

Thomas Fox, President, Michigan 
Retail Jewelers’ Assoc., said that he 
believed there were two or three such 
organizations in Chicago in addition 
to the R.M.G. in the Merchandise 
Mart. Jerome Berger, President, 
Jewelers’ Assoc. of Greater Chicago, 
agreed strongly. 

“There are groups in Chicago that 
can give values to the people like 
your discount houses,” he said, “and 
they are starting to hit that name 
every month.” Their sales theme, ac- 
cording to Mr. Berger is: “Buy where 
you see this sign. Buy with confi- 
dence.” 


Opinions traded on stamps 


Trading stamps caused considerable 
trading of opinions among partici- 
pants. Abelson said his company had 
a stamp plan in all its stores and he 
described it as “the first really good, 
legitimate, clean promotion that has 
come along.” 

As to the cost, Bernard Wein 
pointed out that the stamps are nor- 
maliy free and the only charge, the 
franchise fee, would be under one 
quarter of one per cent of sales. He 
went on to say that the important 
thing was to get the stamps out as 
quickly as possible. 

Further discussion brought forth 
the opinion that other types of stamp 
plans such as S & H, Green and Yel- 
low stamps, were too high in cost, 
running in most areas from 2% per 
cent to 3 per cent. 

Herman Wasserman said that after 
six months of a stamp plan in his or 
ganization, he was not enthusiastic 
about the results. 

Other opinions were mixed. One 
voice from the floor seemed to sum 
it up, however, by saying that some 
stamp plans were profitable now, but 
that their value would be question- 
able when more and more jewelers in 
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each community began to use them 
and their competitive element was 
lost. 

Chairman Lighterman remarked 
that he supposed “someone will find 
a new kind of stamp by that time.” 


Wealth of information 


Seriousness and intensity marked 
the general atmosphere at both semi- 
nars. Gathered in the Belair Room 
on both mornings, were a group of 
men and women, big and small jewel- 
ers who apparently thirsted for the 
very knowledge that was exchanged 
more and more freely as question fol- 
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lowed question and formality was 
abandoned. 

Virtually every phase of jewelry 
store operation was touched on as 
most of the members of the audience 


sat busily taking notes. 


Collection performance guide 


After a number of questions on the 
collection of outstanding accounts, 
Chairman Lighterman offered jewel- 
ers a handy formula by which they 
could judge what the monthly per- 
centage of their collections should be. 
He explained that the percentage 

(Please turn to page 209) 
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Jewel House Holds First Annual Board of Directors Meeting 
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The first annual meeting of the 
Jewel House, Inc., board of directors 
was held recently in Minneapolis, 
Minn., with 27 directors in atten- 
dance, according to Lloyd G. Pattee. 
president of Jewel House, Inc., and §. 
H. Clausin & Co. 

The morning session of the all-day 
meeting was conducted in the main 
office of Clausin, wholesale member 
of Jewel House, Inc. 

The directors then moved to the Ni- 
collet Hotel for the luncheon and 
afternoon sessions, where the formal 
meeting of the board was concluded. 

The directors and their wives also 
attended the annual Jewel House din- 
ner party at the Ninikahda Club dur- 
ing the evening. 

Jewel House, Inc., is a cooperative 
buying and selling organization made 
up of over 500 retail jewelry stores 
located throughout the Upper Mid- 
west, Mountain and Pacific-North- 
west states. Each retail jeweler be- 
longing to Jewel House, Ine., is a 
member and co-owner of the organiza- 
tion. 


Hobbyists Find Treasure 
In ‘Rocks’ and Gemstones 


The U. S. Bureau of Mines reports 
that collectors of “rock” last year 
unearthed over half a million dollars 
worth of gemstones. 

The Bureau estimates that some 
50,000 people—men, women and chil- 
dren—in all parts of the United 
States engage in careful searches 
for crystals and other forms of stone 
to cut and polish into ornaments. 
These “rockhounds,” as they choose 
to call themselves, comprise a fast 
growing hobby in this country. 

The Bureau of Mines feels that 
these weekend treasure - hunters 
should be encouraged, since it is likely 
that a casual search for turquoise or 
opal may eventually lead to a valu- 
able discovery of strategic mineral 
deposits. 

The stones themselves are found in 
abundance in many areas. Agate is 
the most common, and zircon, jade and 
opal are found in all 48 states. Gran- 
ite formations are excellent hunting 
grounds for topaz or tourmaline, 
while beach sands provide “finds” of 
zircon and garnet. 

Some years ago, one “rockhound” 
discovered a huge jade boulder in 
California, which yielded approxi- 
mately $25,000 worth of cut jade. 

As part of this growing pastime, 
gemstone cutting is also becoming 
popular. This, too, is a hobby to be 
encouraged, says the Bureau of Mines, 
since, in an emergency, the skills and 
equipment gained in the pursuit of 
this hobby may be useful to a de- 
fense effort. 
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ALL THAT GLITTERS: These models make attractive settings for the diamond 

jewelry shown at the Diamond Dinner. The girls are shown displaying the 

jewelry they wore during the cocktail party preceding the dinner. From left to 

right, they are: Elena Cadis, wearing jewelry from Van Cleef & Arpels; Pat 

Gardner, with creation by Harry Winston; Denise Rapaci, showing Tiffany & 

Co. jewels; Renee Roy, with jewelry from Black, Starr & Gorham, and Peggy 
Peeters, displaying creations by Cartier. 


Fashion editors from all over the 
United States were entertained at a 
Diamond Dinner at the Plaza in New 
York recently as part of the diamond 
publicity program conducted for De 
Beers Consolidated Mines, Ltd. 

The editors are brought to New 
York each year by the New York 
Dress Institute to see the new fall and 
winter styles. The Diamond Dinner is 
a means of underlining the fashion 
pre-eminence of the diamond for these 
writers who represent fashion author- 


ity in the leading cities. 

The guests this year included rep 
resentatives of 126 newspapers and 20 
radio and television stations from 85 
cities. In addition, two wire services, 
five syndicates and seven magazines 
were represented. 

More than $4 million in diamond 
jewelry was exhibited by five New 
York jewelers. The diamonds were 
worn by models who mingled with the 
guests during the cocktail hour and 
appeared after dinner in a floor show, 





Manufacturers’ Exposition 
For Buyers Opens in Paris 


The High-Style Jewelry and Silver- 
ware Exposition will be held in Paris, 
September 17-24, in the salons of the 
Grands Magasins Réamur. 

The exposition, which will include 
displays by 260 French manufactur- 
ers, is directed at buyers. 

The exposition, where 260 French 
manufacturers will display their !at- 
est creations, is open only to buyers 
The industry-wide show is held under 
the auspices of the High-Style Jew- 
elry and Silverware Trade Associa- 
tion. 

Inquiries should be addressed to 

. Chambre Syndicale de la Bijou- 
terie de Fantasie en Tous Genres, De 
L’Orfevrerie de Fantasie et des In- 
dustries qui s’y Rattachent, 10 rue 
Charlot, Paris (3e), France. 
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Albany Jeweler Opens Store 
Frank Adams, Albany, N. Y. 


eler, recently opened a new store at 
58 N. Pearl Street. 

At the opening ceremonies, Mr. 
Adams was praised by Kenneth M. 
Burch, manager of the Albany 
Chamber of Commerce, for his 


jew- 


en- | 





thusiasm and confidence in the busi- 


ness future of his city. 


Purchases Indiana, Pa., Shop 


Smith’s Jewelry and Gift Shop, at 
716 Philadelphia St., Indiana, Pa., was 


purchased recently by John Varescak. | 


Mr. Varescak, former proprietor of 
Indiana’s Watch Repair Shop, stated 
that the business will 
John’s Jewelry and Gift Shop. 


be known as | 
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2 Trade Shows for RJA 


(from page 193) 


how to most effectively cooperate with 
distributors in improving future 
shows, 

Probably the most difficult prob- 
lem at hand is concerned with pre- 
ferential treatment accorded certain 
exhibitors. 

In the past, each association han- 
died its own show in accordance with 
its own needs and policies. Exhibi- 
tors who favored one particular show 
year after year were often given spe- 
cial consideration in the allotment of 
space, 

From now on, however, both shows 
will emanate from the same associa- 
tion. Obviously, this will pose certain 
problems in the allotting of preferred 
spaces, 

One possible solution that may be 
considered will be the extension of 
preference to those who plan to ex- 
hibit in both the RJA trade shows. 


DuBois, Pa., jeweler Modernizes 


Pugh Bros. Jewelry Co., DuBois, 
Pa., has completed an extensive mod- 
ernization program. 

The new look of the store has been 
created with gray and white decor, 
plus an entirely new interior lighting 
arrangement. 


Ohio RJA Holds Regional 


Jewelry Show and Convention 


The Cincinnati Regional Jewelry 
Show and Convention was held dur- 
ing the Labor Day weekend at the 
Netherland Hilton Hotel, Cincinnati. 

Keynote speaker during the con- 
vention was Ed Palmer, sales consul- 
tant, whose address was in keeping 
with the genera! subject “Increased 
Sales Through Better Selling,” which 
was the theme set for the convention’s 
speakers. 

Another featured speaker was Mrs. 
Gladys Babson Hannaford, represen- 
tative of N. W. Ayer and Son, Inc., 
public relations counsel for the Dia- 
mond Syndicate. 

General Electric conducted a light- 
ing clinie designed to aid jewelers in 
“selling sparkle,” and the Saturday 
Evening Post made an “Operation 
Cherub” presentation, 


Wisconsin Assoc. Picks Officers 


The Fox River Valley and Lake 
Shore Jewelers Association recently 
chose a slate of officers. The election 
was held at a business meeting and 
dinner which was convened at Fond 
du Lac, 

The officers of the association are: 
Henry Spiegel, Manitowoc, president; 
Jack Kuckuk, Shawano, vice presi- 
dent, and Earl DeLong, Neenah, sec- 
retary. 
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Association Merger 


(from page 193) 


chosen for the RJA. 

The new board will consist of 24 
directors, 12-from each of the former 
associations. The officers of the RJA 
will be elected by the directors from 
among their own ranks. 

It is eurrently expected that 
Charles Isaac, executive vice presi- 
dent of ANRJA, will be offered the 
same post within the RJA organiza- 
tion. 

William Wagner, now executive 
secretary of the NJA, has accepted 
a retirement plan. Mr. Wagner wil! 


WM. WAGNER 


serve the RJA for 2 years in the ca- 
pacity of consultant, after which time 
he will retire. 


Future national policies seen 


Mr. Kind and Mr. Goldberg agreed 
on a statement to the effect that tie 
new association will continue to main- 
tain those policies which best serve 
the retail jewelry trades interests, and 
which have been jointly maintained 
by the two currently operating asso- 
ciations. 

This was a direct reference to the 
ANRJA and NJA’s work in behalf 
of repeal or reduction of the excise 
tax, and cooperation with the Fed- 
eral Trade Commission in setting up 
new rules and regulations to govern 
practices within the industry. 


oy 


Jewelry Firm Marks Centennial 


Safford & Scudder, Inc., Kingston, 
N. Y. jewelers, celebrated its 100th 
anniversary on July 23. 

The business was begun in Kings- 
ton by Charles Buell Safford in 1856, 
the first day’s business totalling $4.37. 
As a point of interest, the anniversary 
display in the firm’s window featured 
the original account book. 

Samuel D. Seudder, Jr., president 
of Safford & Scudder, is a former vice 
president of the New York State Re- 
tail Jewelers Association. 
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The New York Jewelers Exchange 
will shortly have another building 
added ito its quarters, it was an- 


nounced by Irving and Louis Fried- 
man, owners of the Exchange build- 
ing. The Messrs. Friedman have pur- 
chased a two-story building from 
Charles Gulden, Inc., at 74 Bowery, 
near Manhattan Bridge Plaza. They 
will incorporate the structure into the 
nresent Exchange after extensive al- 
terations. 


Leonard M. Heine has joined the 
salesforce of Shiman Bros. & Co., 
ring manufacturers, 234 West 39th St. 
He will cover the New York and east- 
ern territory. Mr. Heine was previ- 
ously associated with the Benjamin 
and Edward J. Gross Co. of New York, 
for whom he travelled New York and 
the Middle West. 


René P. Dentan, president of Ameri- 
can Rolex Watch Corp., left Aug. 8 
for a visit to the company’s Swiss 
factory. He will participate there in 
various meetings which will be aimed 
at developing new models and promo- 
tional material in time for the 
Christmas season. 


The Diamond Manufacturers and Im- 
porters Association of America, Inc., 
announced that it is beginning the 
second year of its group life insur- 
ance plan. What makes the event 
noteworthy is that, during the first 
year of the plan, they did not have a 
single claim. Due to this fact, the 
DMIA is expecting to receive a free 
quarter shortly. Further news from 
the DMIA. whose offices are at 342 
Madison Avenue: Louis Gerfein, of 
Gerfein Bros., Inc., and a member of 
the DMIA board of directors, recently 
returned from an extensive tour of 
overseas markets. 


Mrs. H. Reinhold, wife of Henry Rein- 
hold, Reinhold Bros., Inc., died July 26 
at the age of 43. She is survived by 
her husband, and three children. 


The Watch and Clock Collectors Asso- 
ciation of America recently held a 
very successful exhibit of old time- 
pieces at Abraham & Straus in 
Brooklyn. The exhibit, which was 
held on the “Young People’s Floor” 
of the department store, ran from 
August 9 through September 1. 


Harry Levenstien, president of the 
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RJA of Greater New York, is recup- 
erating at his home, following hos- 
pitalization due to a recent illness. 
The N.Y. RJA has announced that its 
new sickness-and-accident insurance 
program, which began two months 
ago and is available to members of 
the organization up to the age of 70, 
has brought in over forty new mem- 
bers. The RJA will have its annual 
banquet on October 21, in the Hotel 
Astor. 


The New York Jewelers Benevolent 
Association will hold its first Fal! 
meeting on Tuesday evening, Septem 


ber 18, in Adelphi Hall, Fifth Ave- 
nue and 14th St. 
The East Side Jewelers Association, 


Adolph Pusrin, president, will hold its 
first fall meeting, and a dinner, at 
Richman’s Restaurant, 171 E. Broad- 
way, in September. Members will be 
notified by mail of the exact date. 


The Gemological Institute of America 
began a class in diamond evaluation 
on August 20. It is a one-week resi- 
dence course, held at the Institute’s 
Gem Trade Laboratories, conducted 
by Mrs. Miles, Bob Crowningshield 
and Bert Krashes. The course em- 
phasizes the importance of cut and 
proportion as related to the price of 
diamonds, and also goes into matters 
of color and imperfections. The class 
has been given a few times a year for 
the past three years. The Gem Trade 
Lab is also preparing an exhibit of 
“stones in matrix”’—that is, gem- 
stones in their natural mineral set- 
tings The exhibit stones, which come 
from all over the world, have 
gifts to the Inatitute. 


been 


Jean P. Savary, president of the 
Horological Society of N.Y., has an- 
nounced that the Society’s regular 
meeting will be held September 10, 
at the Capitol Hotel. Granville Web, 
of the Elgin National Watch Co., will 
he the guest speaker. The Society's 
October meeting will consist of a 
panel discussion, with many promi- 
nent members of the watch industry 
participating. Henry Fried, JCK’s 
hoerological consultant and a member 
of the Horological Society of N.Y.., 
recently returned from a cruise to 


Panama. Ben Matz, editor of the 
Society’s monthly bulletin, “The 
Loupe,” spent June and July in 
Furope, visiting horolowical centers 


(Please turn to page 216) 
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Obituaries 








Lee W. Higgins, 80, a Syracuse, N. Y. 
jeweler, died July 16. Mr. Higgins had 
operated the Higgins & Zory jewelry 
store in Syracuse until 1949, when he 
retired and moved to Morrisville, Pa. 


Gus W. Lawton, owner of Lawten’s 
Jewelers, Orlando, Florida, died July 
¥. Mr. Lawton established his business 
in Orlando in 1921. His wife, Mrs. 
Anita W. Lawton, survives him. 


George Verbockel, 87, retired jeweler 
and watchmaker, died July 2 at his 
home in West De Pere, Wisconsin. 
Until his retirement 2 years ago, Mr. 
Verbockel was known as the oldest 
practicing jeweler in his state. He 
was a 50-year member of the Wiscon- 
sin RJA and a member of the United 
Horological Assoc. of America. He is 
survived by his wife. 


Samuel H. EKetrin, 85, retired jeweler, 
died August 4 in Newark, N. J. Pre- 
vious to his retirement, Mr. Estrin 
conducted his business in Jersey City 
and Hoboken. He is survived by a 
daughter, a sister, 2 brothers, 2 
grandchildren and 2 great grand- 
children. 


Max Zeidman, of the Rex Jewelry 
Story, Charleroi, Pa., died July 5 at 
the Peterson Chronic Hospital. He 
had been ill for the past six months. 
Mr. Zeidman is survived by a daugh- 
ter, two brothers and a sister. 


A. Warren Armington, retired dia- 
mond and precious stone expert, died 
July 17. Mr. Armington was associ- 
ated with Shreve, Crump & Low, Bos- 
ton, for many years. 


James Goldmann, manager of the 
Kay Jewelry Store, Quincy, Mass., 
died July 256 in an automobile acci- 
dent at Plymouth, Mass. 


Curtis A. Hirst, 70, a retired jeweler, 
died July 30 in a Philadelphia, Pa., 
hospital. Mr. Hirst, prior to his re- 
tirement 8 years ago, was a partner 
in the firm of Alfred Humbert & Son, 
in Philadelphia. He is survived by 
his wife, Mrs. Lillian Hirst; a son, 
and a daughter. 


Sylvan Eugene Needham, 78, pioneer 
jeweler of Logan, Utah, died in mid- 
July. Mr. Needham was active ir the 
jewelry firm which bears his name in 
Logan, until his retirement in 1938. 
Surviving him are a son; two sisters, 
and two grandchildren. 


Stanley W. Colbert, 67, jewelry 
broker, died August 9 at the Good 


Samaritan Hospital, Los Angeles, 
Calif. He is survived by his wife, 
Mrs. Bessie Irene Colbert. 


Harry L. Carter, 66, president of the 
J. H. Mace Co., Kansas City, Mo., died 
August 5 at his home. He had been 
ill for four months. Mr. Carter began 
his career with the Mace Co. 39 years 
ago, as a railway watch inspector. He 
served as vice president before his 
13-year term as president of the com- 
pany. Surviving are his widow, Mrs. 
Pearle Carter; two daughters, a son, 
three brothers and four grandchil- 
dren, 


Howard Pietzner, 83, retired jewelry 
salesman of Milwaukee, Wis., died 
July 26 at his home. Having come to 
Milwaukee in 1893, Mr. Pietzner was 
connected with the Louis Esser Co. 
and other Milwaukee concerns. He is 
survived by a sister-in-law. 


H. V. Baker, 62, head of the diamond 
department of Higginbotham Jewelry 
Co., Dallas, Tex., died July 28 after a 
brief illness. He was with Shuttles 
Jewelers of Dallas for 42 years before 
joining Higginbotham in 1949. Sur- 
vivors are his widow, a daughter, a 
stepson, a brother and three sisters. 


August E. Warren, 79, a Detroit, 
Mich., retired jeweler, died August 4. 
Prior to his retirement in 1954, Mr. 
Warren had operated a jewelry store 
bearing his name at 12640 Woodrow 
Wilson, Detroit. He is survived by a 
sister, a daughter and a grandson. 


Morris Levene, 54, half-owner of the 
Ben Morris Jewelry Co., Dallas, Tex., 
died unexpectedly at the home of his 
partner, Ben Utay, July 28. Mr. 
Levene had been in the jewelry busi- 
ness for 30 years. He is survived by 
four brothers and four sisters. 


Robert Henry Scheer, 76, died in a St. 
Petersburg, Fla., hospital, August 6. 
Mr. Scheer was associated for many 
years with William Scheer, Inc., a 
jewelry manufacturing firm in New 
York which was founded by his fa- 
ther. Surviving are a sister and two 
brothers. 


Walter T. Jennings, formerly of Du- 
rand & Co., manufacturers in New- 
ark, N. J.. died in Ft. Lauderdale, Fla., 
August 7. Mr. Jennings had lived 
for 10 years in Ft. Lauderdale, follow- 
ing more than 50 years’ residence in 
Newark. He is survived by his widow, 
Mrs. Marie Jennings; two brothers 
and two sisters. 
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Seminar Discussions 
(from page 203) 


would depend on the length of time 
the average sale runs in the store 
involved. The table he chalked on 
the blackboard follows: 

For an eight month contract, a 
$90 sale, $10 down and $10 a month, 
a perfect score would be 22 per cent. 
Also: 

Nine month contract, 20 per cent. 

Ten month contract, 18 per cent. 

Eleven month contract, 16% per 
cent. 

Twelve month contract, 15 per cent. 

Wasserman pointed out that some- 
thing else should be taken into con- 
sideration as well as a collection per- 
centage—the cost of making the col- 
lections. He said added help would 
raise the percentage but also would 
raise the expense. 


Charge for credit 


On the subject of imposing a credit 
charge, Jenkins told the assembly his 
organization put such a policy into 
effect two years ago with considerable 
misgivings. “With few exceptions,” 
he said, “we have had no real prob- 
lem with credit charges.” 


He added that he often explains 
the charge by pointing out to his 
customer that it represents a fair 
rate and that therefore there are no 
hidden costs in the price of the mer- 
chandise. He went on to say that in 
the case of some old customers who 
complained, he had removed the 
charge. 


Abelson told members he thought 
customers more or less expect a 
credit charge and that it does not 
have to be sold. “The less said the 
better,” was his comment. 


Advertising 


On the subject of dividing a $10,- 
000 advertising budget among exist- 
ing media, Meyer Barr said this 
would depend on the community. He 
pointed out that $10,000 would buy 
only a few moments on TV in a large 
city, but might purchase a continuing 
program in a small town. 


Barr said his advertising budget 
was divided as follows: 40 per cent, 
newspapers; 25 per cent, TV; 15 per 
cent, direct mail; 5 per cent, win- 
dows; 2 per cent, radio; the re- 
mainder for miscellaneous. 


Tuesday highlights 


The Tuesday seminar, chaired by 
Alvin Levine, produced a harvest of 
valuable information. Included among 
the highlights were: 


TURNOVER: Jack H. Laula—It is 
generally conceded that turnover on 
watches would be very satisfactory at 
two or three times. He also said that 
the turnover on watches is going 
down. It was Laula’s opinion that 
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when turnover on a particular item 
drops below two, its value should be 
re-assessed. 


LEFTOVER MERCHANDISE: 
Chairman Levine—He outlined the 
procedure in one upstate New York 
store where merchandise that does 
not move is put away and then later 
donated to charitable organizations 
who use it for door prizes. 


EMPLOYEE TRAINING: Jerome 
Berger—-Put the employee on the floor 
immediately, was Berger's opinion. 
He indicated that the idea was to 
give him a quick grasp of owner's 
sales techniques, and that a month 
or so should suffice to bring efficiency 
to a satisfactory level. 


FINANCING SALES: The genera! 
consensus seemed to be that it was 
more profitable for a store to carry 
its own paper, but that danger lay in 
under-capitalization, in which the 
store has plerty of business on its 
hooks, but little cash with which to 
pay bills. The solution, it was stated, 
is to discount credit paper, still do a 
fair volume of business and have cash 
on hand, 





New Pearl Industry Organized 


A cultured-pear| industry is cur- 
rently being set up at Augustus Is- 
land, off the northwest coast of Aus- 
tralia. 

The new enterprise has been cre- 
ated by a Japanese pear! company, an 
Australian export firm and an Amer- 
ican pearl buyer. The Nippon Pear! 
Co., of Tokyo, is providing a number 
of experts and half the capital. The 
American partner is Otto Gerdeau Co. 
of New York. 


Schriever Forms New Company 


Clarence Schriever, formerly of 
Gemex, 8. O. Bigney Co., and Forst- 
ner, Inc., has re-entered the jewelry 
industry, it was recently announced, 

Having acquired an interest in for- 
eign factories, Mr. Schriever has or- 
ganized Tale, Inc., in E. Providence, 
R. I. The concern is currently fea- 
turing a line of watchbands in “Tal- 
enium,” yellow gold filled, retailing 
from $2 to $20. 


Detroit to Get 2 New Stores 


Emil Rose, president of Rose 
Jewelry Co., Inc., of Detroit, has an- 
nounced plans to open two new stores 
in the city’s metropolitan area. 

One store will be at 22000 Grand 
River at the corner of Lahser Road 
in Redford. The second will be lo- 
cated in a new building at 1744 Fort 
St. in Lineoln Park. 
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AL $408 
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*TOGA-QUEEN OF GEMS * TOGA-QUEEN OF GEmS* 





A few of the many styles of Cultured 


Pear! Tie Studs, 14Kt. Gold mountings. 


from the extensive collection 
of Cultured Pearl Jewelry 
by TOGA 


TOGA-QUEEN OF GEMS + TOGA-QUEEN OF GEMS + TOGA-QUEEN OF GEMS 
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Frank Mastroni, of Bridgeport, Conn., 
has been appointed credit manager of 
Tifon Jewelers of that city. Mr. Mas- 
troni was formerly credit manager 
of Bridgeport’s Sears Roebuck Co. 
store, 


A new jewelry manufacturing and 
distributing firm, known as Jewels by 
April, has taken over floor space in 
the Bristol Development Building, 
Bristol, R. I. The firm is headed by 
Paul Connors, of Swansea, Mass., and 
will begin with a staff of approxi- 
mately 12 people. 


Herman G. Johnson, Keene, N. H. jew- 
eler and watchmaker, recently cele- 
brated his 50th year in the trade. 
Speaking of his life, Mr. Johnson re- 
called his beginnings as a jeweler’s 
apprentice at the salary of $3 per 
week. He had many adventures as a 
member of the fledgling U. 8. Air 
Force during World War I, and re- 
turned to his profession at Keene 
in 1920. After the depression, he set 
up his own business in his home, 
where he has been ever since. Among 
his specialties are banjo, grandfather 
and chime clocks. 


The United Jewelry Show, to be held 
at the Sheraton-Biltmore Hotel, Prov- 
idence, R. I., November 11-20, prom- 
ises to put the emphasis on hospi- 
tality. The show committee has 
instituted a hospitality program 
which features daily buffet break- 
fasts exclusively for buyers, and a 
gift-prize program. Wholesalers, 
buyers and some 300 manufacturers 
are expected to attend the Providence 
show. 


At the annual meeting of the Manu- 
facturing Jewelers and Silversmiths 
of America, scheduled for October 18 
in the ballroom of the Sheraton-Bilt- 
more Hotel, Providence, reports will 
be presented covering the past year's 
activities, and members will elect 
eight directors and a slate of officers, 
exclusive of the president. The presi- 
dent will be elected at an organiza- 
tion meeting of the directors, to be 
held subsequent to the general meet- 
ing. Howard H. Sweet, the present 
president, is completing his second 
term in office, and is eligible for re- 
election. 


Jewelry manufacturers in the Provi- 
dence-Aitleboro area are having diffi- 
culty in securing adequate quantities 


of certain new stones which are being 
used in this fall’s fashions. The stones, 
mostly of a colorful variety, chief 
among which is the “Aurora Borealis,” 
are in short supply and large demand. 
Another problem faced by a number 
of the region’s manufacturers is a 
labor shortage. Optimistic about the 
fall season, manufacturers have 
stepped up their production schedules, 
and are having a difficult time secur- 
ing adequate numbers of experienced 
workers. A number of manufacturers 
are resorting to adding evening shifts, 
in order to attract workers who are 
engaged in other plants during the 
day. 


Shreve, Crump & Low, Boston, held 
an exhibition of 30 antique samovars 
early in August. The samovars — 
worth a total of approximately $500,- 
000—span two centuries of the silver- 
smith’s art. They belong to the dis- 
tillers of Samovar vodka, and the dis- 
play was designed as a promotion for 
the liquor. The most valuable single 
piece shown was an urn known as the 
Serpentine Samovar. Its name de- 
rives from the fact that the handles 
and spigot are formed by a silver 
snake which coils about the body of 
the samovar. It is insured for $25,- 


000, and bears the crest of King 
George III of England. 
Norman Harrison, president of the 


New England Guild of the American 
Gem Society, was given a farewell 
party August 3 at the home of the 
organization’s vice president, Richard 
Ware, in Waltham, Mass. Mr. Har- 
rison is leaving Boston to become as- 
sociated with the jewelry firm of 
Michaels, Inc., New Haven, Conn. A 
membership meeting of the Guild has 
been scheduled for September, at 
which time Mr. Ware will be elevated 
to the office of president, and a new 
vice president will be chosen. Plans 
for the coming season will also be 
discussed at. the September meeting. 


George Vassel, jeweler of Marlboro, 
Mass., has moved to a new store across 
the street from his old establishment. 
The new quarters were formerly oc- 
cupied by Bowman & White, jewelers. 


John V. Urban, formeriy with L. E. 
Kinney, Inc., jewelers, of Mystic, 
Conn., has opened a retail store of 
his own in Chelmsford, Mass. 


(Please turn to page 219) 
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NEMA Announces 1956 Winners of Window Display Contest: 
Philadelphia Dealer Takes First Prize in Jewelry Store Division 
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This is the first-prize window display in the Jewelry division of NEMA’s arnual 
contest. It was set up by Barr's Jewelers of Vhiladelphia, Pa. 


A Philadelphia jeweler, Barr’s NEMA Electric Housewares Section, 


Jewelers, 1112 Chestnut St., is among said, “The most important result of 

the 5 first-prize winners of the 1956 the contest has been to offer the con 

annual Window Display Contest spon- testants an extra incentive and rally- 

sored by the Electric Housewares sec ing point for their electric housewares 

tion of the National Electrical Manu- promotions geared to the sale of 

facturers Association. these items as gifts for all possible 
D. L. Alfred, chairman of the gift-giving occasions.” 





Young Kansans Tour Europe, Study Jewelry Industries 


q 









The sons of Barnett C. Helzberg, Kansas City diamond merchant, are shown 
studying gems at the Diamond Club, Antwerp, Belgium. On a visit to six Euro- 
pean countries, Charles and Barnett Jr. (from left to right) have toured four 
leading Swiss watch factories, studied the diamond cutting industry in Amster- 
dam, and learned how to follow diamond bourse buying and selling in Antwerp. 
On his return to the States, Barnett Helzberg, Jr. will go inte the diamond 
wholesale import business in New York City, while his brother Charles returns 
to college. 


ror SerTrempBer, 1966 
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YOUR LIGHTER 
SALES TO 
RECORD PROFITS! 





BEATTIE 
— The ONLY 
LIGHTER with 


the cr 


flame! 


WN WARD 





Cash in on BEATTIE NATIONAL 
ADVERTISING ,.. bigger ... more 
effective than ever. Here are your 
exclusive Beattie selling features: 


@ The ONLY Lighter with 
patented jet flame! 


@ A necessity to all pipe 
smokers. 


@ Essential accessory for 
Sportsmen. 

@ Greater gift-appeal than 
any non-jet lighter, 


Now priced to retail from 


*495 to *49° 
wo eens ma 








Get 


the 





SALES! Feature the new, popular. 
priced medet now available for 


ably at only $4... (inel. tax). tin 
highty-potished enamel maroon; 
biack; royal biue. 


ORDER WOW FOR IMMEDIATE DELIVERY! 


set for record CHRISTMAS 


firet time . to retail pret 








DISPLAYS, AD MATS, TV FILMS on request 
Local cooperative advertising available. Write 
TODAY for price list and full details. 


BEATTIE JET PRODUCTS, INC. 


19 East 46th Gt., N. ¥. 10, NM. ¥. * Dept. d 





211 



















OL 





STERLING SILVER 









\QWELAr 





“ie s. 











































eo litielel! ts 





HAND.SI 


antl 
ann 
PROVIDENLE “coos 


Test it! 


te Ave., 


STRUCK, RHOD 


! 


Ask For 
TIME TESTED 


» b 4 ae) BS 


Bell it! 


RUSH TO EdwinAreed 


Preve for yoursell Sow our jewelry 
thew card window service can hel 
ou Make Mere seies! Act tor 
ay FREE TRIAL. Phone, write or 
wire TODAY - 


rin 


eT OF SILVER TARNISH! 


USE PRO-TEX-SIL in 
New SPRAY-ON CAN 
5 Sample Cans, $53 epd 
SEND NO MONEY! 

Disetay it! 


Welmald Mig. Corp. 


Seresets, Fie. 
ee ee on ee a eo 

























GOLD + SILVER - 





BIKOL REFINERS CO. 
Assoyers & Refiners of Precious Metals 
Buyers aad Sellers of 


PLATINUM + PALLADIUM 


JU 2-3497 
464 Weet 46th Street, New York 34, HM. Y. 
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S. Kind and Sons is entering upon two 
new phases of activity. On September 
11, Kind will open a branch in the 
new Bala-Cynwyd shopping center, 
and will participate in the center’s 
opening festivities to be held Septem- 
ber 20-22. The new store will feature 
an unusual, “informal” atmosphere, 
with vertical display cases for all 
merchandise and sit-down arrange- 
ments for completing purchases. 
There will be a walk-through from 
parking lots on either side of the 
store, and self-service will be stressed. 
The second new endeavor of 8S. Kind 
and Sons is the mail order business. 
The jeweler recently entered into an 
arrangement with a mail-order ad- 
vertising house, whereby a gift-cata- 
log is being offered to smal! retail 
outlets. The catalog contains illustra- 
tions and descriptions of 130 novelty 
gift items, ranging in price from $1 
to $5. The book, which is intended to 
wive the small retailer some adver- 
tising material to mail to his custom- 
ers, is already in production, 


Four Chestnut St. jewelry concerns 
are cooperating with other merchants 
on that thoroughfare to celebrate the 
250th anniversary of Chestnut St. 
The festival, which promises to re- 
semble a Mardi-Gras, will be held 
September 10-15. It will include spe 
cial decorations on the street and in 
each participating store, parades and 
cavaicades, and numerous contests. 
The jewelers participating are: 
Bailey, Banks and Biddle; Barr's Jew- 
elera: J. E. Caldwell Co., and 8. Kind 
and Sons. 


Myer B. Barr, head of Barr’s Jewel. 
ers, has been named chairman of the 
newly-formed Greater Delaware Vul- 
ley branch of the Brand Names Foun- 
dation. The group is composed of 24 
local retailers who have won Brand 
Names Awards during the past 10 
years. 


Ernest Cramer is the manager of the 
new 8S. Kind & Sons branch which wil! 
open soon in the Bala-Cynwyd shop 
ping center. Mr. Cramer has been 
affiliated with the Kind concern at 
their Chestnut St. store for a number 
of years, 


Nat Stern, manager of the Tappin 
Jewelry Store at llth and Chestnut 
(the jewelry chain has a number of 
outlets in this area), has announced 
that his concern is planning a number 
of special sales promotions for the 
fall season, This accompanied an an- 
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nouncement that Frank F. Goodman 
was appointed President of the Tap- 
pin chain, which has its offices in 
Newark, N. J. 


Barr's Jewelers, 1112 Chestnut Street, 
was first prize winner in the Jewelry 
division of National Electrical Manu- 
facturers Association’s 1956 annual 
Window Dispiay contest. Prizes were 
awarded for the most ingenious and 
effective window displays which help 


promote sales of electrical house- 
wares and appliances. 
Louis Jagielky of L. Jagielky Jewel- 


ers, 1603 Chestnut st., announced that 
he has completed the designing of a 
new line of diamond wedding rings. 
The rings are on display at his store. 
The Jagielky firm also participated in 


a recent Crime Prevention Show on 
WRCV-TYV. 

Wolf's Jewelry, 15 8S. 13th St., re- 
cently expended its quarters by the 


addition of a balcony. Containing the 
watch repairing department, the bal- 
cony greatly increases the facilities of 
the store. 


M. Argent et Fils, 50 S. 19th St., re- 
opened on Sept. 5. The jewelry firm 
was closed during July and August. 


Mrs. Marie Craskey, of the salesforce 
of Barr’s Jewelers & Silversmiths, 
was a contestant for the title of 
Queen of Chestnut Street. One hun- 
dred entrants, representing girls 
working in Chestnut St. stores and 
offices, competed for the title. 


Vacationers have been rushing in and 
out of Philadelphia lately, escaping 
from, and reluctantly returning to, 
the summer heat. Earl Fell, decora- 
tor for Bailey, Banks and Biddle, 
Jewelers, recently returned from a 
vacation in Miami, Fla. Messrs. Ed- 
ward and Frank Farran, of Farran’s 
Jewelry Store, came back from a 
Pocono mountain trip. Murray Gard- 
ner, proprietor of Gardner’s Jewelers, 
vacationed in Cleveland and East 
Liverpool, Ohio. Mrs. Gertrude Miller, 
of Simpson’s jewelry store, has re- 
turned from Atlantic City and New 
York, where she spent her annual 
leave. H. Simpson, proprietor of 
Simpson’s, vacationed during August 
at Lake George, N. Y. Not to be out- 
done, Adolph K easler, owner of Kess- 
ler’s jewelry § store, every 
weekend during the season 
off the Jersey coast. 
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The fifth annual convention of the 


Mississippi RJA was held at the 
Buena Vista Hotel, Biloxi, Miss., July 
22 and 23. 

One of the princ'pal speakers at the 
July 23 session was John Beech, of 
the Saturday Evening Post. Mr. 
Beech’s presentation was on “Opera- 
tion Cherub.” 

Other featured 
Frederick Haviland, 


speakers included 
of Haviland & 





Mississippi Retail Jewelers Hold Convention in Biloxi 


Co., Inc., who spoke on “The Return 
to Gracious Living,” and Clayton 
Rand, author, editor and columnist. 

Shown in the photograph above are 
the newly-elected officers of the Mis- 
sissippi RJA. They are, reading from 
left to right: Robert Rollings, second 
vice president; C. V. Weller, first vice 
president; W. G. Lowery, secretary 
and treasurer, and Herbert K. Bras- 
field, president. 





Head of Swiss Watch Company 
Visits U. S., Finds Us Exciting 


Henry A. Favre, head of the Favre- 
Leuba Watch Co., Geneva, arrived in 
the United States on August 20 for 
an extended stay. This is Mr. Favre’s 
second visit here. 

“My visits to America have been 
stimulating, informative and excit- 
ing,” Mr. Favre declared. He ex- 
pressed his intention to help formu- 
late promotional plans for his com- 
pany’s product, and to visit important 
jewelers throughout the country. He 
is particularly eager to visit repre- 
sentative dist: >utors of Favre-Leuba 
watches, which were introduced in the 
U. S. last year. 


Elect New Head of Jersey RJA 


Martin G. Parian, Clifton, N. J., 
was elected president of the New 
Jersey Retail Jewelers Association at 
the group’s convention in Atlantic 
City recently. 

Other officers elected were: Harold 
Matthews, Ridgewood, fir:t vice pres- 
ident; William Mattilla, liover, second 
vice president: Richard Rad, West 
New Y.rk, secrciury, and Edward 
Geiger, Jersey City, treasurer. 
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Toledo Jeweler Named to Head 
United Jewish Fund Campaign 


Lewis Osterman, of Osterman & 
Levy, Toledo jewelers, has been ap- 
pointed chairman of the 1956 Toledo 
United Jewish Fund campaign. 

Mr. Osterman, who has been a part- 
ner in Osterman & Levy for 39 years, 
recently returned from a tour of Eu- 
rope and Israel. His view of the Jew- 
ish state prompted him to accept the 
Fund’s chairmanship. 


Jeweler Sparkles in Hot Rod 


Dan Melton, Akron, Ohio, jeweler, 
spends his leisure time in a rather 
unusual way. 


On Saturday nights, Mr. Melton 
who has been nicknamed “Dandy 
Dan, the Mighty Man”’—can be found 


racing his pink and black stock car 


around the Fair Park Speedway 
track. 
Most stock car racers are me- 


chanics or garage owners by trade, 
but the Ohio jeweler has shown them, 
by being among the most consistent 
winners of this season, that a jeweler 


can “drag” and race with the best | 


of them. 
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MAKE MORE 
MONEY! 


Easy-selling NASH 
automatic lighters 


*® LIFETIME Guaranteed 
®& DYNAFLEX Sparking Action 


A few of our fine distributors: 

Advance Watch & The Nest Co. 
Jewelers Supply St. Lowis, Me 
Washington, D. C Prague Kurtz Ce.. 

Coleman Bros. Inc 
Cleveland, Ohio Houston, Texas 
Fried & Field Co Jewelers Supply Co 








San Francisco. Calif. Atlanta, Georgia 
Stanley 0. Jacobs Burton M. Reid Co 
Los Angeles. Calif Soringfield, {llinots 











You make more soles with these 
low-in-price, high-in-good-looks cig- 
aret lighters you gain lasting 
goodwill of customers. The phe- 
nomenal success of NASH Superior 
Quelity Automatic Lighters is a 
matter of record. 


Sold exclusively through 
wholesale distributors 


Serving America's Greatest Names 
in the Jewelry Field 


NASHVILLE, TENNESSEE 
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Wanted to buy: Silverwere—Gold and plated 

jewelry—old costume jewelry, Watches—move- 
ments — woetch bends, any kind, any type, in 
any condition. Diemonds-— any kind or size 
Gems and semi-precious stones, Gold Scrap— 
Piatinum—filied and plated scrap. No consign- 
ment too large or too small. Our check sent 
immediately. Your consignment will be heid 
intact for 10 days, sublect to your approval of 
our check. References: Whitney Nationa! Bank, 
Morgen Granch, New Orleans, La.: Netiona! 
Jewelers Board of Trade; Dun end Bradstreet 


ANTIN’S 


114 BAROWNNE ST., NEW ORLEANS 12, LA. 
Established 1916 
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Engraved Wedding Invitations 


prepared for these 


CUSTOMERS of the JEWELER 


whe want the 
FINEST in QUALITY 


Here i¢ additions! money for you, plus the 




















satistaction of doing 3 complete job for your 
most particular cusiomers if you wish to take 
orders for Wedding lavitations, Thank. you ! 
Notes, etc. send for our distinetive order ji 
taking Sampie Book today 


WiLL ECKER & CO. 
414 4. TWELFTH BiVO 
$s? touts 1, ao 
































ENGRAVE 


YOUR OWN JEWELRY 
IN 
+ STORE 
* SHOP 
* FACTORY 


coor te Use 
sravieg stale lce 
“a and et metals 
POR 2 OR 3 DIMENSIONAL ENGRAY.- 
ING AND DIE CUTTING ON A WIDE 


RANGE OF JEWELRY WORK 


The 30-5 PANTO Engrover: 

medatiion, ring and \lewelry dies, steel 
-_ or any bas-retiaf cole d = as 
lettering, name plotes, wophies, 


Wree for Cieetwoted 


TRADE MARK tere ne ncgete wor ys 
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i. P. PREIS EHGRAVING MACHINE CO. 


667 U.S. Highwey Hiliside, HM. J. 

















DIAMONDS 


Important single stones in 
fancy ond round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 
36 W. 47 St., N.Y. 36, NLY. 
Please 7-2646 














than ordinary work 
RECKER-HECKMAN COMPANY 
29 Bast Madison Street, Chicago 5, Illinois 
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Jamez Swartchild, of Swartchild & 
Co., Inc., was greeted by a happy ova- 
tion on his return to his office last 
month. Mr. Swartchild had been jl! 
for six weeks, but is now reported 
completely recovered. 


The Jewelers Club of Chicago has 
added two new manufacturers’ repre- 
sentatives to its roster of member- 
ship. The new recruits are Robert 
Meyers and Samuel Goldstein, both 
representing the Marathon Co. Mr. 
Goldstein was associated with Wil- 
liam Lester until the latter’s retire- 
ment, when Mr. Goldstein took over 
the territory formerly covered by 
both. 


Richard B. Dehnart, secretarv-trea- 
surer of Stein & Elthowen Co.. is rest- 
ing comfortably in Hinsdale Hospital! 
following a heart atteck which he suf- 
fered August 1 at the Jewelers Club. 
Mr. Dehnart is reported resnonding 
well to treatment, and a complete re- 
covery is looked for bv friends and 
associates in the industry. 


Joseph Fenton, 64, president of a 
jewelry manufacturing companv 
which caters to special orders, died 
July 28. He ia survived by his widow, 
an son and a daughter. 


Benjamin L. Sacks has announced his 
resienation as Executive Secretary- 
Counsel of the Jewelers Association 
of Greater Chicago. a position he has 
he'd for a number of vears. Mr. Sacks 
intends to devote his entire time to 
the general practice of law at his 
offices. 


Harry Pakula. of Pakula & Co., left 
August 17 for Europe aboard the 
S. S. United States. In his search for 
new ideas in costume jtewelrv. Mr 
Pakula will attend international 


jewelry fairs and exhibits in France 
end Germany. 


Mr. and Mrs. Mitchell J. Dimand, of 
Gaines & Gaines, Inc., headed east in 
mid-August on a buying trip to Prov- 
idence and New York. 


Vacationers to Wisconsin seem to be 
numerous this summer. Mr. and Mrs. 
Vincent J. Newman left during Au- 
gust for a two-week vacation in the 
northern Wisconsin woods. (Mr. New- 
man is well known through his activi- 
ties as manager of the Chicago office 
of the Jewelers Board of Trade.) Mr. 
and Mrs. Leonard B. Goodman, of 
Lewy & Goodman, are at Manitowich 
Waters in Wisconsin, and Mr. and 
Mrs. T. Leonard Goodman spent the 
month of August at their summer 
home in Hayward, Wis. 


Mr. and Mrs. Bernard Zell, of Jacoby- 
Bender. Inc., and their daughter, Leah 
Joyce, left in August for Breezy Point 
Lodge, Minnesota, where they are 
spending a vacation of unspecified 
duration. 


Michael Mullen, of Boyden-Minuth 
Co., left on August 4 with two com. 
panions for a motor-tour around Lake 
Michivan. The three friends are mak- 
ing the trip in Mr. Mullen’s 1927 
Franklin, a classic American automo 
bile. 


Mr. and Mrs. George L. Mason, of 
McGreevy-Mason, left in eariy Au- 
gust for a three-week automobile trip 
through eastern U. S. and Canada. 


Mr. and Mrs. Al Schlesser, of Olsen 
and Ebann Jewelry Co.. started on 
August 4 for a three-week vacation in 
rural Indiana. They are accompanied 
by their three children. 





Record Number of Swiss 
Watches Receive Certification 


Swiss jeweled-lever watches are 
passing rigid Swiss government ac- 
curacy and performance checks in 
record numbers, according to a report 
issued recently at Bienne, Switzer- 
land. 

The revort, which comprises the an- 
nual accounting of five official Swiss 
government control stations, shows 
that the number of watches receiving 
official certification in 1955 rose sig- 
nificantly over the record figure set 
in 1964, 


Last year, 57,995 watches were 
awarded the official “Bulletin de 
Marche,” attesting to top accuracy 
and performance. This represented 
an increase of more than 10 per cent 
over the number achieving this rating 
juring the previous year. At the 
eame time, the number of rejected 
watches decreased. 

Another indication in: the report is 
that Swiss manufacturers of jeweled- 
lever watches are making increased 
nse of the government control sta- 
tions. In six years, the number of 
watches submitted to the five bureaus 
for observation has risen from 26,- 
929 to 73,004. 
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The Reese Jewelry Cory. held their 
annual jewelry show July 9, 10 and 11 


at the Hotel Roosevelt in New York 
City. 

The trade show was preceded by a 
banquet given July 8 for executives 
of the Jewel Box Associates (shown 
above). Mr. and Mrs. Ned W. Cohen 
were the guests of honor at the ban- 
quet., 

At the show itself, Samuel |. Reese, 
president of Reese Jeweiry, spoke 
about the retail jeweler and his prob- 


Lux Clock Representative 
Retires After Long Service 





PRESENTS WATCH: Paul Lux (r), 
assistant to the president of the Lux 
Clock Manufacturing Co., presents 
watch to William Hershey, West Coast 
representative, on his retirement after 
many years service with the firm. 


New Registered Jewelers Cited 


Cyril 5. Dalin, of Dalin Jewelry Co., 
West Allis, Wis., was recently granted 
the title of “Registered Jeweler” by 
the American Gem Society. 

Wilson S. Jackson, of Steckel’s 
Jewelry in Bangor, Pa., was also 
granted the title of merit by the AGDS. 
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Reese Jewelry Holds Annual Show; Christmas Problems Stressed 








lems. With regard to the approaching 
holiday season, he said, “The jewelry 
industry is confronted with a real 
challenge during the coming Christmas 
gift season. More industries are go- 
ing to vie for the consumer dollar 
historically spent in jewelry stores. 

“The aggressive, 
eee who takes advantage of timely, 
we'l planned promotional! and 
advertising should get the results he 
wants and needs.” 


wide-awake jew- 


aids 


2 Craftsman Executives 
Tour European Leather Centers 


Kurt Schloesser, purchasing direc- 
tor of Craftsman Billfolds, Paterson, 
N. J., and Irving Gordon, the com- 
panys plant manager, are visiting 
the leather capitals of Europe. 

The trip is being made to search 
for new developments in the leather- 
goods field that might be incorporated 
into the spring line. 


Detroit Jewelry Chain 
To Move Headquarters 


The Meyer Jewelry Co. of Detroit, 
Mich., recently announced plans to 
move its main store to a nine-story 
building in the downtown area. 

The building, which has been vacant 
for more than a year and will undergo 
extensive remodelling, will serve as 
the six-store chain’s main store, head- 
quarters and warehouse 


Dayton jeweler Elected 
President of Merchant Group 


Geraid Potasky, of Jay Jewelers, 
Dayton, Ohio, was elected president of 
the newly-formed Westown Merchants 
Association of that city. 

Ths announcement came on July 14, 
the day on which the group was 
formed. 

















INTRODUCING 


The NEW 


REMINGTON 
ROLLECTRIC 


ELECTRIC SHAVER 
with the 


NEW MIRACLE 
ROLLER COMBS 














Amazing, exclusive, revolution- 
ary development gives closer, 
extremely comfortable shaves 
without nicking, regardless of 


pressure, Floats on 4 chrome 
rollers that gently “knead” 
whiskers into perfect shearing 
position. Six diamond honed 
cutters perform over 24,000,- 
000 cutting strokes per minute. 


Suede Gift Case 
Order No. 10K243 
Dealer Cost $20.47 

in Lots of 3 or More $18.90 


And this is only one of the 
amazing new products shown 
in the New 1957 HAGN MER- 
CHANDISER ready for mail- 
ing NOW. If you are not on 
our regular mailing list, re- 
quest your copy TODAY. Over 
800 pages of values! 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, MMinels 
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HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


ti €. Fourth Street, Cincionatl 2, Obie 
Distributors 


Jewalry 
Clocks 


Appliances 


Diamonds 
Silverware 
Electric Shavers 


55 Years of Service Plus 


Write for our 1956 Red Book 














THE 


D. JACOBS SONS CO. 
325 E. Central Pkway. 
Cincinnati 2, Ohie 


“Serving you since 72" 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY % APPLIANCE LINES 


Members 


AMERICAN GEM SOCIETY 
Julius D. jacobs, jr, Cert. Gemologist 














Jack yarriton 


JEWELRY DESIGN 
SERVICE TO THE TRADE 


wm (See designs in this issue on page 104) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested shetches to solve your stock 
designing problems or special order 
remount designs for customers’ stones 


42 West 40th St... New York 34 
Judson 6-0697 














GOTHIC 


Scottish Rite Shrine 


Rings of Beauty 


; = Have led to 
hs = many additional 
“7 : diamond sales 
and many 
larger diamond 
sales 


Memorandums handled promptly 
All Patent & Copyrights Reserved 


Kinsley & Sons Inc. 


Jewelry Manufacturers 
407 WN. Oth St. Leuls 1, Me. 
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The A. C, Becken Co., Chicago whole- 
saler, has opened a Cincinnati branch 
in the Resor Building, Seventh and 
Race Streets. William Driehaus is 
branch manager; Robert Herbers is 
city salesman, and William Bertke is 
covering the area trade. Ail the men 
were formerly with Gerwe Brown Co. 


Carl A. Benkeser, well known in the 
local jewelry trade, has joined the 
Harry Greenwold, Wallenstein-Mayer 
Co., wholesaler, as a sales represen- 
tative. 


Haberman Sales Co., wholesaler at 3! 
East Fourth St., has been incorpo- 
rated, Charles E. Haberman is presi- 
dent, and his wife Shirley is listed as 
secretary-treasurer. 


Mrs. Marion DesBrisay Oskamp, 96, 
died recently. She was the widow of 
Alfred Oskamp, of the Clements Os- 
kamp Jewelry Co., former wholesale 
house. Survivors are two sons, three 
daughters, twelve grandchildren and 
twenty-one great grandchildren. 


Mid-summer vacationers from the lo- 
cal industry included: Eugene Swig- 
art, president of E. & J. Swigart Co.; 
James Macaluso, secretary-treasurer 


of Swigart; June Cox, manager of 
Swigart’s box department; Elmer Al- 
bers, of Albers & Hanekamp, Inc.: 
A. R. Jester; N. J. Mecklenborg, of 
Mecklenborg & Gerhardt; Louis Flan- 
agan of the Flanagan-Kovac C-:..: 
Ralph E. Goebel; John and Julius 
Schwab, of A. G. Schwab & Sons, Inc.. 
and Julius D. Jacobs, Jr., president of 
D. Jacobs Sons Co. 


Combined business and pleasure trips 
were made in early August by Al 
Kovac of the Flanagan-Kovac Co. to 
New York and Atlantic City, and by 
Melville Grandby, genera! manager of 
Chie Leather Goods Manufacturing 
Co., to eastern cities and Canada. 


John Patrick Burns is now southwest- 
ern Ohio salesman for Eversharp, 
ine., handling the firm’s lines of ra- 
zors and pens. 


Thomas J. Golden, 70, well known 
Cincinnati engraver until his retire- 
ment seven years ago, died July 28. 
Prior to his retirement, Mr. Golden 
was with the Frank Herschede Co. 
for more than 30 years. He is sur- 
vived by two daughters, two brothers, 
two sisters and six grandchildren. 





New York News... 
(From page 207) 


Julian Arpels, of Van Cleef and 
Arpels, Inc., is spending the summer 
in France, visiting his shops in Monte 
Carlo, Deauville, and other French 
cities. He will also be visiting dia- 
mond markets throughout the Conti- 
nent, in search of new creations fo. 
his counters. 


The New Jersey RJA held a meeting 
on Sunday evening, August 26, at the 
Jersey Suite of the Waldorf, during 
the ANKJA convention. 


The New Jersey Watchmakers Asso- 
ciation will hold its first Fall meet- 
ing September 11, at the Irvington 
House, Irvington, N. J. The Associa- 
tion’s annual dinner-dance will be 
held at the same place, October 21. 
There was a director’s meeting of the 
Association on Sunday, August 12, at 
the Deck, in Belmar. The meeting 
was held in conjunction with the 5S. 
Jersey Guild, and plans were made 
then for the October dinner-dance. 


A class in jewelry designing at the 
Mechanics Institute, 20 West 44th St., 
will open September 19. Classes will 
be held each Monday and Wednesday 
from 7 to 9 p.m. Instruction is free 
and registration is open to all. Chris- 
tian A. Jakobb, jewelry designer and 
instructor of this class for many 
years, will again be in charge. 


Ben Gartner, of Circle Jewelry Prod- 
ucts Co., manufacturers of costume 
jewelry, left in early August for a 
two-month business trip to the West 
Coast. 


Gerald Nissman, Fifth Avenue dealer 
in precious stones, is visiting the Eu- 
ropean markets this summer, where 
he hopes to make numerous pur- 
chases. 


R. H. Bernau, president of Forstner, 
Inc., Irvington, N. J., and Joachim 
Schwarz, executive vice president of 
the company, recently returned from 
a whirlwind tour of Europe. Their 
itinerary included a visit to their af- 
filiate in Germany, a stop in Rome to 
discuss new Forstner creations with 
their designers, and visits to Geneva, 
Zurich, Milan and Barcelona. 
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Todd's Jewelry Co., Dothan, Ala., has 
moved new location, 107 N. 
Foster Street. The new quarters are 
located in a completely remodelled 
building. Todd’s gave away 300 door 
prizes to celebrate the event. 


to a 


Heath's Gift Shop, a costume jewelry 
and gift store in St. Petersburg, Fia., 
has been purchased by Dean A. Tay- 
lor, from its former owner Colin B. 
Heath. Both the name of the store and 
its old staff will be retained. 


N. Rabkin has been named manager 
of the Gordon Quality Jewelers store 
in Monroe, La. Mr. Rabkin comes to 
the Monroe store from Houston, 
Texas, where he was associated with 
Gordon’s store in that city. He suc- 
ceeds Ben Bluestein. 

Bryan Jewelers, Inc., Augusta, Ga.., 
recently acquired the services of Mrs. 
Reby Merrit, bridal consultant and 
color coordinator. Mrs. Merrit cores 
to the firm with 15 years’ experience 
in the jewelry trade. 


Edwards Jewelry Co., Selma, Ala., 
recently held open house to celebrate 


the completion of its modernization 
program. Door prizes were given 
away as part of the celebration. The 
newly appointed store features a large 
display of silverware arranged in open 
eases backed with mirrors. 


Morton's Jewelry Co., Richmond, Va., 
held a grand opening of its new store 
August 9. The concern, pressed for 
additional space, moved its quarters 
from 101 East Broad St. to 218 E. 
Broad. Manager of the new store is 
Willis Harden. Giftware, lamps and 
major appliances have been added to 
Morton’s regular lines of jewelry and 
silverware. 


S. & N. Katz, Baltimore jewelers, re- 
cently received a letter of congratu- 
lations from the Burgomeister of Ant- 
werp. The occasion was the Ist anni- 
versary of the opening of their direct- 
import diamond office in that Belgian 
city. 


Hausmann Jewelry Co., New Orleans, 
La., has been granted a charter from 
Baton Rouge, La., as “jewelry store 
with optical department.” 


Southern Jewelry Travelers Assoc. Holds Meeting and Show 





NEAR MISS: “Miss Georgia” (Jane Morris, East Point, Ga.) cuts the ribbon 
marking the opening of the Seuthern Jewelry Show. Near her (from left to 
right) are: George Hitt, past president of SJTA; Harold Bayley, new president, 


and Herb Lewis, newly-elected executive vice president. 


Other members of 


SJTA, and retail jewelers, are in background. 


The annual membership meeting of 
the Southern Jewelry Travelers As- 
sociation was held July 14 at the 
Dinkler Plaza Hotel, Atlanta, Ga. The 
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meeting was followed by the SJTA’s 
Southern Jewelry Show, July 15-18, 
at the Dinkler Plaza and Henry 
Grady hotels. 
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MADDOCK & MILLER, INC. 
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A new concern, Republic Jewelers, 
has opened at 307 N. Ervay, Dallas, 
Tex. The concern handles all phases 
of jewelry manufacture, design, re- 
pair and retailing. Charles M. Yater 
and Weldon ©, Corn are partners in 
the firm, 


Odie Ditmore, who recently sold his 
jewelry store in Anadarko, Okla., to 
his son Bob (see below), has re- 
vealed plans for opening a new 
jewelry store in the Mountain View 
Shopping Center, El] Paso, Tex. Odie’s 
son, Jerry, now owns a store in the 
Lakeside Shopping Center in El Paso. 


Vie Maden recently opened a new 
jewelry store in the Casa View Shop- 
ping Center, Dallas, Tex. He comes 
to the business with a decade of ex- 
perience in watch, clock and jewelry 
repair work, gained through work 
with a large retail chain. 


Gordon's Quality Jewelry has an- 
nounced that it will open its 10th 
Houston, Tex., store this fall. The 
new outlet, the Gordon chain’s 35th, 
will be located in the Gulfgate Shop- 
ping City. Gordon’s will also open a 
new outlet in the Gateway Shopping 
Center, Beaumont, Tex. 


J. Lou's Quintanilla has been ap- 
pointed credit manager for the Zale 
Jewelry Company store at 400 E. 
Houston St., San Antonio, Tex. 


Morris Jewelers has leased space for 
a new retail store in the Allendale 
Shopping Center, Houston, Tex. 


Dick Reinert, of the Gildermeister 
Jewelry Co,, San Antonio, Tex., re- 
cently received his certificate as os 
Certified Gemologist from the Ameri- 
can Gem Society. He is the first San 
Antonio jeweler to be certified, and 
one of the few in all Texas. 


The O'Connell Jewelry Co., located 
for many years at 114 E. Houston St., 
San Antonio, Tex., has announced 
that it will move to 512 EF. Houston 
after remodeling has been completed. 


The Ditmore Jewelry Store, Ana- 
darko, Okla., has been sold by Odie 
Ditmore to his son, Bob E. Ditmore. 
The change in ownership became ef- 
fective August 1. Bob Ditmore is a 
graduate in watchmaking from 
Southwestern State College. 


Peacock Jewelers, Tulsa, Okla., re- 
cently received the International Dia- 
mond Guild award plaque. Melvin F. 
Sobie, executive director of the guild, 
said that award was made for “main- 
taining the highest standards of in- 
tegrity and quality in diamond re- 
tailing.” 


The Bates Jewelry Co, Thomas, Okla., 
recently completed a remodeling and 
redecorating program. New show 
cases have been installed; merchan- 
dise has been rearranged, new mer- 
chandise added, and a partition was 
removed to enlarge the store. 


MeNaught Jewelers, Kingfisher, 
Okla., recently laid a new floor. Other 
improvements to the store are under- 
way. 


Roy Oliver, jeweler from Tulsa, 
Okla., who was hospitalized recently, 
is reported “satisfactory and steadily 
improving.” 
Maxwell M. Mattox, jeweler of Ton- 
kawa, Okla., and his wife, were killed 
July 28 in an automobile accident. 
They are survived by their children, 
their parents, and a sister of Mrs. 
Mattox. 


Reinhardt’s Jewelers, Okmulgee, 
Okla., is celebrating its 24th anniver- 
sary. In honor of the event, the firm 
held an anniversary sale which began 
August 1. 


The Hanley Jewelry Store, Marlow, 
Okla., has been combined with the 
Hanley Style Shop, it was announced 
recently by Mr. and Mrs. Hanley. An 
open-house celebration marked the 
merger of the two stores. Consider- 
able remodeling was done before the 
newly-joined shops were opened. 





Nolen Store Shows Extra Lines 


Nolen Jewelry Co., Houston, Tex., 
officially opened its new addition July 
18, 

An expanded display of jewelry was 
made possible by the larger quarters. 
The inventory of extra lines was also 
considerably increased. 


Jewelers Cited for Gem Service 
By International Diamond Guild 


Among recently receiving 
plaques for distinguished service from 
the International Diamond Guild are: 
Joseph Jewelers, of Scranton, Pa., and 
Morris Jewelers, Wilmington, Del. 


those 
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COMING 
EVENTS 


..£:? 3 2: 6:8 Ss 


2-Tola Tumbleweeds, Southwest- 
ern Jewelry Traveling Men’s Associa- 
tion, Annual Reception and Cocktail 
Party, Baker Hotel, Dallas, Tex. 

2.4—-National Bridal Service, 3rd 
Regional Meeting, Hotel Adolphus, 
Dallas, Tex. 

2.4—Ohio Retail Jewelers Associa- 
tion, Annua! Convention, Netherland- 
Hilton Hotel, Cincinnati, O. 

2-4—Omaha-Midwest Gift 
Paxton Hotel, Omaha, Nebr. 

2-5——-Miami Beach Gift, Jewelry, 
Toys and Housewares Show, Roney 
Plaza Hotel, Miami Beach, Fla. 

2-6——Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

2-6—Detroit Gift Show, 
Statler and Sheraton-Cadillac, 
troit, Mich. 

8-10-——-Michigan Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Pantlind, Grand Rapids, Mich. 

9-12—-Cleveland Gift Show, 
Statler, Cleveland, O. 


Show, 


Hotels 
De- 


Hotel 


9.18—Boston Gift Show, Hotel 
Statler, Boston, Mass. 

9-13—Parker House Gift Show, 
Parker House, Boston, Mass. 
15-16—Missouri Retail Jewelers 


Association, Annual Convention, Gol- 
den Anniversary Celebration, Gover- 
nor Hotel, Jefferson City, Mo. 
16-19—Cincinnati Gift Show, Neth- 
erland-Hilton Hotel, Cincinnati, O. 
16-19—Denver Gift and Jewelry 
Show, Hotel Albany, Denver, Colo. 
22.29-—Philadelphia Gift Show Ben- 
jamin Franklin Hotel, Phila, Pa. 
23—-Connecticut Retail Jewelers 
Association, Annual Convention, 
Waverly Inn, Cheshire, Conn. 
23-24—Iowa Retail Jewelers Associ- 
ation, Annual Convention, Hotel Fort 
Des Moines, Des Moines, Ia. 
23-25—Phoenix Gift and Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

23-25 — Last-Call-For-Christmas 
Gift Show, Biltmore Hotel, Los An- 
geles, Calif. 

23-26—California Retail Jewelers 
Association, Annual Convention and 
Trade Show, Biltmore Hotel, Los An- 
geles, Calif. 

80—Kansas Retail Jewelers Asso- 
ciation, Business and Sales Clinic, 
Jayhawk Hotel, Topeka, Kana. 





Tw. eS ee 


6-8—Florida State Watchmakers 
Association, Annual Convention, San 
Juan Hotel, Orlando, Fla. 

18——Manufacturing Jewelers and 
Silversmiths of America, Annual Con- 
vention, Sheraton-Biltmore Hotel, 
Providence, R. I. 

21—-Arizona Retail Jewelers Asso- 
ciation, Annual Convention, Desert 
Hills Hotel, Phoenix, Ariz. 

27-Nov. 4—Fashion-O-Rama, 
York Coliseum, New York City. 


New 





New England News .... 
(from page 210) 


Udel Berman, formerly with Page 
Jewelry Store, Westboro, Mass., will 
open a new store September 18 in 
Natick, Mass. The store will be known 
as Natick J=welers. 


A. Stowell Co., Boston, is currently 
featuring a window display of a large 
globe of the world, turned to show the 
South African area, emphasizing the 
source of the store’s diamond imports. 
Gems mined and cut in South Africa 
are also part of the display. 


G. W. Fairchild & Sons, Bridgeport, 
Conn., jewelers, has announced the 
opening of a new store in Westport, 
Conn. Jack G. Swezey will manage 
the new outlet, which will carry the 
firm’s name. 


J. P. Charnysh, of Charnysh Jewelers, 
Wallingford, Conn., recently moved 
his br.ciness to a new store at 338 
Center St., Wallingford. 
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Ernest Noring, formerly in the watch 
department of the Smith-Patterson 
jewelry division of the Jordan Marsh 
Co., Boston, is now in the watch de- 
partment of the D. C. Percival Co., 
Boston. The entire Percival quarters 
were redecorated during the month 
of August. 


Joseph Miller, of the Goldand Jewelry 
Co., Boston, is an a buying trip in 
Europe during September. 


Omar J. Barnabe is now travelling 
parts of New England as a salesman 
for Swartchild & Co., Boston. 


Harry Dalzell, for many years asso- 
ciated with M. 8S. Page & Co., Boston, 
is now in the trophy department of 
Sanger & Co., Boston. 


The firm of Smith & Zaff, Boston, re- 
cently celebrated its 12th anniversary 
by holding an informal dinner, with 
several jewelers in attendance. 
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Leonard's Jewelers, Visalia, Calif, 
recently celebrated the opening of its 
new quarters. The new structure, 
larger than Leonard’s previous store, 
features a modern brick and glass 
facing. 


Dawson's Jewelers, a new store, re- 
cently opened in Arvin, Calif. The 
owner and operator is Bruce Dawson. 
A general line of jewelry is offered, 
and watch and jewelry repairing is 
available. 


Thomas Baxter, owner of Baxter's 
Jewelry in South Gate, recently re- 
signed as a member of the board of 
directors of the California RJA. His 
unexpired term of office has been 
filled by the appointment of Norman 
D. Luth, of Tower Jewelry Co., Comp- 
ton. 


The California RJA convention, to be 
held in conjunction with the Los An- 
geles Trade Fair, is scheduled for 
September 23-26 at the Biltmore Ho- 
tel, L. A. Timed to coincide with the 
convention is the Last - Call - For - 
Christmas Show. This will be a merg- 
er of the former Western Jewelry and 
Silverware Show with a giftware 
showing and will include about 1800 
diversified lines of merchandise. 


Over 500,000 items were displayed at 
the Civic Auditorium, Western Mer- 
chandise Mart, Sheraton-Palace, Sir 
Francis Drake and St. Francis hotels 
during the San Francisco Gift Show, 
August 5-8. The highlight of the 
show was a Buyers’ Fun Party Au- 
gust 7 in the Mart Club of the West- 
ern Merchandise Mart. An all-male 
bathing suit fashion show provided 
many laughs for all. 


The Jewelers 24 Karat Club of South 
ern California held its annual sum- 
mer outing and family picnic late in 
August, at North Hollywood Park. In 
charge of arrangements were Rudy 
Apffel, Irving Kaufman, Lou Bolt, 
Raleigh West and J. B. Swartzburg. 


Charlie Purdom, who has lectured 
and demonstrated throughout the 
country for many years, has opened 
a WatchMaster Clinic in Phoenix, 
Ariz. The class in watchmaking, 
which is tuition-free, meets daily (ex- 
cept Saturdays) from 9% to 4, with 
special classes held Monday and Fri- 
day evenings. 


Chimes Jewelry, Berkeley, Calif., re 


cently moved from 5513 College Ave. 








wets! COAST 


to 5552 College Ave., The new store 
boasts complete redecoration. Owen 
P. Marshall, owner of Chimes, is as- 
sisted in the store by his wife Lola. 


J. H. Henkes, Jeweler, has moved 
from 10892 Lindbrook to 10915 Wey- 
burn Avenue, Westwood Village, Ios 
Angeles. 


Marion G. Wuertz, specialist in 
jewelry design and repair, recently 
opened a new jewelry store at 1549 
North Vermont Ave., Los Angeles. 
Mr. Wuertz is a graduate of the 
Gemological Institute of America. 


Mr. and Mrs. Douglas Atwood re- 
cently purchased the W. P. Maddux 
Jewelry Store in Oakland, Calif., from 
Mrs. Ruth Maddux. The business will 
continue under the Maddux name. 


Old Park Jewelers, 2941 35th St., Oak 
Park, Sacramento, was recently pur- 
chased by Syl Anapolsky. 


Max Morris, who previously owned 
Mayor’s Jewelers, returned to the 
Vermont -Slauson business district 
with the recent purchase of Mason’s 
Jewelers, 5855 S. Vermont Ave., L. A. 


The Shan Jewelers at 1528 E. Flor- 
ence Ave., L.A., has been purchased 
by Roy Bergman. Mr. Bergman has 
been in the jewelry business in Cleve- 
land, Ohio, for 25 years. 


Edward B. Baker, of the San Fran- 
cisco firm bearing his name, was re- 
cently awarded a diploma in the The- 
ory of Gemology by the Gemological 
Institute of America. 


Horace Tang and Forrest Glennon, 
employees of S. M. Mickelson Co., San 
Francisco wholesaler, were awarded 
special bonus checks in appreciation 
of their long years of service. Mr. 
Tang has been with the firm for fif- 
teen years, Mr. Glennon for ten years. 


Dagmar Bengtson has been appointed 
by the Fil-American Trading Co. to 
represent the Lo Forti line of imports 
in California. 


The Howard Lieber Co., jobbers of 
costume jewelry in San Francisco, 
has been purchased by Paul Hayman 
from Mrs. Lieber, Howard Lieber’s 
widow. Mr. Hayman has been work- 
ing as a salesman with the firm for 
the past six months. The firm is to 
continue under the same name. 
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Up to now, the method of winding and the system 
of operation of the individual parts of the Tissot 
Rotor have been explained. In this article, the 
method by which this movement winds in the 


other direction will be covered. Also, the servic- 


ing of this watch and oiling, as well as dismantling 


and assembling procedures, will be covered, to 


conclude the analysis of this self-winding watch. 
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FIG. 6: When the oscillating weight A falls clockwise, it carries the 
yoke B with it. This causes C to engage with wheel E. While gear B 
is solid with the weight A, D, C, and K are loose and can turn on their 
centers. The pivoted wheel E then turns the intermediate wheel F 
which turns the second intermediate wheel G and through its pinion to 
crown wheel H and the mainspring ratchet wheel J. The stop-click L 
keeps the windings of the weight taut until the ratchet wheel J advances. 








FIG. 7: When the oscillating weight falls counterclockwise, the cacillat- 
ing weight gear B will carry the connecting wheel K inte engagement 
with the first intermediate wheel F. The other connecting wheel C will 
fall out of engagement with the pivoted connecting wheel EB. In this 
action, the winding is directly through the wheels B, K, F, G, HM, and 
the ratchet wheel J. The wheel E serves as the reverser wheel and 


comes into action when the weight falis clock wise. 


SELF-WINDING WATCHES 


® Figure 7 shows the action when the osciilating 
weight falls in the counterclockwise direction. 

In this action, the oscillating weight gear, turn- 
ing with the weight causes the connecting wheel 
K on the yoke D to turn with it until the connect- 
ing wheel K enmeshes directly with the first inter- 
mediate wheel F. Since the oscillating weight A 
is turning counterclockwise, it causes the connect- 
ing wheels K and C to turn in the opposite direc- 
tion as shown by the arrow. 

The wheel K turning clockwise causes the first 
intermediate wheel F to turn counterclockwise. 
From here on to the mainspring the action is 


ror Serremsper, 1956 


exactly the same as that in figure 6. Notice, how- 
ever, that in figure 7, the pivoted connecting whee! 
E is not now connected with the wheel C but acts 
as an idler without an active purpose. 

It will be seen that the rocking yoke D alter- 
nates the connecting wheel C into the wheel E 
when the weight falls clockwise and the connect- 
ing wheel K into the wheel F when the weight 
falls counterclockwise. When the weight falls 
counterclockwise, the action is directly through 
wheels B, K and F. When the weight falls clock- 
wise, the action requires an extra intermediate 
wheel (E) in order to maintain the same (coun- 
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PRINCIPLES OF SELF-WINDING WATCHES (continued) 


terclockwise) direction of the wheel F. The pivot- 
ed connecting wheel FE serves this purpose as a 
reversing wheel. 

It will be noticed that the connecting wheel 
yoke extends a bit over the top of the connecting 
wheel K. When the yoke is turned in the counter- 
clockwise direction the edge of this plate makes 
contact with the edge of the self-winding train 
bridge. This contact is maintained while the 
oscillating weight continues to turn in this direc- 
tion. 


Depth of connecting wheels is maintained 


This contact serves to maintain the correct and 
precise depthing of the connecting wheel K and 
the wheel F. When the weight falls in the clock- 
wise direction, the tip of the connecting yoke 
over the wheel C makes contact with the edge of 
the self winding train bridge near the wheel E 
and this also serves to regulate the depthing of 
those small wheels. 

To remove the oscillating weight when servic- 
ing the rotor, place the points of a tweezer, pref- 
erably of brass, into the hole of the oscillating 
weight behind the springbolt. By lifting and 
pulling this out, it will slip out of the neck of 
the oscillating weight axle. If the movement is 
turned upside down, the oscillating weight will 
drop off by itself. 

Do not make any attempt to dismantie the 
wheels on the oscillating weight. These should 
be permitted to remain as one unit. To take apart 
the watch, as in most watches, it is a good idea 
to let down the power in the mainspring in the 
same manner as is done with manually wound 
watches. When this is done, the automatic wind- 
ing train can be dismantled by removing the two 
screws Which hold the automatic bridge. 

When this bridge is removed, all the self-wind- 
ing wheels, and stop click and spring can be re- 
moved, The rest of the movement, appearing as 
any conventional watch movement, can be ser- 
viced in the usual manner. 

In reassembling—after the basic movement is 
assembled, fasten the oscillating weight axle by 
its screws to the train bridge. Now oil the train 
bridge bushings which will house the self wind- 
ing train wheels with either Elgin 56B oil or 
Synt-A-Lube oil. Next replace the wheels in the 
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following order: the intermediate wheels, the 
pivoted connecting wheel, the stop click and its 
spring. Regulate the tension of this spring so 
that it is neither too strong nor too weak. 

After the automatic winding train bridge is 
put into place and secured with the screws, check 
the following: the endshake of each automatic 
winding wheel, the action of the stop click should 
be free-acting. Next, wind the watch manually 
but observe through the loupe whether the entire 
train of automatic wheels is turned with this 
winding. 

It should not cause the train to turn but rather 
the action of the second intermediate wheel and 
its slip-clutch mechanism, previously explained, 
should prevent any further movement through 
the self-winding train past its pinion. After this 
is found satisfactory, oil the pivots of the self- 
winding wheels with the same oils and then apply 
a little to the oscillating weight axle. 

Before assembling the oscillating weight to the 
movement. make certain that the oscillating 
weight yoke, bearing the connecting wheels, re- 
volves freely. Oil this unit by placing two small 
drops at each connecting wheel and a drop in 
each oil hole in the top of the oscillating weight 
under the bolt. This is to lubricate the yoke. Now 
you can replace the oscillating weight. 


How to replace the oscillating weight unit 


When replacing the oscillating weight unit, 
make certain that the connecting wheels are in 
a position so that an imaginary line drawn 
through the center of the connecting wheels is 
parallel with the front edge of the oscillating 
weight. This is necessary so that the extending 
lip of the connecting wheel yoke will be clear of 
the wheels F and E, figure 6-7 and permit the con- 
necting wheels to enmesh properly with the inter- 
mediate wheels. 

Replace the oscillating weight and secure this 
by slipping in the closing bolt. Finally, check to 
determine whether the oscillating weight swings 
freely, winds in both directions without lag and 
that the manual winding operation does not drag 
along all of the self winding wheels. Summariz- 
ing the lubrication—oil the pivoting click, con- 
necting wheel yoke, connecting wheels on this 
yoke and their bearing, and pivoted connecting 
wheels and both intermediate winding wheels. 
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WORKSHOP 
QueESTIONS 


and ANSWERS 


Question: | wonder if you can 
provide me with the approxi- 
mate age of two old watches. 
One was made by the Hampden 
Watch Co. of Canton, Ohio, and 
has a serial number of 938,002 
and the other is a Waltham with 
a serial number 1,267,408. C. W. 
Dibert, Elmore, Ohio. 


Answer: There is no exact 
method of establishing the exact 
age of Hampden Watch Co. 
products. However, this com- 
pany first operated in Spring- 
field, Mass., and was known as 
the Hampden Watch Co. from 
1877-1888. Later this company 
moved to Canton, Ohio, and 
became the Dueber-Hampden 
Watch Co. Your watch, there- 
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fore, was made between the 11- 
year period stated above. 

As for the Waltham Watch 
Company product, the move- 
ment number 1,267,408 was 
made in 1903. The records of 
this company are still available 
and this information is much 
more authentic. 


Question: Would you be kind 
enough to advise me on the ap- 
proximate age of a ladies’ pocket 
watch made by Louis Ademars, 
Serial No, 182760? 

Any information you may be 
able to give me will be very 
much appreciated. L. K. F., San 
Francisco, Calif. 


Answer: I cannot find any list- 
ing of a Louis Adémars, but 
there is a listing of Louis Aude- 
mars, of Switzerland, who was 
a master watchmaker until 1840. 

The age of a watch can be ma- 
terially ascertained if certain 
data are available. Since the 
progress and advance of horol- 
ogy is rather constant, like that 
of the radio or automobile, one 
can tell the age of any piece of 
machinery by observing the im- 
provements in it. For instance, 
the type of balance, the spring, 
the wheels and pinions, the 
bridges, dial and hands and the 
case, 

The pillars on the movement 
and the type of regulator and 
balance bridge, the jeweling and 
the engraving are all clues to be 
sought after. The case also 
serves one: fairly well in identi- 
fying the age in which it was 
made. 

Hallmarks on a case identify 
the place where it was made, the 
metal from which it was made 
and the year in which it was 
made. Often as in the case of 
English watches, a lion passant 
(on all fours) signifies silver for 
the London manufacture and for 
22KT as late as 1845. Present 
day cases for 22KT have a crown 
stamped in them, and the karat 
content stamped as well. Other 
hallmarks with a sword between 


three sheafs represented Ches- 
ter; Birmingham has an anchor 
in a square frame for gold; Shef- 
field, for silver, used a crown 
and s0 on. 

Letters stamped into the case 
also are important since they 
tell the year. However, hall- 
marks and letter cover a period 
from the early part of the 16th 
century up to the present and 
to distinguish the obvious need 
to repeat the alphabet, the de- 
sign of the alphabets were 
changed. Most often there will 
be a combination of two or three 
or more hallmarks in the case, 
all of which aid in pinpointing of 
the information desired. 

The style of case itself tells a 
lot. The hinges, pendant, bows, 
case back, design or machining, 
enameling or engraving, the type 
of crystal and other little details 
all help to give the expert his 
clues. 


Question: I am having difficulty 
obtaining small curved lugs size 
Bf", 7/16", Ye", 9/16" and 54” 
similar to the sample which I 
am enclosing herewith. One of 
the Philadelphia dealers sug- 
gested I try New York—hence, 
I am writing to you. Please let 
me hear from you. Joseph Zei- 
delman, Philadelphia, Pa. 


Answer: I have inquired for you 
in New York and Mr. Sam Green- 
glass of J. A. Poltock Co., 15 
Maiden Lane, can supply you 
with curved “lugs” of 7/16", 4’, 
9/16” and 5%” as per your sam- 
ple. He cannot accommodate you 
on the %%”" size. 

Curved lugs are made by nu- 
merous manufacturers and you 
should have no difficulty obtain- 
ing these. 


Question: We have been having 
a lot of trouble trying to soft- 
solder many pieces of costume 
jewelry. The solder just seems 
to roll off. Some of the costume 
jewelry can be soldered and we 
have good luck. There must be 
a certain flux that will do the 
trick. Could you tell us where 
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to get this flux. I also heard that 
with certain flux one can solder 
iron—in fact that one can soft- 
solder almost anything. N. 
Winat, Salem, Mass. 


Answer: Many pieces of costume 
jewelry are made of aluminum 
ailoys and cannot be soldered. 

Another detriment to success- 
ful soldering is failure to remove 
the protective coat of lacquer 
with which the article is cov- 
ered, Make certain that this lac- 
quer is completely removed be- 
fore you attempt to solder this 
type of jewelry. 

Furthermore, many such 
pieces are made up of a soft 
leaded composition. As such, it 
will become difficult to solder 
this before the object itself 
melts. 

For this type of work, it is 
suggested that you use the regu- 
lar type of soldering fluxes but 
obtain a bismuth or pewter 
solder. 

Every once in a while, some- 
one will tell of a universal sol- 
dering flux. There just isn’t one 

. yet, 


Question: Please advise me as 
to where I might find the value 
of an old tiffin clock with the 
original picture on glass but 
lacking the original eagle. Wm. 
J. Kettler, Washington, D. C. 


Answer: Value of antique clocks 
or watches in dollars and cents 
is a difficult thing t» pinpoint or 
even to generalize on. Generally, 
values of known antique objects 
are arrived at according to the 
auction value of similar objects 
offered or the general value by 
collectors. 

Frankly, I don’t recall a clock 
ever being called a tiffin clock. 
The word tiffin meaning, lunch- 
econ or in older English to drink. 
The word Tiffin also is associ- 
ated with Seneca county in Ohio. 
A search through old and new 
horological dictionaries fails to 
reveal this term. 

I notice that you are in Wash- 
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ington, D. C. Why not call up 
Mrs. H. C. Beckham, at DuP 
7-7908. She is an officer on the 
National Association of Watch 
and Clock Collectors of America 
and is an authority on American 
clocks. 


Question: I would like to know 
the value of this watch “Com- 
mercial Timekeeper,” Thomas 
Yates, Liverpool, “19 jewels,” 
Serial No. 19099 on case. The 
works have the same serial num- 
ber. 

It is a key wind, chain drive, 
solid silver case. John LaF ranier, 
Fruitland, Idaho. 


Answer: The Yates watch you 
mention was made around 1830. 
Your good reproductions of the 
leopard’s head, uncrowned and 
the lion passant, shows this to 
be from the London area and 
definitely after 1821. 

The initial “a” in the shield 
shows this to be of 1824, 

To those who are not experi- 
enced in the matter of hall- 
marks, the reporting of a par- 
ticular initial seems to be suffi- 
cient but actually it is only 
worthwhile if the exact style of 
the letter is reproduced. The 
“a”’ was used in 1678, 1736, 1776, 
1816, 1824, 1865, 1896, 1916. 

In regard to selling it, I can 
only suggest that you place an 
ad in an antiques journal or in 
the columns of the JC-K. You 
can understand our aversion to 
placing « dollar and cents value 
on your items, 


Question: A customer of mine 
has a hunting case 18 size 
stamped “Warranted 14K US 
Assay (Blaver).” Movement is 
as follows: % plate, looks like 
Elgin, stamped “Non-Magnetic 
Watch Co. of America.” Has a 
Paillard’s Patent bal and spring. 
Can you tell me who put it out 
and about what year? E. A. 
Snyder, Lewisburg, Pa. 


Answer: This watch (Paillard’s 
Non-Magnetic) was made be- 
tween 1890 and 1900. These 


watches were made with the 
name of the local jeweler en- 
graved on them. For the most 
part, these were imported 
watches and they used the pat- 
ent of Charlies Auguste Paillard 
(1840-1895). 

The patented ballance had an 
alloy palladium balance spring 
and was used with a bi-metallic 
split balance. Its main claim was 
that it was non-magnetic. 
There are numerous watches 
with these springs still in use. 
The plates were heavy, dur- 
able with good workmanship 
throughout. They are not rare. 

It is interesting to note that 
in the November 1897 issue of 
THE KEYSTONE, A. C. Becken, 
“Manufacturer” of Paillard’s 
Non Magnetic watches, runs a 
full page ad. He states that he 
could supply these in Elgin 
models as well. No prices are 
included. Pictures of the move- 
ments and included in the ad. 
However, in the 1898 issue of 
Keystone, these are listed as 
“cut-price” — 18 jewels, $17.50 
and 16 jewels, $12.50. 


Question: Please give me some 
information as to when the 400- 
day clock with Torsion Pendu- 
lum was first developed. I have 
one for repairs, with a fantastic 
statement of its antiquity, and 
would like to know just how 
badly my customer was deceived 
about it. 

This looks just like any of the 
old model clocks, having the 
disc Pendulum instead of the 
modern balls. Marked: GUSTAV 
BECKER, FREIBURG IN 
SCHL. Also stamped: MED- 
AILLE D’OR Serial number is 
17386177 Trademark is a 
Crowned Anchor, with the ini- 
tials G. B. J. H. Carner, Green- 
wood. Miss. 


Answer: This type of clock is 
an American invention and was 
patented about 1820 by Crahe. 
He made numerous shelf clocks 
and some ran for a year. This 
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-» with a Pittsburgh Upen-Vision Store Front! 


When an already well-established re- 


tail store gets a sparkling new “face,” 


an increase in business usually follows. 
Present customers continue — and 
often add—to their patronage. At the 
same time, casual passers-by are at- 
tracted by the bright, new open-vision 
front and are drawn right inside to 
become future patrons. 

See how friendly and inviting this 
jewelry store is after its moderniza- 
tion with a Pittsburgh Open-Vision 
Store Front. The large show windows 
of Pittsburgh Polished Plate Glass 
give excellent display to the type of 














PITTSBURGH 


PAINTS + GLASS + CHEMICALS 





at ae 


Beautiful, 
gleaming Carrara” Structural Glass is 
used for the bulkhead and facia. The 
entrance features a Tubelite™ Door 


and frame. and Pittco” Store Front 


merchandise sold here. 


Metal used for glass-supporting mem- 
bers completes the installation. 

Find out what a Pittsburgh Open- 
Vision Store Front can do for your 
business. In our big store front book. 
let there are dozens of examples of 
store modernization using Pittsburgh 
Products. Just send in the c upon and 
we Il be glad to mail you a free copy of 


this booklet, without obligation. 


BRUSHES + PLASTICS + FIBER GLASS 
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IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Pittsburgh Plate Glass Company 
Room 6333, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa. 


Without obligation on my part, pleace 
send me a FREE copy of your modern- 
ization booklet, “How Te Give Your 
Store The Look That Sells.” 


City , ry State 
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Looking for new profits ? 


life-time 
Plastic 





* Increases store traffic 
* Promotes wallet sales 
* Bullds good will 








WANTEWELAY—ENGRAVING 


BRAOLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Peoria, ti. 
Students may enroll at any time of the yeer 
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LEARN WATCHMAKING 
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PHILA. COLLEGE OF HOROLOGY 

1338-48 W. Somerset S1., Phila. 

Write Dept. K" lil'd Ceteles 

Baidwin %-1376 et. ion 
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QUESTIONS & ANSWERS 
(from page 228) 


idea was then unused until 
about 1855 when the German 
manufacturers took it up and 
first made this using the duplex 
escapement, later the pin-pallet 
escapement and now with the 
deadbeat escapement. 

Your clock was made at the 
earliest about 1890. They stop- 
ped making clocks right after 
World War I. The SCHL means 
the Schwartzwald area of Ger- 
many. 

Once in a while customers 
will come ir to a jeweler with 
the most fantastic stories of a 
watch or clock’s age. The jew- 
eler must listen with a patient 
ear and swallow these fantasies 
or lose a client. But the 400-day 
clock as we know it was not 
made before 1885. 


Question: Are all Swiss move- 
ments of the same model the 
same quality? In other words 
are all Font 60’s the same grade, 
are all AS970’s equally well con- 
structed, are all AS1194’s equal 
in time keeping and equally well 
finished and equally reliable? 

If this is so we need to pro- 
ceed no further. If, however, 
(and it’s only reasonable to as- 
sume in a manufacturing proc- 
ess, in order to meet different 
competitive markets, some less 
expensive models are turned 
out and might well be made of 
interchangeable parts with a 
really better mechanism of the 
same model) various grades do 
exist the following information 
is respectfully solicited: How 
are they graded—such as A, B, 
C, ete? Difference, mechani- 
cally, in the grades? Difference, 
work-record, in the grades? Dif- 
ference in the market prices (if 
such exist) of the grades? 


Harold W. Deane, Morgantown, 
W. Va. 


Answer: I will answer your 
specific questions in their order. 

No—all models of the same 
ebauch origin are not of the 
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EwAaLLo Exclusive 


UNBREAKABLE 
MAINSPRING 


WHITE ALLOY RUSTPROOF 
NON-MAGNETIC NON-SETTING 


in Metal Retaining Ring Ready to Slip into 
Barrel. 

N-DUR-ALL unbreakable mainsprings absolutely 
will not lose resiliency or attract magnetism. 
Made by the incomparable craftsmen of Switzer- 
land. They are highly polished with well finished 
ends. 9% N-DUR-ALL mainsprings fit over 2000 
popular mokes ond models of reguier wind 
automatic watches and chronographs. No need 
to stock more than these 9 sizes. Insist on 
N-DUR-ALL—accept no substitute! 


Order from your 








STOPWATCH 


Largest selection 

of quality Stop- 
watches and 
Chronographs in 
Americal Quick 
service for jewelers. 
All mokes repaired. 


WRITE TODAY FOR CATALOG 


M. DUCOMMUN CO. 


560 Fifth Ave. NEw YORK 36 
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WATCH REPAIR 


Dependable «Fast + Economical 


Cooper s Watch Repair Co: 
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same quality. The quality is a 
matter of finish. They start out 
from the ebauch factory in 
fairly much the same manner 
but when they go to the jeweler, 
the engraver, plater, finisher, 
escapement men, etc., the 
amount that the American im- 
porter wants to spend enters as 
a strong factor into this picture. 

For instance, for a few francs 
more per movement, the buyer 
can obtain a first grade mono- 


metallic, temperature compen- 
sating balance and hairspring 


of a certain quality, or he can 
spend even more and obtain a 
higher grade balance with hair- 
spring to match. 

The quality of jewels is also 
progressively upgraded. So are 
the finishes on the winding 
parts, train wheels. Perhaps an 
alloy mainspring is desired? Or 
do you want the movement dam- 
askeened and engraved elabo- 


rately? Again, how about the | 


escapement, you might want a 
polished steel pallet with its 
edges bevelled and burnished. 
~The escape wheel too should 
be considered. Do you want this 
plain, alloy polished steel, teeth 
bevelled and polished; do you 
want a shock protected device or 
conventional and of course, how 
closely do you want these 
timed? All this adds a franc 
here and there. Basically, the 
gauges of the parts are exactly 
the same, it is only a matter of 
finish, which sometimes also 
effects the timekeeping perform- 
ance as well. 

Again, any importer who will 
take orders from you for any 
watch will be able to obtain the 
quality you specify after he 
submits the possibilities. He will 
gratefully offer these as would 
any salesman desiring to make 
a better sale. As for names of 
such people, I suggest that you 
contact Mr. Jean P. Savary of 
the Swiss Watch Information 
Center at 730 Fifth Ave., New 
York, who will be able to supply 
you with names of importers. 
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Bulova to Offer New Version 
Of Annual Forum in Pittsburgh 

Bulova Watch Co. will intro- 
duce an expanded version of its 
annual symposium in the Ter- 
race Room of the William Penn 
Hotel, Pittsburgh, Pa., on Sept. 
18-19. 

Samuel P. Epstein, Bulova ex- 
ecutive vice president, will open 
the symposium, which was es- 
tablished in Pittsburgh in the 





spring of 1949. This year’s ex- 
panded version will include a 
forum on merchandising and 
sales, as well as the technical 
discussion. 

Speakers’ topics will include 
“Setting the Stage for Sales- 
manship,” “Capitalizing on the 
Unique Features of the Watch,” 
“Merchandising Techniques for 
Increased Sales,” and “Adver- 
tising to Make Your Business 
More Profitable.” 
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these NIVAFLEX features. 
UNBREAKABLE — 


NIVAFLEX is 100% resistant to corrotives, 
including acid ond salt water. Absolutely 


rustproof. 
ANTI-MAGNETIC — 


NIVAFLEX is not affected by thunderstorms 


or sudden temperature changes. 
WILL NOT SET — 


NIVAFLEX is fotigue-proof — stays at full 


strength even up to 10,000 windings. 
SPECIAL FEATURE! 
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Write vs or your material supply house for circular 
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MAINSPRINGS 
have been tested for 10,000° windings 
without breaking or showing fatigue 


Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—clready used in more 
than 3,000,000 watches. Look for 


HR MIVAFLEX moinsprings 
con be inserted directly inte 
the berrel. Ne winder is 
needed Simply place the re- 
taining ring ageinst the ber- 







"over 28 years in a watch weed dolly 





POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in 1-drawer Standard Steel 
Stack-up Cabinet with permanent index 
oystom $46.95 
Unit NV+. Same as ehove only in card- 
board box. Includes indexes $35.90 


Unit NV-l1, 12 popular sizes for Chrene- 
graphs and Vulcain Cricket. includes chart 
and indexes in cardboard cabinet $6 OQ 


Unit NV-I11. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes $6.95 
Cabinet 60-188. The best 24 sizes in a 

leatherette cobinet 


handsome 
complete with chert showing all the 
models the 


wilt fie $11.95 
Sold only thry material supply houses. 


















BETTER GOLD PLATING 


With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 


able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call te 
discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. © N.Y.14,N. ¥. © AL 5-8677 
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B.T.S. course, and will be ma 
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Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates the Certified Master 
Watchmaker tests of H. 1. of A., or any State 
Board examinations. 


Highest authorities say, “B. T. 5. is the best 
school,” and the best jobs await Bowman 


yeu, free: 
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Watchmakers of Switzeriand 
Receive Awards for Advertising 


Three awards have been given the 
Watchmakers of Switzerland for their 
1955 advertising and merchandising 
campaigns. 

The Saturday Review citation was 
bestowed “for outstanding achieve- 
ment during the past year in the field 
of institutional advertising that 
serves the public interest.” 

The second mention was made by 
The Art Directors Club for “distinc- 
tive merit in newspaper advertising 
art.” Preview, an advertising and 
merchandising aid issued each year 
by the Swiss association, was award- 
ed a certificate of merit by The New 
York Employing Printers Association 
for its “outstanding quality and cre- 
ative design.” 


Fiex-Let Band “Takes it" 
On Wrist of Deep-Sea Diver 


Flex-Let Corp., manufacturer of 
Flex-Let watch bands and men’s 
jewelry, reports receipt of an un- 
solicited letter from Ted Davis, chief 
diver for the Marineland of the Pa- 


cific. 
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Mr. Davis, who says he purchased 
the band at the recommendation of his 
local jeweler, writes that daily expo- 
sure to salt water used to “eat away” 
the bands he used in the past. But the 
Flex-Let “looks as good now as the 
day I bought it, no corrosion what- 
ever ...I am exceptionally pleased, 
and I just had to write to you folks 
about it.” é 


FoR SEPTEMBER, 1956 





New Kaspar and Esh Designs 
Keep Ensembles Moving Fast 


Kaspar and Esh, New York manu- 
facturers of ring settings, attributes 
the unusual activity in their sales of 
diamond ensembles to the constant 
flow of new designs. 





The firm points out that bridal en- 
sembles that are “different” are a 
necessity to dealers in smaller cities 
where sales depend upon variety, and 
that increased turnover is reported 
when local newspaper ads have fea- 
tured the Kaspar and Esh originality. 


Eigin Develops Black Light 
Display for Nite-Glo Watches 


A counter unit which demonstrates 
how easy it is to tell time at night 
with dress watches using “Nite-Glo” 
dials has been developed by Elgin 
National Watch Co. 

Jewelers can now demonstrate the 
Nite-Glo to prospective customers in 
the daytime: the customer merely has 





to flip a switch to see how the watch 
looks at night. 

The unit occupies less than one foot 
of counter space and can be plugged 
into any 60-cycle, 110-volt outlet. 





Kim Novak and Gemex Corp. 
Join in Nationwide Promotion 


Kim Novak, one of the most popu- 
lar Hollywood box-office attractions, 
is playing the principal role in a pro- 
motion campaign designed to increase 
sales for jewelers throughout the na- 
tion. 

The Gemex Corp., watchband man- 
ufacturer, has launched the campaign 
on a tie-in with Miss Novak's latest 
Columbia picture, “The Eddy Duchin 
Story.” 





Miss Novak will remind the na- 
tion’s consumers through radio ad- 
vertisements carried by 372 stations 
to visit their local jewelers who carry 
the new line of Gemex products. The 
commercials are $0 seconds long with 
20 seconds available for store identi. 
fication and the promotion of the 
store’s other items. 

Miss Novak will deliver the same 
message visually through display 
posters. Photos of the actress on 
counter cards in two sizes will also 
be available to Gemex dealers. 


New “Two-in-One” Refills 
Offered for Paper Mate Pens 


Following closely upon the launch. 
ing of Paper Mate’s “Capri” pen with 
the “Piggy Back” refill comes the 
announcement of a “reversible” refill 
which will fit any Paper Mate pen. 

The refill is a two-in-one unit with 
identical tips and two ink supplies 
fitted together. When one point is 
damaged or wears out, a new point 
and fresh ink supply are provided 
merely by reversing the unit. 
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Towed in Benrus “*orpedo,” 
Watches Go Round the Worid 


In a research test carried beyond 
the laboratory, three Benrus watches 
are heing towed under water around 
the world by the cargo liner S. 8S. 
Prevident Adama, 


The watches are undergoing a test 
for rust, shock and corrosion in the 
various salinities of the waters of the 
wor!d. 

The “torpedo,” in which they are 
enclosed, was launched when the ship 
left New York on her maiden voyage 
as a converted Mariner-class vessel 
Saturday, July 14, 

Oscar M, Lazrus, president of the 
Benrus Co., is shown with Albert 
Doerwald (left), Benrus chief de- 
signer, examining the perforated tor- 
pedo, 


TV Spots and Movie Playlets 
Offered to Starfire Dealers 


Starfire Diamond Rings 


has an- 
new dealer helps, a 
spots and full-color 


nounced two 
series of TV 
movie playlets. 

The TV filme are available for one- 
mirute, 20-second and 10-second spots, 
including time allotted for local dealer 
identification, 


The movie ads feature professional 
talent in real-life episodes. Depicted 
is a theme from one of the playlets. 
As the star transforms itself into a 
Starfire diamond ring, the copy fea- 
tures the jeweler’s store name and 
address. 

Both spots and playlets are free 
from production costs to all author- 
ized dealers and are available to Star- 
fire through the A. H. Pond Co., Ine., 
Syracuse, N. Y. 
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Kreisler Colibri Display 
Features Magnet on Pedestal 


The Jacques Kreisler Mfg. Corp., 
North Bergen, N. J., is offering a new 
“Try-It-Yourself” display for its line 
of Colibri lighters. The firm expects 
the display, which is styled in red, 
black and gold, to be a real traffic 
builder. 

Atop a walnut pedestal a heavy- 
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duty magnet holds the Colibri lighter 
solidly firm. The chain, in addition 
to being a decorative element, makes 
the lighter pilfer-proof. A gold-col- 
ored cigarette urn completes the dis- 
play which is available at no cost to 
dealers purchasing any 12 lighters. 


Bulova Replacement Parts 
Offered in Money-Saving Kit 


The material sales division of the 
Bulova Watch Company has intro- 
duced a new Waterproof Crown and 
Gasket Kit. Containing replacement 


parts to the value of $18, the kit is 
being made available to watchmakers 
at an introductory price of $11.95. 

By use of the kit, profits on repair 
jobs can be upped by as much as $2 
to $3, Bulova claims, and the whole 
kit ean bring in as much as $50 extra. 
In addition to crowns, gaskets and 
other parts, the kit includes an “In- 
terchangeability Chart” for the gui- 
dance of the man doing the job. The 
kit is available through authorized 
Bulova material jobbers. 


Swiss Watchmakers Offer 
“Watch Inspection Time” Mats 


Newspaper advertising mats are 
being made available by the Watch- 
makers of Switzerland for local 
jewelry-store or association promotion 
of “Watch Inspection Time,” which 
takes place this year September 9-17. 

Five mats are offered free of 
charge. They will fit in with local ad- 
vertising requirements or may be 
used as mailing pieces or “fliers.” 

They may be obtained from Watch- 
makers of Switzerland Information 
Center, Inc., 730 Fifth Ave., New 
York City. 


Universal Offers 901 Prizes 
in “Santa Claus Club” Contest 


Landers, Frary & Clark of New 
Britain, Conn., manufacturers of 
Universal Household Helps, are stag- 
ing a Christmas merchandising cam- 
paign called “The Santa Claus Club,” 
designed to stimulate early gift buy- 
ing and to create big traffic in retail 
stores. 





Featured ig a nationa: consumer- 
and-dealer contest with 901 prizes in- 
cluding 1957 Chevrolets, automatic 
washers, console TV sets and other 
desirable items. 

The promotion will be supported 
by what the firm says is the largest 
advertising progrem for the <all and 
Christmas season ever put behind 
electrical housewares, with insertions 
appearing in national consumer and 
trade publications and in leading 
newspapers. 

Dealers purchasing any $250 selec- 
tion of Universal Electric House- 
wares are eligible to participate. Each 
will be furnished with colorful mer- 
chandising aids designed to help him 
capitalize on Christmas Club dollars 
and identifying his store as loca! 
headquarters for the Santa Claus 
Club. 
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2400 TV-Contest Winners 
Get Elgin American Lighters 


Elgin American, Inc., manufacturer 
of fashion accessories and automatic 
cigarette lighters, teamed up with 
TV’s Ed Sullivan in the current $425,- 
000 Mercury contest. 
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In numbers of 300 each week. a to- 
tal of 2400 Elgin American Signet 


autograph cigarette lighters, in- 
scribed with the winners’ initials and 
autographed by Ed Sullivan, are be- 
ing given away during the eight-week 
contest which ended August 4. 

An advertising campaign, using 
newspapers, magazines, radio, televi- 
sion and point-of-purchase displays 
has boosted the contest and the prizes, 
which are topped by 80 Mercury 
Phaetons. 

The lighters feature lift-out mech- 
anism for easier cleaning and filling, 
quick flint-change design, and a one- 
piece, leak-proof case. 


Revolving Diamond Ring Sets 
Feature New Keepsake Display 
To help in converting window shop- 
pers into customers, a new motion 
display is available to authorized 
Keepsake Jewelers through the A. H. 





Pond Co., Inc., Syracuse, N. Y. 


The showpiece reflects Keepsake 
diamond-ring sets slowly revolving in 
front of two mirrors that give a three- 
dimensional effect. Finished in light 
blue velvet and blue faille, with a 
bride doll for focal point, the display 
is 19 in. wide, 16% in. high and 12 in. 
deep. 
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J-B Watch Bands Displayed 
By Counter and Window Units 


Jacoby-Bender, Inc., watch band 
manufacturers, is offering new coun- 
ter and window displays. 

The counter display features 18 
bands on a blue velvet pad under 
glass. In addition, two trays accom- 
modate 48 more bands with visual 
inventory-stock-control system to in- 
dicate what the jeweler has in stock, 
what he has sold and what he needs 
to purchase. Six bands are stored in 
presentation gift boxes in the rear of 
the cabinet. 





The window display features six 
moving panels which, as they turn, 
expose 12 different J-B watch bands. 
A separate display folder holding 20 
bands is hooked to the back of this 
motion unit and can be removed for 
showing inside the jeweler’s store. 


“Lassie” Featured by Dexter 
On New "Tot and Teen” Jewelry 


“Lassie,” dear to the hearts of all 
boys and girls, is featured on a new 
line of juvenile jewelry produced by 
Dexter Manufacturing Co., Provi- 
dence, R. I. 

The famous dog and her friends, 
Jeff, Porky, Pokey and even her own 
dog house appear in hand-painted 
charms adorning each item. There 





are bracelets and barrettes for girls, 
and cuff links, tie slides and key 
chains for boys. Each item is color- 
fully carded and gift packaged in an 
acetate-covered window box. 





Zodiac Self-Winding Watches 
Presented in 12-Page Catalog 


Zodiac Watch Agency, division of 
Edward Trauner, Inc., New York, has 
issued a new and definitive catalog of 
its complete line of self-winding 
watches. 

The catalog signalizes the 765th 
anniversary of the firm which has 
manufactured watches continuously 
since 1882 in Le Locle (known as 
“Tick-Tock” town, Switzerland. 

Many types of watches are pre 
sented, including technical watches 
and stop watches. Some are available 
in different colored settings and some 
are embellished with the signs of the 
zodiac, emblematic of the company. 

Sales support is given through ex- 
tensive national-magazine and TV ad- 
vertising. 


Craftsman Billfold Campaign 
Features Full-Page LIFE Ads 


Craftsman “Citation” Billfolda, 
long appearing in Life, is now taking 
full-color, full-page space in that pub- 
lication. 

New Citation billfolds will be pre- 
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sented in a wide variety of types and 
colors for both men and women. They 
will feature removable pass cases 
with replaceable windows, “Hid-N- 
Fold” secret compartments, regular 
bill compartments and spare-key and 
card pockets. Ladies’ models include 
the “E-X-P-A-N-D-A-B-L-E” tab that 
stretches to close, no matter how full 
the billfold, and the “Drep-in” gusset 
coin purse, 

Priced from $5, Craftsman Bill- 
folds are available in half-dozen pre- 
packed display assortments as well 
as open stock. Easel-back display 
cards reproducing the Life ad are also 
available. 
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International Silver Offers 
Reduction on Hollowware Unit 


A unit of 16 silver hollowware 
pieces, each retailing at less than $10, 
is offered by the Wm. Rogers & Son 
division of The International Silver 
Co. to dealers for $75. The offer is 
made for a limited time only. 

The design is “Spring Flower,” al- 
ready introduced in flatware earlier 
this year. Other more moderately 
priced items are available individ- 
ually at reduced prices. 


Mide Robot Now Available 
As Jeweler’s Window Display 


The Mido robot, trademark for 
Mido watches, is making ite debut in 
jewelers’ windows in the form of an 
electric clock with a six-inch luminous 
dial for nighttime display. 

Standing 26” high, the robot is made 
of molded hard rubber and finished i: 


lustrous silver. The arms are movable 
and can be adjuxted to pose the figure 
in different ways or to hold Mido 
watches. 

The manufacturer recommends the 
display as a real window “stopper” 
that ties in with the Mido robot as 
it is used in the company’s national 
advertising and selling aids, including 
the TY animated-cartoon spots. 


Rumpp Christmas Promotion 
Will Feature Colored Leathers 


A new metallic color called Roman 
Bronze will be introduced in the 
leather-goods holiday advertising of 
C. F. Rumpp & Sons, Inc., Phila. 

Purses for women, billfolds for men 
and other accessories will be offered 
in the new shade and also in antique 
white and California saddle leather. 

Christmas ads will run in Vogue, 
Seventeen and HNequire, and reprints 
of ads, displays, stuffers, and radio 
and TV scripts will be available to 
dealers. 
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“Gleamit” Polishing Mitts 
Offered for Easy Silver Care 


“Gleamit” silver-polishing mitts are 
offered by Gleamco, 507 Fifth Ave., 
New York. 

The mitts, which have free thumbs 
and forefingers, are a time-and-effort 


saver for busy housewives, according 
to the manufacturer. 

Gleameco says they will not soil the 
hands or spoil the manicure, and, be- 
ing impregnated with polishing 
agents, require no paste or liquid. Re- 
tail price $1.39 a pair. 


Westclox Counter Display 
Sets off Three New "Sabres" 


A new display offers three new 
seven-jewel wrist watches by West- 
clox. 

Features of all three: shock resis- 
tant, unbreakable mainspring, shat- 
terproof crystal, stainless steel back, 
luminous dial and sweep second hand. 

The Sabre “700” (left), retailing 
for $14.95, comes with gold-color case 


WESTOLOA 


Sabre 


and raised numerals. The 
“750” (center), retailing for $19.9/ 
is waterproof and dustproof and fea- 
tures a gold-colored case and padded- 


leather strap. The Sabre “725” 
(right), retailing at $18.95, is also 
waterproof and dustproof and comes 
with metal expansion band. Counter 
unit is 14” high, 18” wide and 
10%” deep. 


Crescent Hi-Fi “Chancellor” 
Tapes Interview With Racers 


During the speed trials of the 100- 
mile championship stock-car races at 
Milwaukee Fair Grounds Speedway, 
Chuck Bailey, who is a midwest race 
announcer, U. 8S. A. C. official and 
president of Speedway Productions, 
interviewed well-known racers with a 
new Crescent “Chancellor,” a port- 


4% 


able which plugs into the car battery. 

The racers are Jimmy Reese (cen- 
ter), old-time stock-car racer, and 
Sam Hanks, National AAA Champion 
1955, former AAA Midget Champ and 
holder of many other track records. 


Schick Introduces Color; 
Ladies’ Shaver Line Added 


Schick, Incorporated is introducing 
two new lines of electric shavers. 

The Schick “25” model for men will 
now be available in four colors 
white, red, beige and green, Units 
will retail at the present price. 


For women the new “Lady Schick” 
is offered. The shaving head has two 
sides, one for shaving under the arms, 
the other for the legs. This also comes 
in four colors, aquamarine, white, 
rose and jade green. De luxe models 
are priced higher. 

One “Colors-For-Men” shaver will 
be given free with every seven 
ordered. 

To support the sale of both new 
lines $3% million will be spent in ad- 
vertising. The products will be fea- 
tured on the “Robert Montgomery 
Presents” Schick Television Theater 
and in full-page, four-color insertions 
from September to Christmas in Life, 
Look and The Saturday Evening Post. 
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12 Extra Pieces for $1 
With Oneida 34-Piece Service 


The 1881 (R) Rogers (R) division 
of Oneida Ltd. Silversmiths has an- 
nounced a new sales unit. 

Available in all patterns, the “Tray 
Full” service offers the consumer 12 
extra pieces—cold-meat fork, pierced 
tablespoon, eight teaspoons, table- 
spoon and pastry server—a $15 value 
for $1 with the purchase of a stand- 
ard 34-piece service for eight at 
$49.75. 

The “Tray Full” service is pack- 
aged in the consumer’s choice of blond 
or mahogany finished chest, and the 
tray is readily arranged for display. 
The service will be merchandised with 
counter and window displays, newspa- 
per mats, circulars, and with TV and 
radio spots, and it will be advertised 
in Look and True Story magazines. 


Double Motion Highlights 
New Elgin “Petite” Display 


A watch display, featuring a dou- 
ble-motion eye-catcher, has been de- 
veloped by Elgin National Watch Co. 
for the jewelry trade. The display 
can be plugged into any standard 
electrical outlet. 


Ld vile 


Focal point is a doll which circu- 
lates slowly while pointing to an Elgin 
“Petite” watch which moves up and 
down through a wedding ring, giving 
visual proof of its small size. The 
two motions are reflected from side 
to side by panel mirrors which high- 
light and give depth to the action 


international Silver Offers 
Petite Servers in “Romance” 


Petite Servers, the small knives for 
use with spreads, cheese or canapes, 
already introduced in other designs, 
are now made available by the Holmes 
& Edwards division of The Interna- 
tional Silver Co. in “Romance.” 


They are packaged in sets of four 
in green gift boxes with acetate cov- 
ers, and retail for $2.95. 
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4-Page Folder Presents 
Rocket Ring and Watch Boxes 


Rocket Jewelry Box, Inc., New 
York, makes available to wholesalers 
a four-page folder describing and il- 
lustrating its line of fine boxes for 





rings and watches, designed to stimu- 
late the sale of merchandise. 

Featured are square boxes, rounded 
boxes, heart-shaped boxes for wed- 
ding rings and boxes in the form of 
hooks designed for rosaries. Some 
boxes accommodate more than one 
ring and some have interchangeable 
silk-velvet pads. 

Models are available in pearlescent 
and pastel colors and all are designed 
to display merchandise to the best 
advantage. The front page of the 
folder provides space for the imprint- 
ing of the wholesaler’s name. 


1956-57 Dason Idea Book 
Available Free to Jewelers 

The new issue of Good Ideas, an- 
nually released by Davidson & Sons 
Jewelry Co., Ine., is available to 
jewelers. 





In 32 color pages, the book presents 
the various Davidson rings and aiso 
offers ideas to help retailers sell other 
merchandise, 


A copy of the idea book will be sent 
free of charge to any jeweler request- 
ing one on his own stationery. Ad- 
dress Davidson & Sons Co., Ine., 
20 W. 47th St., New York City. 


Baumgoid Diamonds Featured 
On CBS Good-Morning Program 


For two hours Baumgold diamonds 
held the spotlight on the CBS network 
“Good Morning” program, a coast-to- 
coast hook-up. 

Pamela Good, who co-stars with 
Will Rogers, Jr., is shown modeling 
some of the diamonds while Louis 
Baumgold, president of Baumgold 


Bros., looks on approvingly. 





In addition to the gem diamonds, 
Baumgold Bros. displayed a genuine 
rough diamond in the matrix and 
several rough diamonds of more than 
150 carats each. This is the first of 
a series of edu~itional TV programs 
that will feature Baumgold gem dia- 
monds and diamond-cutting methods. 


Colored Settings Featured 
in “Monte Carico” Watchbands 


“Monte Carlo” watchbands for men, 
offered by the Gemex Corp., are fea- 
turing mineral-like settings. 

The Monte Carlo comes in both 
stainless-steel and gold-filled styies, 
and the square colored settings are 
available in charcoal, gray or tan. The 
colors are said to provide a favorable 
blend or contrast with the wearer's 
appare), for sports and dress wear 
alike. 

According to William A. Swartman, 





Gemex vice-president, “Fashion is 
playing a more important part in 
men’s jewelry than ever before and 
new innovations are more readily ac- 
cepted,” 

The Monte Carlo in the gold-flled 
style retails at $11.75 plus tax; in 
the stainless-steel style at $7.95. 
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Elgin Fall Campaign Features 
“Personality Styled Watches” 


Elgin National Watch Co. launches 
ite fall ad campaign this month with 
fuli-page ads in Look and The Satur- 
day Evening Post, and space in these 
publications will be taken up until 
Christmas. 

Supporting ads will also run in Col- 
lier’s, Haquire, Holiday, Life, The 
New Yorker, Town Journal and Read- 
era Digest. The campaign will build 
to a climax the first two weeks in De- 
cember with eight double-page, full- 
eslor Christmas ads. 
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For the last two years Elgin has 
used TV as its primary medium. This 
year it is switching to national maga- 
zines. 

The campaign will center around 
the theme of “personality § styled 
watches.” Each ad will feature a spe- 
cifle type of personality and the kind 
of watch that will appeal to that 
person, 


Self-Winding Feature 
To Highlight Mido Promotion 


Mido Watch Company of America, 
Inc., New York, will run a full-page 
ad in the November 19 issue of Life, 
headlined “You don’t have to wind 
any watch on this page.” 

The ad, which will feature a large 
selection of styles including what the 
manufacturer calle the world’s tiniest 
self-winding lady's watch, will mark 
the beginning of an intensive Christ- 
mas promotion that includes large- 
space ads in the Saturday Evening 
Poat, Time, and The New Yorker. 

Mido is convinced that the self- 
winding watch holds the answer to 
one of the jeweler’s most perplexing 
problems: how to create consum r in- 
centives for replacing old watches. 

Promotiona! aids for jewelers will 
include counter cards, envelope stuff- 
ers, newspaper mat service, a motion 
display and an animated cartoon TV 
film. 
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Honorary Scroll Presented 
To Oscar Kind, Jr., on TV Show 


In a “Tribute to Jewelers” over the 
“Tonight” show on the NBC-TYV net- 
work recently, Wm. A. Swartman, 
vice president of The Gemex Corp., 
presented Oscar Kind, Jr., president 


of the American National Retail 
Jewelers Association, with an honor- 
ary scroll for the jewelers of America. 

Steve Allen, star of “Tonight,” 
aided in the tribute, which was spon- 
sored jointly by Gemex and NBC. 
Mr. Kind (center) is shown receiving 
the scroll, copies of which are avail- 
able free to jewelers on request to 
Gemex. 


Jules Racine & Co. Issues 
New Timer and Watch Catalog 


Jules Racine & Co., importers of 
Guinand, Gallet and Galeo timers, 
chronographs and special watches, 
hae just issued an eight-page catalog. 

Complete lines of timers are shown 


JULES BACINE & COMPANY, IMC 
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for all industrial, scientific and sports 
purposes. Also two pages of new Gal- 
let chronographs and Racine watches 
for doctors, nurses, nuns, flight offi- 
cers, television men and other tech- 
nical users. 

The catalog is available upon re- 
quest to Jules Racine & Co., Inc., 
20 West 47th Street, New York 36. 


Package Promotion Plan 
Offered by Hamilton Watch 


The Hamilton Watch Co. is distrib- 
uting to dealers its package promo- 
tion plan designed as a tie-in with 
the company’s fall advertising pro- 
gram. Actually five different pack- 
ages of promotional material are pro- 
vided to sell each of five groups of 
watches which will be promoted suc- 
cessively. 

Included are reprints of full-color 
ads appearing in Reader’s Digest, the 
New Yorker and National Geographic. 
There are also newspaper mats, 
counter displays, radio and TV 
scripts, telops (advertising display 
cards bearing jeweler’s name which 
are suitable for telecasting), and 
mailing pieces. Promotional material 
is free except for give-away litera- 
ture. 


Kreisler Display Features 
"Golden Ribbon" Watchbands 
The Jacques Kreisler Mfg. Co. is 
offering jewelers a new display that 
features its new Golden Ribbon mesh 
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watchbands for ladies. 

Mounted on a marble-finish wood 
base, the display—itself in the form 
of a gold-finished ribbon — exhibits 
four of the bands. 

The Golden Ribbons retail for 
$9.95; the jeweled-end models for 
$12.50. The display is available at no 
charge with Kreisler Golden Ribbon 
assortment #59. 


Coro, Inc., Introduces 
“Vendome” Line This Autumn 


Coro, Inec., recently introduced in 
one of its showrooms its jewelry col- 
lection known as “Vendome.” 

The Vendome line, which comprises 
higher priced items of costume jewel- 
ry, will appear on retail counters this 
autumn in department stores, special- 
ty shops and jewelry stores. 
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Sheaffer Offers Promotion 
For Business Gift Selling 


To heip dealers capitalize on the 
Christmas business-gift market, the 
Sheaffer Pen (o. has initiated a pro- 
gram to promote its writing equip- 
ment for business gifts. 

Promotional tools are presented in 
a “business-gift kit,” including a pro- 
motion timetable, a business - gift 
brochure showing pens, pencils and 
desk sets, and Christmas-gift ad 
mats. 

The promotion will be backed with 
ads in Fortune, Business Week, Sales 
Management, the New Yorker and 
Premium Practice Magazine. Each ad 
will contain a coupon enabling firms 
and individuals to write for the bro- 
chure, and names received are to be 
forwarded to the dealer in the 
writer's area for follow-up. 


Gemex Adds “Pontiacs” 
To Fall Watchband Line 


The “Pontiac,” a line of moderate- 
priced men’s and ladies’ watchbands, 
has been added to the regular stock of 
Gemex productg. The bands are pro- 
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duced in 1/20 10 kt. gold filled on a 
nickel base. 

Gold-filled styles for men are priced 
from $4.95; in stainiess steel, from 
$3.95 plus tax. Ladies’ styles are 
available from $4.95. 


President of Lux Clock Co. 
Receives 25,000,000th Alarm 


Everyone, including Fred Lax, pres- 
ident of the Lux Clock Manufacturing 
Co., was right on time recently at the 
Lux branch plant in Lebanon, Tenn., 
to celebrate the 25,000,000th alarm, an 
“Apollo” model, manufactured by the 
Lux concern. 
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This Apollo is also the 2,000,000th 
alarm clock produced by the new Leb- 
anon branch plant. 

Miss Billie D. Baskins, Lux em- 
ployee, is shown presenting the clock 
to Mr. Lux. 
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New Schick Shaver Orders 
Top Previous Company Records 


Incoming orders for Schick’s two 
new lines of electric shavers, the 
Schick mode! “25” in Colors-for-Men 
and the “Lady Schick” in six colors, 
indicate a substantial increase in 
sales and net earnings for 1956, ac- 
cording to a report from the company. 

For the remainder of the year 
Schick has an advertising budget of 
$3.5 million, says Kenneth ©. Gifford, 
chairman and president of the com- 
pany. 


Motifs From Nature Featured 
In Forstner Autumn Creations 


For gift selling through autumn 
and the Christmas season, Forstner, 
Inc., Irvington, N. J., offers matched 





brooch and earring sets in a variety 
of leaf and floral motifs. 

The sets are available in gold-filled 
or in sterling silver. Either brooch 
or earrings will retail for about $10. 


New Sandsteel Manual 
Catalogs Major Mainsprings 


A manual of all Sandsteel and 
Sandalloy mainspring numbers and 
their application in watch models 
has been prepared by Sandstee! 


Spring division of Sandviec Steel, Inc. 

The new manual supersedes the 
previous issue of which 50,000 copies 
are in use among watchmakers. It 
contains complete data on each spring 
and cross-indexes springs and their 
use in various watch models. 

Sandsteel is concentrating produc- 
tion on these proved high-demand 
springs and on expanding its list of 
Sandalloy unbreakable-type springs 
to cover the most widely used num- 
bers. 


Aristo Offers Pamphlet 
On Timers, Clocks, Watches 


A fall pamphlet, describing football 
timers, chronographs, clocks, watches 
and other imported merchandise is 
offered by Aristo Import Co., Ine., 
N.Y.C, 

The items have been assembled by 
Aristo’s E. M. Baumann, who is on 
an extended business trip to Europe. 

The pamphlet, which is mailed to 
Aristo dealers, will be sent to jew- 
elers not on the company list upon 
receipt of a four-cent postcard ad- 
dressed to E. M. Baumann, Villa 
Lakeside, Aniéres, Geneva, Switzer- 
land, mentioning “Fall Pamphlet.” 








Bulova Head Presents Watch 
To “Two-for-the-Money” Star 


Sam Levinson, star of the panel 
quiz show “Two-for-the-Money,” on 
the CBS-TV network, was recently 
presented with a Bulova watch by 
Arde Bulova, 


board chairman of 





Bulova Watch Co., one of his sponsors. 
Mr. Levinson is shown shaking 
hands with Mr. Bulova. 


"Wake to Music” Campaign 
Sponsored by Four Industries 


An intensive campaign by four 
industries designed to increase retail 
salea of clock radios during the fall 
season is being spearheaded by the 
manufacturer of Teluchron Timers, 
Joining in this promotion of “Wake 
to Music” month for November are 
set manufacturers, record companies, 
and broadcasters. 
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An emblem has been devised with 
an illustration of a young lady wak- 
ing to the music of a clock radio 
surrounded by the faces of top record- 
ing stars. Full-page and spread 
four-color ads will be run in Life 
and Saturday Evening Poat, 

Telechron Timers is providing 
dealers with display materials includ- 
ing streamers, posters, tent cards, 
layouts for newspaper ads and sug- 
gested 30 and 60 second radio scripts. 


Mele Announces Campaign 
To Spark Jewel Case Sales 


Mele Mfg. Co., Inc., 366 Fifth Ave., 
N. Y.¢., announces its advertising 
campaign in jewel cases for the fail 
and Christmas season. 

Ads will run in Life, Eequire, 
Ladies’ Home Journal, Holiday, Sev- 
enteen and Charm, featering various 
styles in men’s and womer’s jewel 
cases and chests. 
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Silbert Offers Method 
For Changing Dial Colors 


To stimulate business at the repair 
bench, a face lifting for watches 
through changing the dial color is 
offered by M. J. Silbert & Co., Elgin, 
Il, 

The dial re-styling, called “Silber- 
tone,” is available in 15 colors, and 
the process, says the manufacturer, 
takes no longer than a regular dial 
refinishing. Moreover, says the Sil- 
bert Co., dials can be changed from 
color to eolor or restored to their 
original finish with equal ease. 

Among the values claimed for the 
process are increased legibility of the 
face, conformity to fashion demands 
and the restyling of slow-moving 
watch stocks. 


New "Keymaster" Display 
Offered to Speidel Dealers 


Speidel’s “Keymaster,” the combi- 
nation key-holder, photo locket and 
hidden pill box, is available to retail- 
ers with a velvet-lined display suit- 


able for counter or window use. 

The display is in the form of a 
picture frame with wood-grained 
sides and the name and selling fea- 
tures of the Keymaster clearly iden- 
tified, 

The display is offered to retailers 
free of charge with their order of the 
Keymaster K/12 unit. 


"Wake You for Sure" Theme 
Sparks G-E Telechron Ads. 


An extensive G-E Telechron adver- 
tising and promotion campaign for 
the fall and Christmas buying season 
has been announced. The campaign 
will take for its general theme the 
slogan “Wake You for Sure,” and the 
various types of Telechrons will be 
featured. 

Big space will be taken in Sunday 
supplements in many cities through- 
out the country as well as in Reader's 
Digeat and The Saturday Evening 
Poat, and local ads will be placed by 
distributors through retailers under 
the G-E cocperative plan. Reprints of 
ads, point-of-sale displays and other 
promotional materia! will be available. 
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TY Features Alarm Clocks 
In Back-to-School Promotion 


Alarm clocks for students were 
spotlighted during a week-long Back- 
to-School TV promotion over two 
CBS network programs during the 
week of Aug. 27 to 31. The programs 
carrying the theme were “Good 
Morning with Will Rogers Jr.,” and 
“Captain Kangaroo.” 

The promotion was set up with the 
cooperation of The Clock Manufac- 
turers Association of America, and 
participating manufacturers were 
General Time Corp., Westclox, Seth 
Thomas, E. Ingraham Co., G-E Tele- 
chron, Gilbert Clock Co., Chelsea 
Clock Co., New Haven Clock and 
Watch Co., Sessions Clock Co. and 
Hersenede Hall Clock Co. 

The event is said to mark the first 
time a TV network has organized a 
nationwide promotion on a specialized 
merchandising theme. 


Buyer's Guide Available; 
Sources and Services indexed 


The 1957 edition of the Jewelers’ 
Buyer Guide is available for immedi- 
ate delivery. The volume contains list- 
ings of sources, suppliers of service, 
illustrated lines, prices and catalogs. 

Also included are various stone- 
charts, an order-card section, and an 
illustrated section showing stainless 
and silver-plated flatware patterns. 
For reference purposes, sources and 
services are indexed by subject mat- 
ter, as well as arranged alphabeti- 
cally by city and state. 

The “Guide,” which sells for $3.75, 
is available from the Jewelers’ 
Buyers Guide, 1475 Broadway, New 
York 36, N. Y. 


Nash Lighters Featured 
On Minneapolis TV Show 


Nash lighters, product of G. & S. 
Mfg. Co., Nashville, Tenn., were pro- 
moted recently on a Minneapolis 
WCCO-TYV show. 


Meg Miles, star cf “Phoenix City,” 
the Alabama Pulitzer Prize Expose, 
is shown having her cigarette lighted 
by Nash sales manager, Henry Paper- 
master—with a Nash lighter, of 
course, 


Gemex Offers “Palettes” 
For “Colormate” Band Display 


Following an extensive advance- 
publicity campaign for the Gemex 
“Colormate” ladies’ leather watch- 
bands, Gemex has now made available 
to dealers display pieces in the form 
of artist’s palettes. 

The palettes, which come in two 
sizes, holding 6 or 18 watchbands 
respectively, are white with pink and 


blue lettering and an easel support 
A gift box in gold and black, holding 
three Colormates, is’ also available 
to jewelers. 

The bands themselves come in a 
wide variety of solid colors. All axe 
equipped with quick-change end fast- 
eners for changing the bands te 
“atch, blend with, or contrast with 
the wearer’s wardrobe. 

Gemex says the promotion is an 
attempt to change the watchband 
from a replacement item into a fash- 
ion item merchandised like gloves or 
shoes. 


Columbia Diamond Rings 
Launches “Formula D. 1." 


Aimed at the replacement-ring mar- 
ket, the promotion known as “For- 
mula D. I.” was recently launched 
by Columbia Diamond Rings. 

Formula D. I., says Columbia, is a 
12-month plan for retail jewelers that 
applies basic diamond-selling tech- 
nique in a planned step-by-step for- 
mat. 

Columbia dealers will shortly re- 
ceive full details of the campaign 
together with a wide assortment of 
merchandising aids including a bow- 
ing-doll window display, merchandis- 
ing trays, direct mail pieces, etc. 


Landers, Frary & Clark 
Gives Mixablends for Prizes 


Any retail salesperson selling 18 
Universal Mixablends will receive a 
Mixablend for a prize, according to 
an announcement of Landers, Frary 
& Clark. 

The offer, says the firm, is not 
limited to one unit per person, but 
applies every time a salesperson sells 
the specified number of units. The 
offer expires Dec. 31, 1956. 
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News of Personnel 





Jacques Kreisler Mfg. Corp., North 
Bergen, N. J., announces the follow- 
ing changes in the sales staff: 

Robert Ressler, formerly represen- 
tative in the northern Indiana, south- 
ern Michigan and suburban Chicago 
area, has been promoted to take over 
the Chicago-Evanston area. ’ 

Glenn Delker, is made representa- 
tive in the area comprising eastern 
Wisconsin, upper Michigan and North- 
ern Illinois. 

Jerome Stillman will cover lower 
Michigan (excluding Detroit), north- 
western Ohio and northern Indiana. 

Murray Benway will cover the 
Cleveland and northeastern Ohio area. 

Abe Luskin will cover suburban 
Cook County, central - northeastern 
Illinois and the Gary-Hammond area 
of Indiana. 

Aaron Teicher, after a brief absence, 
has rejoined Kreisler and will take 
over his former territory of Maine, 
eastern Massachusetts, New Hamp- 
shire, northeastern New York and 
Vermont. 

George Snyder's territory now in- 
cludes Indiana formerly handled by 
Bob Ressler. 

Aaron Ascher’s territory now in- 
cludes northwestern Florida, parts of 
Alabama and Georgia, Asheville, N. C., 
and the western part of South Caro- 
lina, plus the area currently served. 

Gil Simmons’ territory has been 
changed to include most of North 
Carolina and the eastern two-thirds 
of South Carolina. He retains the 
Florida peninsula and eastern Ga. 

Melvin E. Winn, of San Marino, 
Cal., has been appointed sales mana- 
ger of the United States Time Corp. 
Mr. Winn, who has been manager 
of the west coast division for the 
past eight years, wil! direct the na- 
tional sales from New York. 
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Harry Winston, Inc., has announced 
that Mac Steinman, well known 
throughout the jewelry industry for 
many years, is now with them in a 
sales capacity. 
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Flex-Let Corp. announces the ap- 
pointment of George Lamkin as sales 
representative. . 

Mr. Lamkin will cover parts of Illi- 
nois, Missouri, Arkansas and lowa. 


GEORGE LAMKIN 
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Harry Jackson, Jr., is now asso- 
ciated with Yurick Jewelry, Akron, 
0., as a watchmaker. 

Mr. Jackson has been a watchmaker 
for the past ten years. 


Lewis D. Brown has been appointed 
regional sales manager for Rolfs, 
manufacturers of leather goods, West 
Bend, Wis. 

Mr. Brown will supervise sales ac- 
tivities south of the Mason-Dixon line 
from Texas to the eastern seaboard. 

He replaces Jack Fitzgerald, who is 
leaving for Hawaii where he will! con- 
tinue to represent Rolfs. 


G. & S. Mfg. Co., Nashville, Tenn., 
manufacturer of Nash lighters, has 
announced the appointment of Henry 
Papermaster as general sales man- 
ager. 

Mr. Papermaster, well known to the 
trade through 25 years of experience 
»n the field, has appointed the follow- 
ing new sales representatives for the 
Nash line: Abe Heller and Nate Cal- 
menson, Chicago and Midwest; Ear! 
Rose and William Mithoefer, Mich- 
igan, Ohio, Indiana and western Penn- 
sylvania; William Gorman & Associ- 
ates of Kansas City, Missouri, lowa, 
Nebraska and Kansas; Eve Comstock, 
Oregon, Washington, Idaho and Mon- 
tana; Joseph Angeles and Roy Berry 
man, California. Joseph Fisher, as- 
sistant sales manager, Tulsa Okla., 
will han¢le the southern territory. 


Douglas C. Miles, formerly sales 
manager of O. C, Tanner Jewelry Co., 
has been appointed western sales 
manager for L. G. Balfour Co., of 
Attleboro, Mass. The Balfour Co. 
manufactures classrings, jewelry and 
commercial awards 


The Croton Watch Co., Inc., New 
York, has added two new representa- 
tives to its sales force. Irving Posner 
will cover the state of Pennsyivania. 
Erwin Goldman will cover Arkansas, 
Mississippi, and parts of Tennessee 
and Alabama. 


The Berklea Jewelry Co., Win- 
throp, Mass., has added to its sales 
force Leo F. Baldwin, formerly of 
Thomas Long Co. Mr. Baldwin will 
cover eastern Massachusetts and New 
Hampshire as well as Cape Cod. 


Kenneth E. Williams has been ap- 
pointed northern California sales rep- 
resentative for the Wadsworth-Had- 
ley division of Elgin National Watch 
Co. 

A veteran of World War II, Mr 
Williams spent 17 months in naval 
intelligence in the Southwest Pacific. 


K. &. WILLIAMS 


Eigin 





Joseph Lippen - Heltz, formerly 
owner of a Stockton jewelry store, 
has been named manager for Paul 
Hudson Jewelers, 275 8. First Street, 
San Jose, Calif. 


A. Joseph Baltin & Co., 722 Sansom 
St., Philadelphia, has announced that 
Morris Astrin is now representing 
them in the Virginia, Delaware and 
Maryland territory. 


Leys, Christie & Co., New York, 
announces the appointment of two 
new sales representatives. George 
Brecht will cover the midwest terri- 
tory, and Tom Dempsy, the New York 
City area. Both men will carry the 
full line of cultured-pearl jewelry im- 
ported and manufactured by the firm 
and marketed under the registered 
name “Orienta.” 


Lewis R. Dunie, of North Holly- 
wood, Cal., has recently been ap- 
pointed representative of the Ralph 
Singer Co., Chicago costume jewelry 
manufacturers. Mr. Dunie will cover 
Oregon, Washington, California, Idaho 
and Nevada. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Cash in Advance 


“SITUATION WANTED” —Regular ve 5 $2.00 first 25 words; addi- 


tional words, 10 cents per word 
tional words 25 cents per word. 


"WELP WANTED”—"LIMES WANTED”—~and “SIDE LINES” —Regular t 
first 25 words; additional words 15 cents per wo 


. Heavy type $7.00; addi- 


e $4.00 
Heavy 


type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS-Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


© Name, Address, Initiale and Abbrevia- 
tions count as words, 

© If anewers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® Ne Agency Commission. 


In answering Box Numbers address envelope 


® Advertising matier addressed to clasei- 
fied advertisers will not be delivered. 

© Classified ed form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #153, 
care of J C-K.” 


“Boz -—," care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. ‘he answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & S6TH STS. PHILADELPHIA 39, PA. 





seoteameemanmenne tennant Aes meena 
Situations Wanted 


Qs — 
—_ ~ 


SALESMAN ; retail jewelry: New York or 
vicinity | good record; watchmaker, Ad- 
dress “L., 2327," care of IC-K. 


a - 


BNGRAVER and clock repairer; twenty- 
five years’ experience on fine timepieces; 
firet clase estore, can wait on trade, Ad 
dress “lHi., 2336," care of JC-K 


el 


BPECIAL order diamond setter, lookin 
for a position with a future, in an 
around New York: 10 years’ experi- 
once. Addreas “E., 210," care of JC-K, 


DIAMOND expert, with first class refer- 
ences, wishes to connect with estab- 
lished, reputable New York ring ofr 
diamond house, Address “S., 217," care 
0 JK. 


~ 


~~ 


JEWELER, 12 years’ experience on piati- 
num, gold; can do light especial orders 
and repairing; wishes position any- 
where 2 per hour. Address "G., 333,” 
eare of JC-K. 


— 


YOUNG liady thoroughly experienced han- 
dlin diamonds, meilen, industrials, 
stock, inventory control: sizeable vol. 
ume; top references, Address “214,” 
oare of JC-K. 


Eee ee 


BALESMAN with retail following, jewel. 
ry, watehes | metropolitan New York and 
Long lsiand, desires change with eastab- 
lighed jine ‘only. Address “©... 2347," 
care of JC-K 


ane 


WATCHMAKER;: 10 years’ 
echool graduate; finest references; %1 
years old; salary $100 per week or per. 
centage with guarantee, Addreatr “S., 
2342," care of JC-K. 


expertence, 


A ame 


BOOKKENPER : thoroughly epnttiinnes 
diamonds and jewelry. very competent, 
conecientious, personable; excellent ref- 
erences; New York City only, Address 
“I,, 2315," care of JC-K. 











WATCHMAKER, salesman, 
jeweiry repair man; chronograph ex- 
pert; 265 years’ experience; B.T.8. 
graduate; best of references. Address 
“"T)., 2277," care of JC-K. 


clock and 


rere ee teem 


MANAGER salesman with 20 years’ ex- 
perience covering chain and privately 
owned stores: fully experienced; 
watches and diamonds a mpee alty. Ad- 
dress “J., 2321," care | Of J *~-K. 


ee tem re mR eer ene mee seme 


WATCHMAKER: 19 years’ experience; 
finest references ; 40 years old; married ; 
Fo anywhere ; salary or commission ; 
ormer employer gone out of business. 
Address “B., 1822,” care of JC-K. 


<n Se mm re 


wee HMAKER first clase with 18 years’ 

erience desires connection; can re- 

= chronographs, automatic calendar 

and wrist alarm. 8&8. Portnof, c/o Gen- 
eral Delivery, Browneville, Texas. 








et et ree - ee cee 


STORE manager wants San Francisco 
area location; 15 years’ experience; top 
salesman, capable buyer, good execu- 
tive: college background, finest refer- 
ences. Addresa “F., 2322, “ care of JC-K. 


ee ce a ~ 





RELIABLE man, 15 years’ piaieiieninn 
with one of oldest jewelry houses; look- 
ing for responsible job wholesale jewe!l- 
ry firm; New York City; best refer- 
ences. Address “H., 222," care of JC-K. 


oe a 


SAL ESMAN siete nation autiaihln Seiad 
line; seml-mounted included; key cities 
in New York state, New England, Penn- 
syivania: enviable merchandising facu!- 
ties. Address "S.. 2324," care of JC-K. 


ee es a+ mete = ee ae 


WATC -HMAKEI! 36, marriec, wishes to 
relocate in south or southwest ; 15 years 
at bench ; competent all watches, includ- 
ing minute repeaters; can manage de- 

oe Address “C., 2302,” care of 


re eer ene me _ ee soe ~ 


DIAMOND assorter eoe nenioer : ex- 
perienced in mounting rings, fill orders ; 
number of years with large ring manu- 
facturers; references: New York City 
arererres. Address “P.. 216," care of 
JC-K. 


a eres wie ere —— 








MANAGER, salesman, executive ability, 
27 years experience with all phases 
credit jewelry business: producer, ex- 
ceptional salesman : best references ; 
will relocate. Address “M., 2349," care 
of JC-K 


a ee, mee ene eee — wl er ee ee 


JEWELER, 19 peasy — erience in Euro- 
pean, American l order work: 
gold, platinum ; pidewenees : presently 
employed, desires to re locate in fine shop 
only; $2.50 hourly. Address “M., 2300,’ 
care of JC-K. 


Smee a 


SALESMAN. cunts boxes, trays, win- 
dow platforms, showcase systems; don’t 
anewer uniess equipped handling vol- 
ume business; contract salary, commis- 
sion, travel expense. Address “S., 2315,” 
care of JC-K. 











PXPERIENCED salesman for west coast, 
45 years of age, wants top costume line, 
$1 to $20 range; excellent references; 
must be strong concern and must have 
drawing account. Address “F.., 2335,” 
care of JC-K. 


— ee — one 


OUTSTANDING » salesman, cates. trim- 
mer, dlamond merc handiser, advertising 
manager; fast track; available repu- 
table credit jewelers New Yor’: state or 
Mastern Pennsylvania. Address “S., 
2297,” care of JC-K. 


ne EES ET a 


YOUNG man, thorough production contro] 
background, diamond mountings: cap- 
able personnel supervision: personable, 
versatile ; desires opportunity with good 
potential; production, buying. Address 
“3B. 2332,” care of JC-K. 


ee te ee pe er — 


MANAG ER, salesmen ; osieatate know!)- 
edge all phas: s cash and credit retail! 
jewelry store desires permanent associa- 
tion with future; former owner of 
credit jewelry store; will relocate. Ad- 
dress “R., 215,” care of JC-K. 





een - em - 


FEMALE; can take full ones orders, 
repairs cost figuring, salesmen's lines, 
assist diamond weighing, in fact all de- 
talle wholesale diamond and colored 
stone ring line. Adele Fishman, 2072-20 
Lane, wreenye 14, New York. 





MANU FACTURING Pen oi pprreneeay 
diamond setter, engraver; young, mar- 
ried ; presently operates own retail store 
in north but desires change of climate ; 
able to assume manager responsibilitice 
Address “F., 2314," care of /' 


tienen oe enn = a 


MANAGER en for better class je welry 
store where reputation and alertness to 
selling are of value; would like to locate 
within radius of 200 miles of New York 
City; can furnish excellent references. 
Address “W., 2339,” care of JC-K 


EXCE PTIONAL intiiaiiaidianes manag- 
er; currently wasting managerial 
ability; habit of earning Texas size 
commissions annoys present em- 
ployer; seeks position Houston or 
vicinity. Address “C., 2303,” care 
of JC-K. 


a _a —~ + eeecee - oe 


WATC HMAKER, clock and jewelry re- 
pairing, sales, etc., 36 years old, sober 
and reliable: presently employed; 10 
years experience ; seeking opportunities ; 
interested in Westchester County, New 
York; others also apply. Address “212,’ 
care of JC-K. 


—— es _ —— —— 


SALESMAN with 13 years’ retall jeweiry 
experience ; desires location in New Jer- 
sey; conscientious, adept, loyal, trust- 
worthy and presentable; 22 years old; 
knowledge of watchmaking; familiar 
with all praese of the jewelry line. Ad- 
dress “K., 2288,"" care of JC-K. 


= ee ee 


EXPERIENCED master watchmaker and 
chronograph technician desires perra- 
nent employment in the extreme south 
or southwest : jewel repairing and ex- 
tensive knowledge of gema and jewelry 
store operation ; axe 36: salary open. 
Address “M., 2304, " care of IC-K 


AMBITIOUS, licaatie personable 
young man, thirties, married, pres 








Re-  e 
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ently employed, knows mountings, 
diamoads, how to increase sales, de- 
sires opportunity with manufacturer 
or wholesaler; finest ere x hg Ad- 
dress 0 Bs 228, ” care of ents 


ATTRACTIVE, well shied woman with 
diversified experience in all phases of 
merchandising, production, buying, sell- 
ing and styling of engagement and 
wedding rings; accustomed to seeing 
things through from inception to Bog 
excellent references. Address ‘‘K.., 2, * 
care of JC-K 


a a --ee - Se ee 


SALESMAN, exceptional sales ability; 23 
years diversified retail jewelry experi- 
ence; familiar with all lines: desires 
road sales position with distributor of 
nationally advertised line for volume 


business; producer, hard worker: own 
car; South preferred. Address “M., 
2350," care of J-K. 


_—- —— faa 


DIAMOND expert, experienced in setting 
up systems of assorted goods in single, 
full and fancy cut diamonds, seeks posi- 
tion with organization that can use a 
man who can take charge of diamond 
department, help buy, pick or mount- 
ings, fill orders: excellent Ee rences 
Address “S., 213." care of JC 


CREDIT jewelry store manager; age 36, 
married; ten years’ experience in all 
phases of business with same employer 
would like association as manager or 
assistant to owner; present salary 
$7,000 yearly; will relocate anywhere 
in Middle Atlantic states or New 
England. Address “S., 2301," care of 
JC-K. 


NATIONALLY acclaimed 
type operation, phase, -etail jewelry 
management; marketing, counter sell. 
ing, available immediately; talented, 
sales producing executive seeks chal- 
lenging proposition; only local, ambil- 
tious, well financed top organization 
with enviable reputation considered. 
Charlies Hynes, 457 South Bonnie Brae, 
Los Angee 


leader, every 


SALESMAN who has traveled extensively 
for over ten years in key cities of south- 
east, southwest and northwest: at pres- 
ent aasociated with top jewelry line, 
will be available for new lines starting 
19657; I have merited the respect and 
goodwill of my clients and making 
change for personal reasons; interested 
only in top lines and top level concern. 
Address ““T., 2353," care of JC-K. 


Se ee mannan Aaa em 
Lines Wanted 


E x PERIENC ED salesman wants 
claity line for state of Florida for 
elry, gift store, etc. Address “G., 
care of JC-K. 





spe- 
jew - 
2306,” 





PACIFIC coast salesman over 20 years in 
territory desires fine line gold or plat- 


inum jewelry for the better stores: 
commission basis. Address “I... 2260.” 


care of JC- 


eue~ an RRR 


SALESMAN with New York office, excel- 
lent following leading jobbers and whole- 
salers; New York City and eastern ter- 
ritory open for quality manufacturer's 
line. Address “U., 22348," care of JC-K 


SALES representative, established 16 
years, east coast, midwest, selling top 
lines to manufacturers, jobbers, chains, 
retailers, avaliable first rate line: ac- 
customed to top eramngs Address “C 
2292" care of JC- 


HAVE large following 
outlets; interested in watches, pinlever 
and jeweled: watch sets in men’s and 
ladies’: cigarette lighters and novelt 
lines Address Circular 328. Room 1426 
Heyworth Building, Chicago 2. Illinois. 


in midwest volume 


EXPERIENCED salesman with good 
following and excellent connections 
is open for top lines for Detroit and 


TR a AR gai ~ — 
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— 


surrounding area; must have merit 
for sound W'2373," consideration. 
Address “W., 2273,” care of JC-K. 


ee er ee ne 


SALESMAN ; with Chicago office, 
the midwest : calling on wholesale jew- 
elers, material, cataiog houses, costume 
jewelry jobbers; open for lines from 
reputabie manufacturer; can produce 
volume business. Address Circular 329, 
Heyworth Building, Chicago 2, Illinois. 


covering 


WELL established mounting salesman, 
Chicago and midwest, interested in 
top quality line, gents or ladies 
bridal sets; excellent following 
among first line wholesalers and in 
stalment chains; best references; 19 
years’ road experience. Address Cir- 
eular 330, Heyworth Building, Chi- 
cago 2, Hitimels. 


CRAC KER JACK jewelry salesman, 
calling on and serving wholesalers, 
watch importers, material houses for 
more than twenty years in Metro- 
politan New York seeks additional 
select lines such as watch cases, cos- 
tume jewelry, gold filled jewelry, 
ete.; unusual ofier to engage services 
of prominent, clean cut, successful 
representative, write Box “A., 2271,” 
eare of JC-K. 


Side Lines 


SALESMAN for rapidly growing 14K, Ate 
struck charm line. Capitol Watch Case 
Company, 523 Tenth Street, Union City, 
New Jersey 





SALESMAN wanted to carry side line of 
newest pin lever or lever watches: 
liberal commission. Apply Mason Watch 
Company, 2 West 47th St... New York 


City. 

SALESMAN with following calling on 
wholesalers and premium houses, eter- 
ling silver and gold filled line: liberal 

Address “S., 2317," care 


commission 
of JC-K. 


SIDE line salesman: sell attractive faat 
moving line of jewelry boxes: Middle 
West and Pacific coast territories open ; 


liberal commission. Addreas “R., 2543," 
care of JC-K 

SALESMEN wanted to carry side line of 
watches and, or, watch attachments: 
liberal commission; all replies held in 
strictest confidence. Address “Y., 2270," 
care of JC-K 

SALESMAN wanted for greater New 
York, New Jersey, Connecticut, Balti- 
more, Aone gro: Washington, DD. C.: 
all establishe territory. Address “G., 
2310," care of JC-K. 

MANUFACTURER of fine costume 


jewelry wants association with repu- 
table wholesaler dealing in better 
priced exclusive lines. Address “M.. 
2200,” care of JC-K. 

SALESMEN wanted by manufacturer 
of an extensive line of 14kt. gold 
dises; most territories open. Ad- 
dress “R., 2319.” care of JC-K. 


AVAILABLE; first classe ladies’ gold 
mounting line to jobbers in midweat; 
secondary line permissible; drawing 


againet commission to a salesman with 
qualifications Address “W., 2233," care 
of JC-K. 


SALESMAN wanted to sell hand painted, 
clolsonne and enameled sterling jew-*~ 
barrettes, bracelets, brooches, etc. ; 2006. 


LO RE RR Sa YS er 














SS eS 








Hermann Company, 
Melrose Highianda, 


commission: F. A. 
20 Belmont Piace, 
Massachusetts. 


SALESMEN wanted to carry a line of 
ladies’ 14K, gents’ 10K stone rings, 
with a following among the wholesalers 
and large users; Pacific coast also Chi 
cago; on commission basis. Address 
“C.. 2213," care of JC-K 


SALESMAN for diamonds; calling on 
fine jewelers; no merchandise need 
be carried; many territories open; 
only those with excellent references 
and well rated following need angry 
Address “F., 2346,” care of JC- 


SALESMEN with ae, ameee wes 
rated stores: herve six 3 size tra 
with 15 rings in each tray, genta’ LUK 
ladies’ 14K stone ring, pear! signet ring. 
crosses; drawin against commission 
Address “C , 2216," eare of JOC-K. 


SALESMEN, three, aggressive, experi- 
enced, residents of west, midwest 
and southwest territories; to carry 
outstanding line of 14K charm 
bracelet chains and carded necklace 
chains; 10% commission. Metal 
Art Jewelers, 82 Bowery, N. Y. ©. 


SALESMAN with following amongst 
larger users for the midwest to repre- 
sent a manufacturer of an cutetanding 
ladies’ ring mounting line with a@ va- 
riety of over 400 styles; may reside in 
territory. Address “R., 2295," care of 
C-K. 


CHANCE to earn fast, sizeable com- 
missions for man calling on credit 
jewelers; we have special lamp pro- 
motions direct from manufacturer, 
pretested fast selling account open- 
ers, traffic items with powerful pro- 

motional sales helps; start immedi- 
ately. Leart Company, 230 Fifth 
Ave., New York, N. Y¥. MUrray Hill 
6-4572. 





Help Wanted | 


~~ 
a 


WANTED : A-l suspetes, who ean repair 
and set stones. Address “V., 1461," care 
of JC-K 

WANTED, two A-l watchmakers; per- 


centage basis only. Address “T., 1460," 
care of Jc-K 


JEWELER, for air conditionea trade shop ; 


give full information in first vtter; age, 
experience and references, Augusta, 
Georgia, P. 0. Box 462 

WANTED: Swise watchmaker; 00d «sal. 
ary for lst class repairman; northweat 
location: great opportunities. Address 
“(}., 2318," care of JC-R, 

MANAGER and salesman for jeweiry 
store: eatablished 50 years: sealary and 


up to 256% of profit to right man; Mar- 
tineburg, Weaet Virginia. Address “K., 
3399, " eare of IJC-K. 


WANTED. by an old established store, 
jewelry repair man, preferably man able 
to do some watch and clock repairing ; 
aemalt city in New York State. Address 
“A.. 2364," care of JC-K 


SALESMAN wanted to carry tine of dia- 
mond bridal seta on Weet Coaet; prefer 
man with retall following, alee oppor- 
tunity open for partnership very amal| 
investment. Address “P.. 228°, care of 
JOCK 

SALEPMAN wanted to carry a \ine line of 


costume jeweiry and eteriing marcasite 


jewelry and marcasite rings; to eo di- 
rect to department estore and retail 
jewelers. Address “BB. 2286," care of 
JOCK 


(Continued on page 244) 
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HELP WANTED—C ontinued 


fe - ee Sram | 


WATCHMAKER, ex wieneed ; five y 
week; ideal working conditions in 
Northern Ohio city, permanent job: 
state age, experience, salary Taree. 
” tom Address “Ti., 2165," care 


wen werreger ee 


PERMANENT position open for top 
_ salesman with all around experience 
in large eredit store; excellent 
portunity for right man. Arthur's. 
460 “EE” Street, San Bernardino. 
California. 


MANAGER for retail credit jewelry store 
in expanding southern chain: age 28 to 
35; give full particulars of past five 
years history and present salary: re- 
plies conféentia! Address "M., 2278," 
care of 7-K 


YOUNG man as assistant to owner, in 
quality retail jewelry store: must be 
experienced salesman and promotional 
minded: all Sppieattone strictly confi- 
dential sae Mig I, B. Ryland Company, 

Virginia 


Briatol, 

BVPARKLING Jewels: well established ex- 
port firm in Kaufbeuren is looking for 
an American jewelry buyer who would 
sell on commission basis; all delivery 
for America is guaranteed. Address © 
2200," care of JC-K, 


shiesmen, with retail 
importer of popu- 


"LOCK and watch 
following, wanted b 
lar priced '7 jewel Swiss watch line and 
imported clovks, travel, desk, musical 
alarm and 400 day clocks Address "Ti., 
2281," care of JC-K 


SALESMAN; an opportunity with fa- 
ture available to a personable sales- 
man in fine retail jewelry concern; 
five day week, full benefits; state 
details; confidential, Address “1... 
2331," eare of JC-K, 


DIAMOND assorter; experience pre- 
ferable but would consider any re- 
liable mi; large New York dia- 
mond house, Radio City area; give 
full details in confidence, Address 
“W., 221,” care of JC-K. 


territories open, nation- 

sterling flatware and 
holloware; no objection non-conflicting 
lines; straight commission 10%: terri 
tories arranged to suit your conventence 
Address “S., 2326," care of JIC. 


BEVERA Ly good 
all advertised 


CLOCK salesmen, experienced, with 
following, for established fast-seil- 
ing line imported clocks; east coast 
and middle west territories open; 
full detaile and references first let- 
es Address “K., 2338," care of 


credit 
window 
ealary, 


RALERMAN for retall eash and 
jewelr store; experienced in 
trimming and local advertising :; 
opportunity for advancement: write 
fully in eonfidence to Hugh Jewelry 
RPePany, 19] Main Street, Painervilie, 
fihio 


EXPERIENCED watch material clerk: 
eacelient opportunity for experienced 
man with leading southwest materia! 
house all replies confidential: write 
advising experience and other pertinent 
information, Addreas “K., 2280." care 
of JCK 


ood retall following to 
mena 10K stone 
diamond dinner 


RALESMEN with 
sell our ladies’ 14K, 
rings, 14K crosses, 
rings, 14K cuff links: drawing againet 
comm iaaion no objection to non-con- 
ficting side lines. Address “C., 2211,” 
care of JC-K 
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SALESMAN wanted for Minnesota, 
Wisconsin, northern me and the 
Dakotas; nationally advertised Eu- 
ropean china dinnerware; straight 
commission; may carry non-com- 
petitive lines. re Pam “K.. 2341,” 
eare of JC-K, 


RESIDENT salesmen wanted to carry re- 
lated cultured pearl, clasp and charm 
lines, backed by extensive, forceful pro- 
motional advertising; exclusive terri- 
tories open: Pacific coast, southeast and 
southwest United States. Address “N., 
2362,” eare of IC-K. 





WATC HMAKER; high t type store same 
family management 50 years re- 
quires first ¢ experienced me- 
chanie on better grade watches; per- 
manent position; will arrange for 
personal interview. M. Meyer, Jew- 
eler, Masten, indions. 


— + wa ——- 


SAIL, ESMAN to represent a manufacturing 
jeweler of wedding rings, mountings, 
emblems and diamond engagement 
rings: fast selling line; give informa- 
tion in detail as to the territory and ex- 
perience ; strictly commission basis. Ad- 
dress “S., 22307," care of JC-K. 


JEWEL ER, age thirty or over, with 
twelve years or more experience; good 
mechanic: if ability is proven, a fine 
opportunity for foremanship; give in- 
formation in detail, married or single 
and where in the past qapiores. Ad- 
dress “S., 2208," care of JC-K 


~~ 


MANAGERS and assistant managers for 
credit jewelry stores in middie west; 
must be thoroughly experienced in all 
phases of operation and be a live wire; 
must have excellent references write 
complete information in first letter. Ad- 
dress “W., 2329," care of IC-K 


eee 


SALESMEN; manufacturer of lowest 
priced four inch sterling on glass 
coaster ash tray, ete., has several 
choice territories open as sideline; 
commission basis. Tarlton Silver 
Corp., 143 West 20th St., New York 
City Il, New York, Chelses 83-1710. 


ee 


SAL ESMEN with following among whole- 
salers to represent manufacturer and im- 
porter: excellent line of rosaries, med- 
als, religious novelties: liberal commis- 
sion: middle west and south territories 
open: no objection to nonconflicting 
side line. Address “D., 2326," care of 
JCcK 


WATCHMAKER for northern New fn- 
gland town of ; pleasant living 
conditions: must be first class on all 
watches except chronographs; ability to 
size rings desirable but not essential 
state salary wanted and qualifications 
in firet letter. Address “R., 2279," care 
of IC-K 


ASSISTANT manager, with ability to be 
advanced to full managerial status in 
near future: top opportunity for right 
man in a growing organization with 
headquarters in Fimira, 250 miles from 
New York City, 1 hour by plane: write 
fully in confidence to FE. Freed, Alpert's 
Jewelers, Eimira, New York 


SALESMAN : now calling on retall stores 
in Callfornia and surrounding territory 
to represent the highest grade line of 
marcasite jewelry in this country, con- 
sisting of religious goods and complete 
line of ladies’ and gents’ jewelry; for 
information: Brandt & Korsen, 700 
Chestnut St.. Philadelphia 6, Penna 


EXCEPTIONAL opportunity for ambitious 
credit jewelry salesman with ability to 
assume reeponsibility, to assist owner, 
good salary, commission and bonus, plus 
congenial working conditions in pleasant 
communit less than two hours from 
New Yor send complete details in 
confidence. Address “S., 232%." care of 
JcC-K 
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STORE MANAGER; permanent position 
for one experienced in retail credit op- 
eration ; excellent salary with bonus and 
commission; established firm over 25 
years in middie west in Chicago, De- 
troit, Cleveland area; yearly contract 
avaliable ; state age, experience and sa!l- 
nd desired ; replies strictly nee 

dreas “R., 2283," care of J 





WATC HMAKERS and @aneotinent man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; Pigh pay 
state age, experience. People’s Watch 
Repair Company, 120 Summit S&8t., 
Toledo, Ohlo. 


JEWELAY BUYER: 
stores in midwest area has permanent 
opening for experienced diamond, watch 
and jewelry buyer; must be capable of 
merchandising intelligently and have at 
least five years’ experience; excellent 
sfHiary and bonus available; state age 
experience and saiary desired; replies 
stric tly confidential. Address “R., 2284," 
care of JC-K. 


TWO salesmen wanted by wholesaler 
carrying every top line jewelry, lighters, 
appliances, clocks, silverware, etc.: one 
to cover Virginia, West Virginia, Ten- 
nessee and another for Florida, Georgia, 
Alabama, Mississippi; contacts to be 
made now, line available January Ist 
all replies teld in strictest confidence 
our men know of this ad. Address ‘Ss 
2309," care of JC-K. 


chain of jewelry 


SALESMAN with strong following among 
department stores, jewelers, gift shops, 
to represent prominent manufacturer of 
Silverpiated and chrome hollowware. 
brass and copper giftware in Indiana, 
Michizan, Ohio and city of Chicago on 
commission basis; this is a major line 
for an experienced man who can pro 
duce; submit full partic vlars. Address 
“K., 2184,” care of JC-K. 


SALESMAN. midwest territory open 
for aggressive, experienced man, to 
represent manufacturer of outstand- 
ing nationally advertised line of 
ladies’ and men’s 14K jewelry and 
distinctive gold watches; many es- 
tablished accounts; resident pre- 
ferred; drawing against commission. 
Chesterfield Jewelers, Inc., 33 West 
46th St.. New York, N. Y. 


silver and clock salesman, 25 


WANTED : 
in English and 


to 45, really interested 
Colonial, Boston made, sterling and 
late, hollowware and flatware and fine 
Cliiott London clocks: travel New iIng- 
land and middie west: top quality e« 
tablished line and connections: apply 
ereon or i letter BE. lL, Plimmer, 
forcester Silver Company, 234 Kast 
46th Street, New York Clty. 


AGGRESSIVE, experienced salesman 
wanted for midwest territory by 
twenty-five vear old manufacturer of 
fine quality gold and platinum 
mountings; previous salesman re- 
tired, leaving hundreds of active ac- 
counts: liberal commission, draw- 
ing: exeellent opportunity; no ob- 
jection to side line. Metro Jewelry 
ae 21 West 46th St... New York, 
N, 


WANTED: qualified diamond salesman 
under 50, capable appraiser and ger 
analyet to fill a vacancy in LaJolla 
California, the garden epot of the world ; 
if selected, you will belong to one of 
the finest and oldest established jewelrs 
firme in California: send complete iden 
tifications, qualifications, experience, ref- 
erence and salary expected to J. Jessop 
and Sons, 1041 Fifth Avenue, San Die 
California 


AN ALERT man thoroughly experi- 


enced in all phases of the retail 


THE JEWELERS’ CIRCULAB-KEYSTONE 











jewelry business and with a desire 
to build himself a sound future, will 
find a golden opportunity awaiting 
him with an organization having 
stores in Newark and Summit, New 
Jersey, and Dallas and Abilene, 
Texas; please state in detail past 
experience; all correspondence will 
be held in strict confidence. Address 
Busch and Sons, 875 Broad Street, 
Newark, New Jersey, attention Mr. 
Sargent. 


JEWELRY salesmen, retail 
compact money making line, sell pat- 
ented Vari-Gem, gold stone rings; only 
line where retailer himself can inter- 
change and securely reset a variety of 
birthstones and onyx stones in a Vari- 
Gem ring in 60 seconds; dynamic sales- 


following, 


producing promotion program ; excellent 
commission ; territories open; Michigan, 
Ohio, Tilinois, Texas, Lousiana, Pennsy!- 


vania, West Virginia and New England 


area: protected territories; supply ref- 
erences and experience confidential. 
David Pfeffer Comapny, Inc., 106 Ful- 
ton St.. New York, N. Y 


Seon ate meena 
For Sale 


Steres, Steeks and Businesses 


Cemniie 


SEVERAL stores for sale in 
area: all doing a nice business; will 
sell one or all of them. Address “W., 
2330," care of JC-K 

SMALL jewelry store in heart of down- 
town grooklyn 5000-16,000 persons 
daily traffic: present owner has other 


interest. MAin 4-3795 


JEWELERY store: 
cash jewelry shop 
New Jersey metropolitan 
clientele: clean stock 
2311,” care of JIC-K. 


modern, established 
medium sized city 
area good 
Addrese “Ta, 


ONLY jewelry store eastern Missouri! town 


population 4000 clean stock, modern 
fixtures, excellent opportunity: priced 
below inve mntory $8500.00. Address “W., 
2361,’ care of JC-K. 

CAPE Cod; jewelry and watch repair 
business, good stock: modern fixtures, 
one man operation, inventory approx!.- 
mately $9,000. Write Mre. Fastman, Box 
494, 


Jennisport, Mass. 


ONLY jewelry store in smal! college town 
near Santa Barbara, California: estab- 
lished 1940; $9,500 including stock and 
fixtures; ideal for watchmaker. Jeffrey's 
Jewelry Store, Goleta, California. 


JEWELRY 


repair service, 


store, attractive modern store, 
center business section 
Northeast Ohio town: rent $55.00, 5&6 
room sulte, price $4,500 Apple Com- 
pany, Brokers, Cleveland 15, Ohto. 


WESTERN Maseachusetts jewelry store 


modern repair department, e«reeting 

cards, gifts, jewelry: clean stock, new 

fixtures: large shop ping aren: sell for 
eo" 


inventory. Address “‘L., 2." care of 
Kk 


I< 


MANUFACTURING jewelry shop in 
Lose Angeles, California electrically 
equipped and set of dies: 26 years same 
location: wishes to retire: will sell rea- 
sonable Address “M 2285." care of 
1C-K 


CREDIT jewelry store for sale; must sell 
account tll health: Texas location, mod- 
ern fixtures, excellent business, re- 
frigerated air: secured time pay ac- 
counts > sae 000. Address “*T., 2298." care 
of Ic 


NORTHERN New York modern credit 
jewelry store established 20 years; 
great potential with St. Lawrence sea- 
way: no inventory, excellent location 
and lease: have good reason to sell 
Address “F., 1752," care JC-K 


eee 











RARE opportunity: Tulea jewelry store 
over 60 years in business, will sacrifice 
to settle estate of J. M. MeEntee, Sr. ; 
write, wire or see J. M. McEntee, Jr., 
Sxecutor of Estate, McEntee Jewelers, 


413 8S. Boston, Tulsa, Oklahoma 
JEWELRY store for sale in Newark, 
N. J.. downtown shopping centre; es- 


tablisned 12 years, good repair volume, 
small inventory optional, nice fixtures; 
reason health. Address “A., 2337," care 
of JC-K, or phone MArket 3-2476 


CREDIT jewelry store in one of best 
towns in North Carolina; good loca- 
tion, long lease, modern front and fix- 
tures; inventory and arcounts § re- 
ceivable included in firm price of $25.. 
000.00 Address “F., 2344," care of JC-K 


PAWN shop in North Carolina: popula- 
tion 75,000, in business 35 years; store 
25 foot front, 100 feet deep, upstairs 
and basement: complete line jewelry, 
luggage and silver: reason for selling 
on account of health. Address “R., 2282,” 
care of JC-K 


MODERN jewelry store, air conditioned: 


southeast Kansas: beset location town 
of 20,000; large drawing area: low 
overhead; top linea, clean merchandise 


stock and fixtures approximately %106.. 
000; can reduce, Address “FE... 22375," 
care of JC-K 


JEWELRY store for sale in beat Newport 
News location: 14 years In same estore: 


will sell with or without stock: refer- 
ence Jewelers Board of Trade. New 
York City: for information write to 


Peninsula Jewelers, Newport News, Vir- 
ginia, or phone 2-4812 


AN old established jewelry 
central Texas, 


business in 
$000 population, compett. 
tion light; all the repair work you can 
do: volume $15,000. rent $60.00: am re 
tiring: $6,500.00 cash: a bargain for 
some one: ideal for man and wife. Ad- 
dress “D., 2340." care of JC-K 


—- 2 - 


MPMPHIS retail diamond jewelry bust- 
ness in prominent downtown office build.- 
ing: highly profitable: well established 
with select clientele: must sell due to 
owner's death: $70,000 will handle: 
principals only. M. M. Gordon Company, 
81 Madison Bullding, Memphis, Tennes- 
see 


FOR SALE: well stocked, well established 
jewelry store, specializing in new and 
antique watches and clocks: more re- 
pairs than one man can handle: well 
situated; lot of studio work, for par- 
ticulars write to the Clock Mart. 143 8S 
Fairfax Avenue, Los Angeles, Calil- 
fornia. 


SILVER, china, crystal, jewelry, top lines; 
beautiful store 25 x 100 air conditioned, 
best Miami location, excellent reputa- 
tion: stock and fixtures approximately 
$25,000: good lease: yearly gross 60.. 
900; could double by adding more com- 
plete jewelry department and watch re- 
pair. Address “S., 22305." care of IJC-K 


PROGRESSIVE, modern credit jewelry 
store doing in excess of 100,000 vol- 
ume; excellent location on main in- 
tersection of midwest town of ap- 
proximately 55.000 population; in 
business over 15 years: with or with- 
out receivables; terms to principals; 
other expanding business interests 
reason for sale. Address “S., 2276,” 
eare of JC-K. 


WASHINGTON, D. C.. area, suburban 
city over 160,000 population well estab- 


lished jewelry estore carrying all na- 
tionally known lines of jewelry «nd 
silver: annual business $75,009, inven- 
tory $25,000 which can be greatiy re- 
duced, modern fixtures, alr conditioned 
excellent location, reasonable rent. good 
leaae owner retiring Address “J., 
2289." care of IC-K 


ESTABLISHED jewelry etore in San Jose, 
California (new $50 million each Ford, 
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GM plants); new modern building, fix- 


tures, lighting ; all major lines, good 
long lease ; repairs alone cover overhead 
and salary ; sales good, can be in- 
creased; poor health, must sell; mod- 
ern living quarters included in lease; 
anorextentely $25,000 required; terme 
to rated rseons. Address “E., 2320," 


care of JIC-R. 





F Sale | 


Teels, Equipments 


= 
~ 


INTERNATIONAL S8tiver fatware; 
twenty percent discount off coat price; 
inventory eight hundred seventy-five 
doliare: ioat franchise. C. G. Tuttle, 


6688 Northwest Highway, Chicago 41, 
Tilinots. 

COMPLETE: 3 seta of toole for ladies 
expansion watchbandsa: 1 set for men’s 
ratchet: 1 set for men’s lock: 1 eet for 
ladies’ lock; will sell reasonable. Clas- 
sique Mfg. Co., Ine., 141 Water &t., 
Pawtucket, Rhode Island 





RVERY BFFPORT t made by The Jewel- 


+ 


ere’ Ctreular-Keyatone to veep tae ad- 
vertising columne clean Advertisers 
under Business Opportuntticsa, ete., muat 
furnish trade references. Annowunce- 
mente muaet pass the strict censorahip 
requirements of The Jewelers’ Ctroular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplas stock in 


the country; established in 1903, 
for details see our advertisement on 
page 353. 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7308, Chi- 
cago 26, Ill, 


JEWELRY — China — Objects 
Auction service. See page 
Thomas J. Faussett, Howel, Mich, 


D’art 
79. 


COLMES BROS. ; buyers and lquide- 
tors of jewelry stores; Max Colmes, 


18 Tremont St... 333, Boston &, 
Massachusetts. 

WANTED watchmaker as partner for 
lieht manufacturing as a side line with 
watch repairing. Write P. 0. Box 182, 
Grindetone, Penna. 


DIAMOND cutter interested in tieuw 
with jewelers or diamond wholesa 
ers middle west, south and south- 


west. Address “F., 2345.” care of 
jJc-K. 

ATTENTION : profitable salen; personal 
service : references guaranteed results; 
additional merchandise fursished; in- 
quire; go anywhere, Harry Jucobsa, 226 
S W. 6th Ave., Miami 36, Poorida 


e+ me 


IF YOU have a business problem or 
need cash, let us solve it through « 
flat or auction sale; Colmes & Brill, 
45 Weat 45th Street, New York City, 
auctioneers and appraisers; see our 
ad page 206. 


| 


GOOD business opportunity for jeweler, 
watchmaker or optician in irginia, 
Iillinole: a going business with an en- 
tablished clientele: no other jeweler tn 
the town. Write Hildreth N. Madwarda, 
Hox 3, Newman, Illinots 


(Continued on page 746) 








(Continued from page 245) 


BUSINESS OPPORTUNITIES —Cont. 

ca. vores 

SAMUEL 1sOW pays highest nh price 
for complete jewelry stores or surplus 
stock; get my offer before seliing, it is 
to your advantage; bank and trade 
references. Write 64 ‘LAspenard St., New 
York. Telephone Canali 6-622%. 


PARTNER wanted ; object expansion old 
established store; 60 years same loca- 
tion; exeellent reputation: cash and 
credit well known etore; railroad in- 
spectore; big watch, jewelry repair de- 
partment. A. Cohen, 5637 Hamilton &t., 
Allentown, Penna. 


SAMUEL GANSBERG will buy your sur- 
pilus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
abies me to pay you higher prices; bank 
and trade references of the highest 
character, Write, 156-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


ATTENTION manufacturers, distributors, 
investors ; experienced jewelry man with 
best connections wants backing to open 
quality store in fabulous Roosevelt 

leld, ly. 1., shopping center: no other 
quality store in this big drawing mar- 
ket Address "C,, 2199,” care of JC- K. 


po YOU want something different and 
dignified in an auction sale? The 
only licensed chanting jewelry aue- 
tioneer in the country; a guaranteed 
heavyweight in auctions; double the 
usual action in auctions; profits 
guaranteed; be the first in your city; 
for full information, Marty Miles 
Sales, Inc., 930 Seybold Building, 
Miami, Florida. Phone 9-3634., 


MARTY MILES Sale guarantees 
quick action, cash profits; our ser- 
vice costs you nothing; testimonial 
letters from hundreds of jewelers 
prove the cost of each sale is turned 
into profit, the terrific volume of 
sales our efforts produce for you; 
every eale is carefully analyzed, 
planned in advance and is under 
constant supervision of our executive 
staff. Marty Miles Sales, Inc., 930 
Seybold Building, Miami, Florida. 
DO vou need eash? Examine our 
guarantee sales method of obtain- 
ing at leas: 10% above 8 for 8 for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing reeult for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 








files fo- your inspection. Wire, 
write o1 a. Manny Silver- 
man, of Silverman Sales Enter- 

, 580 Fifth Ave., New York 


9, N. Y. Te ne PL 7-4693; 
See page 127 for additional details. 


_ Wanted ¢ to > Purchase 


es 
RI ee mere? om 


WILL purchase i prey ‘Sates. eerie 
and other well known makes in used 
wrist and pocket watches; highest prices 
7 age Address “M., 2223,” care of 

C-K. 


WANTED ; established jewelry store. pre- 
fer southern town of 10- 50,000 popula- 
tion ; state full particulars in first letter ; 
replies confidential. Address “J., 2296," 
care of JC-K. 


— 


MASTER watchmaker, European schools, 
'. 8B. A. eitizen, family man, own busi- 
ness New York City, 
sound business with a future; 
invest $15,000 and services. 
"“G., 100," eare of JIC-K 


WANTED: here in Ohio; I want to 
buy a going jewelry store in com- 
munity between 25,000 and 65,000 
population; if interested, send size 
of room, lease figures and inventory 
or accounts valuation; confidential. 
Address “Sey 2274,” care of JC “K. 

$83 WE pay eneh for ceatiiean in, 
monds, silverware, rings and semall 
appliances, any quantity, ecess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail, References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 6074-9 Chronicle Bldg., Hous- 


ton, Texas. 


looking for a 
able to 
Address 


SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919: for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry El- 
kins & Company, 59 East Madison 
Street, Chicago, Hlinois. Randolph 
6-7390. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tack: frames; gold filled serap, sil- 




















ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


acta enema nite os es 
Watch Work, etc., for 


the Trade 


BOSTON, Mass.; expert and guaranteed 
watch repairing; fatchmaster tested, 
prompt service ; prices on request; mall 
orders invited David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 


QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Osear Aron, 62 W. 
47th St.. New York, N. Y. 


FINE watch repairing for the trade: all 
work guaranteed for 1 year: 3 to 5& 
days service: Watchmaster tested: rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 8. Marion 8t., Oak Park, 
Ill. 


rotors; rebuilt, replace- 
ment exchange; full year unconditional 
warranty ; minimum quantity of 3, $1.10 
each: 10 or more, 1.00 each Dept. 
Key, Universal Re builders, Ine., 655 
Church 8St., Albany, N. Y. 


TELECHRON 


WE strive for finest workmanship; four 
position timing: every watch given in- 
dividual attention by highly experienced 
watchmakers who take pride in their 
work. Long Isiand Watch neopets Ser- 
vice, 25 Main 8t., Hampstead, Y. 


nena ae ae cence 
Special Order Work and 


Repairs for the Trade 


ENCRUSTING,. engraving, drilling: pre- 
cious, semi-precious stones furnished and 
cut: fraternal emblems encrusted : seals 
engraved : special orders. Harry Braun- 
feld, 108 Fulten St., New York Cit 


Miscellaneous 


$2000.00: Vacheron & 
Constantin Repeater, 18 diamonds, 17 
rubies: only $2350.00. Kay's, 204 East 
Michigan Ave., Lansing 30, Michigan. 


APPRAISED at 





jewelers’ Circular-Keystone 
Chestnut G& S6th Sts 
Philadelphia 39. Pa 


Here is my want-ad: 


Please check if box No. Wanted [) 


Enclosed is Check [) or Money Order [) 





ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates G Regulations 


ALL ORDERS: CASH IN ADVANCE 


Name (Please Write Plainly) 
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IN ANTICIPATION 


* Perfunctory conduct of a business is today im- 
possible. Problems cannot be effectively met only 
when they present themselves, they must be 
anticipated so their effects will be minimized. 

Likewise, opportunities cannot be utilized fully 
unless they too are unticipated and plans made 
to employ their values. 


An example of anticipating problems is the 
alertness of businessinen to the possible actions 
of their competitors. A case in point is the 
jewelers’ awareness that industry after industry 
is going after bigger bites of the Christmas gift 
market upon which the jeweler has traditionally 
depended for the volume that will produce his 
annual profit. 


This year, the jewelers’ most formidable com- 
petitor, the automotive industry, is directly point- 
ing at the Christmas gift dollar by holding, in the 
New York Coliseum, the first national automobile 
show since 1940. After sixteen years lapse of this 
giant promotion, the American automobile manu- 
facturers are reviving it to dramatize their prod- 
ucts, right at the time when th jeweler depends 
upon the public to most actively respond to the 
romance of his particular merchandise, December 
% through the 15th! 


Fortunately for our industry there is in exist- 
ence a nationwide merchandising movement that 
is calculated to minimize the competitive actions 
of other industries seeking to get part of the 
jewelers’ share of the Christmas gift dollar. That 
is Operation Cherub, a nationwide effort that will 
work on the local level and enable every jeweler 
everywhere to protect his market and develop 
still further the public’s natural pleasure of buy- 
ing from whe jeweler those heavenly gifts which 
say to the recipient “this is a gift of love.” 


And so, unless you want to run your business 
in a perfunctory way, it would be wise to antici- 
pate the problems created by the competitive 
moves of other industries. And it would be equally 
wise to take advantage of the opportunities pre- 
sented by Operation Cherub to not only counter 
those moves but to promote for an increased 
Christmas volume consistent with what will doubt- 
leas be the biggest buying spree the American 
public ever indulged in. 
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DO THE EYES OF YOUR STORE 
FIT THE EYES OF YOUR PROSPECTS? 


* The other day, walking on the boardwalk at the 
seashore with our wife, we interrupted our stroll 
to go into a restaurant for lunch. Our wife re- 
moved her sunglasses and put on her clear lenses. 
However, when the waitress brought the menu 
he put on her reading glasses. 

The type being small she then took off her read- 
ing glasses, laid them down with the other two 
pairs and brought the menu to within four inches 
of her face to better read it. She has that kind 
of sight. 

We have long since accepted this peculiar pro- 
cedure but the waitress who had stood there ob- 
serving the switches said, ““My gosh, she has three 
pairs of glasses and then takes them al! off to read 
the menu.” 

This led to a discussion wherein we enumerated 
all the women we knew, who without their glasses, 
couldn’t tell their husband from Kirk Douglas 
across the room, yet who, because of their vanity, 
refused to wear needed glasses in public. 

This then led to our thinking how many women 
there must be who need, but do not wear eye- 
glasses even when shopping. This in turn led us 
to thinking how many women walk past window 
and in-store displays of merchandise without see- 
ing them as anything but watery blends of color. 

It might be a good idea for you, if you are near- 
sighted (if not, call upon one of your near-sighted 
employees), to walk outside your store and down 
your aisle to see what your displays look like to 
you without your glasses. An important lot of 
your customers and prospects also see those dis- 
plays as just such formless blobs. 

This experiment may lead you to some ideas 
and arrangements which will not only improve 
the value of your displays among those with poor 
vision, but which will also improve their effective- 
ness with those whose sight is normal. 


Meccesbe A Rez. 
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SAVE'20 ..: 
N } EXTRA PIECES 


447) 1847 ROGERS BROG. PRE-HOLIDAY SPECIALt 





















customers 4 


Saving! 
1847 ROGERS BROS. PRE-HOLIDAY SILVER SPECIAL 


@ NEVER BEFORE A SILVERWARE EVENT LIKE THIS! 1847 Rogers Bros. representative or Approved Whole. 


sale Distributor for y tie ateriala now! He ' 
® NO EXTRA PIECES TO BUY OR HANDLE—~YOU SELL ONLY yutor for your tie-in materials now! He ha 


REGULAR 52-PC. SETS! 


@® OFFER IS FEATURED IN LIFE OCTOBER 8th ISSUE! 


All details are handled for you! Customers pay you 


a complete selling kit for you, 


full price for regular 52-pe. sets. Each set includes a 





certificate representing a $20 saving toward the pur- 
eel ik th alin eae 1847 ROGERS BROS. 
It’s a traffic-building “buy now” offer your best America's Finest Silverplate 


prospects will be reading about in LIFE! Contact your Made only by The International Silver Company, Meriden, Conn. 
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Starting September 4...and all during the big fall sale of 


Customers save $31... get 12 extra pieces with , 
regular 52-piece service for 8 | | | | 
Making a total of 64 pieces to sell for only $74.75 () \/| Ni | Y 
(with full profit to you) 
Lasting six profit-packed weeks (Sept. 4 THE FINEST SILVERPLATE 


through Oct. 20) 


Sparked by nationwide advertising in 220 
Sunday newspapers Sept. 23, and the Ladies’ 
Home Journal for October! 


Don’t miss this great Community* sale opportunity! 


Created in the Design Studios of Oneida Ltd. Silversmiths 


* 
TRACEMARES OF ONEIDA LTO , OMWEIDA. NY 





